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	Course Description

	  The primary objective of this course is to gain a detailed understanding and practical working knowledge of theory literature in marketing.  Secondary objectives include understanding the history and evolution of marketing thoughts and the fundamental issues involved in the philosophy of science on marketing inquiry.  By the end of the course, students should be able to apply the appropriate theory and conduct scientifically research in marketing.


	Course Objective

	1. To gain a detailed understanding of the theory based literature in marketing. 
2. To understand the history and evolution of marketing thoughts and the fundamental issues involved in the philosophy of science on marketing inquiry.
3. To conduct scientifically research in marketing.


	Teaching Format

	  Consistent with the basic notion of an advanced Ph.D course, the sessions will be discussion oriented with each student exploring ideas and questions proposed by others and exposing his/her own ideas and questions for investigation by others.  Readings from required academic marketing literature are assigned which will form the background for discussions in class.  The readings are grouped so as to cover a specific area of marketing research method to a reasonable depth each week. Students are expected to have read all the articles and course materials assigned for the week well enough to be able to discuss them without referring back to them during class session.  My role in the class is that of a coordinator.  My participation will be limited to clarifying issues that you are having difficulty with, ensuring that the discussion does not stray the expected path, and tying the readings together and point to future research directions. 

	Grading Standard

	The evaluation of each student’s performance in the course will be based on the quality of the written assignments, quality of the contribution to class discussion, and quality of the term project.   Details follow.

30% weekly written reviews

30% discussion

40% term paper

	Reference/Text

	
Text:

1. Hunt, Shelby D. (2002), Foundations of Marketing Theory: Toward a General Theory of Marketing. Armonk, NY: M. E. Sharpe 

2. Hunt, Shelby D. (2003), Controversy in Marketing Theory: For Reason, Realism, Truth, and Objectivity. Armonk, NY: M. E. Sharpe. 

3. Sheth, Jagdish N., David M. Gardner, and Dennis E. Garrett (1988), Marketing Theory: Evolution and Evaluation. New York, NY: John Wiley and Sons.

4. Articles from marketing journals (e.g., JM, JAMS). 
    

	Course content/ Progress / Documents

	Week1: Introduction

Week2: Is Marketing a Science? 

Weeks3-4: History of Marketing
Weeks5-6: Evolution of Marketing Thought  

Weeks7-9: Market Orientation 
Weeks10-12: Service Marketing 

Weeks13-15: Relationship Marketing
Weeks16-17: Service Domain Logic in Marketing
Week18: Course Review
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