Anabtic] Hodel - &n =epliot speghcation of a s=t of varzbl=s and their irterelatonships d=signed to rapresent som= real syst=m or proo=ss in whol= orm part

Azcocintive Technigues - & tvps of projective tedhnigus in which the respondent is pres=nted with a stmubas and asiosd to respond with the first thing that comes to mind

Buyer E=havior - & body of knowledge that tries to understand and predict consumers’ reactions based on an indidual’s specific charactenistics

Cartoon tests - Cartoon dorscters are shown in a specific stustion relztsd to the probdam. The respondents are asked o indicate the dialopoes that cne @ricon deract= might make in respanss o
the commenss of another characoer

Causzd design - & desipn in whidh the indepe=ndent variables are manipulated in 3 redatively controlled smaron ment

Caussl Beseareh - & type of concluseee: resesrch whoze major objectve is to obiin avidencs rezarding cause-and-effect relatonships

Causalisy - When the ccourr=nee of X mcreases the probabilcy of the occurr=nice of ¥.

Comp=tts irgelli=zrce - The process of enhanong marketolaos compettvensass throvsh 5 zreat=r understanding of 3 irm's compattors snd the oompettve smarcnment

Compd=ticn f=chnigue - & projecive tachrique that reguires the respondent to complet= zn incomplets simulus situaticn

Conoeptual Mag - & way to link the brosd statesment of the merketng resezrch probibem with the menagemant-decision problem

Condusis= Besearth - R=search designad to assist the decision maker in detering, svabuating, and selectine the best course of achon for 3 gheen siaation

Coaooamitant vaiiaton - & condition far eferming cousality that requeres thet 3 couse, X snd an ==, Y, coour tomether or vanye topether a5 predictsd by the hypothesis under considerstion
Construction techrsqus - & projective techrique inowhich the respondent is reguensd to construct 3 responss in the form of 3 story, dizlomos, or description

Cross-Sectional Desipn - A type of research design involving the cne-time collection of infa from any given sample of populstion =l=ments

Customer Rektionship kManagement {CRM ) - & deosion support system that is used for marezing the interactons betwesn an creganization and its oxstomers
Lusiomized E=rijpms - Companies thet tailor ras=arch procedures o best mest the needs of =ach diznt

Liat Minine - Technigue imeohying the uss of powsrful comiputers and sdvanosd stishcd and other softwers o snalyo= lEree databasss in order o disoover hidden pettarns in the daz

Oats warrhouss - & centralired detzbese= that consolidztes company-aade data from & wsriety of coeratonal syst=ms

Latzbase marketne - The prachios of using CRkd datzbases o develop reletonships and hizhly mrget=d marketing =forts with ndividuzls and ostomsr zroups

Ci=gissoin Support System (G55 An info syst=m that enzbil=s decisiaon makers to emb=rsct directy with both databases and srekrsis models. The importsnt components of 3 055 ndode hsrdwsre and =
memmiunecation network, databass, mod=l base, softwar= base, and the= D=5 ussr

D=maEnd arbfacts - Aesporses piven becsuse the responde=nts attemps to guess the purpose of the =xperimeant and respond scoordinghy

Dapsh Interdimw - &n unstruchorsd, direct persored interview in whidch 3 snghe respondent is probed by 5 highily skilled interviewer o uncover und=ryinz modestons, baliefs, sttbudes, znd feslingson
& tooic

D=sorptive Res=arch - & type of conclusive research thet bes s major chjecvee the description of semethine-us.clly merkat charsct=ristics or funcions

Design controd - A method of controlling extraneous wanables that involves using specific experimentl desizns

Dirsct Approach - & type of qualitatee resasrch in whidh the purposes of the proj=ct are disclosad o the respondert or zr= cbvious zpeen the reture of the intenviee
Emyiranmental oonbe=st of the probilsm - Factars that have sn impect an the d=finition of the madetne resesrch problem, including past info snd forecasts, resources snd constraamts of the firm,
objmctiees of the decision maker, buyer behaviar, ksl smarcnment, =conomic emdronment, snd marketing and technological skilks of the firm.

Ethnommsphic research - The study of human b=haviar in its nstursd context et invokies obsarvation of babewior snd setting slong with d=pth interdess

Erm=ranpe purvey - Interviess with peopds knocwl=dpeabls skout the p=neral topic being imvestgated

Expe=ramernt - The process of manipulsting cne or mone dependent sarisbles snd messuring their =fact on one or more dependet ssrisbles, whills controlling for the =cramsous vsriables
Exp=rmameriz] gesir - The s=t of experimental procedures speofving [1) the t=st units and samplng proosdures, (2) ndepandent variables, [3) d=pendent vanzblas, and (2] Row o momtrol the
ET AN s varsoles

Expenmenizl group - The zroup mposad to the manipuksted independent varzble

Explaratory Research - & type of res=arch design that has as its primany obisctivs the provision of insizhis imto and compreharsion of the problem smaation confronting the researcher
Expressive techriiques - Frojectnee techniguas inwhich the respandent s preserted wath s verksl or wsesl sttuston snd asked to relate the feslines snd attitudes of other peeple o the sibuation
External Data - Cata originates =demal to the crezrzation

External suppliers - cutsid= marke=tng res=arch companies hired to conduct s complete merkbesing resesrch project ar s component of it

Exzernal vabidite - & determination of whanmeer the cause-=fect relationships found in the experiment @n b menarslzed

Exran=ous variadl=s - variakles, other then the ind=p=nd=nt vanables, that influsnce the respons= of the test units

Faictarial d=sien - & s=astical =xperimantszd d=sign ussd to massure the efecs of twao or more indapendent variables st various levels and ©o sllow for interactors betwsen variables

Fedd Emvironme=ns - &n =eperimental boston set n sctual market conditions

Fulks=rvip= suppl=rs - Companizs that offer the full mnze of merketng research acovites

Graphical Modals - anahtics] modeds thet provade= & written represemtstion of the relstonships betaeen varizble=s

Grounded Theory - &n inductive and more structured appraadh in which =zch subssquent depth intereew is adjusted besed on the comulaivs findings from previows depth ntsmievws with the
purpcise of developing general concepts or theories

History - Specific events that are extermel to the experiment but that coowr at the same tme as the experiment

Humanistic inguiry - & special form of personzl chservation in whidh the researdher & smmizrsed in the system under study

Hyppthesis - An uniproven sEiemeEnt or proposton sbout 3 factar ar phenomiznon that is of interest to the resesncher

Indirect zoproach - & tvpe of qualitstive rese=zrch i which the purposes of the project are diszuis=d from the respandents

InErumentatian - An smranecus vansole mahidng change=s in the meszuring insrument or in the abservers or soores theameales

Interachive teetrpe mifect - An =f=ct in which a prior messurement sffects the test urst's response to the ndep=ndert varisble

Int=rnal data - Data availabls within the orzsnzation for which the res=ardh is bring conduct=d

Internal validitr - & measure of accuracy of an =peErimant. measures § the manipulstion of the ind=pend=nt varizbles, or trestments, sctually coused the affacts on the dependent vanahl=s.
|I1|:ErI1E|: FEn'iI:'H Coempanies that sp-a-:i:i:tz i'| conducting r-==-|:=r|:h an I:helrn:-u'nzt

I:E!.'-lnf-:-rl'ninlz T|:|:I1n|q_l.|= Irreerrimws with people knowledreshls sbout the renerzd topic baing mvestzzced.

La baratory arreronmest - An artfidal seting for sxperimantzton in which the reszardher constnacts the desired conditicns

Lezd-Lis=r suryey - Sunveys thet invoéve cbizining mformation fram the besd users of the technolomy

Longitudinal Desgn - A type of research design imvoling 2 fixed mmple of population dl=ments thet is measured repeatedly. The samiple remzins the same over tme, providing 3 series of pactures that,
when wiswed tozether, portray both the sibuation and the chanp=s that zr= @kng plac=

HMail panel - & lare= 3nd nadorely represamtstve sample of houss=holds that have sereed to pericdically pertiopst in mail questicnnaires, product tests, snd surieyr res=srch

Iana e=ment-Decisipn Prabam - The probé=m confrontng the decision maker. it ssks wiet the dedsion maker nes=ds to do

Mateetine Informaticn Systesm [(*415)- & formalized s=t of proc=dures for p=nerscng, anshzing, storine, and dissributing partnent imfo to marketing dedgson makers on sn orgoing basis
Markatine fBeseardh - The srstematic and objective iderdification, colleciion, anahses, disssmination, snd vs= of info that is undertaksn to mprove deg=on mekne related to iderbfvng and sobdine
probl=ms (alko known as opportunities) in marke@ng

Margeting Research Problem - The marketing research problem asks what info is needed and how it n best b= obtained

Marieting Fesearch Process - A set of six steps that defines the meks to be accomplished in conducting 2 marketing research study: problem definision, developing zn zpproach to the problem,
research design formulation, Reldwark, datz preparaton and srelygs, snd report preparston snd pres=ntaton.

Matching - A methed of cortrofling extranecus variables that immobres matdhing test units on 3 5=t of key background variables before assigning them to treztment conditions

Mathematics Models - srolyricsl models thas explicshy describe the relsdonships beoween variables, usually in aquzton form

Maturasiion - &n extrareous variable soributshle to dhenpe=s in the t=st urets thamsaboes that ocours with the passape of ime

Medaniml pheervation - &n observatonal researdh stratemy in which mechanical devices, rather than humen ohsareers, record the ghenomenon being chs=re=d

Hortaltr - &n sxtraneous verzble stributable to the loss of (et unis whils the =operiment is in progress

KMultgl= Tim= Series de=sien - & teme saries d=sign that indudes snather group of te=st units o s=ve 35 3 control group

Henr=sponss bizs - Eizs that arises when acuzl respondents differ from thos= who refuse to parap=t in ways that afect the survey resulos

Mon-ssmedire Errors - Errars that can be sttnbut=d to scurces other than smplings they cn be randam ar nor-randam

Dhi=ctive Evidenos - Unbizsed evidence that & support=d by empiricz] indinzs

Dbjectives - Gozls of the orzznization and of the decision maker that must be considered in order to conduct sucoessful marketng research

Dbservation - The recording of behavioral petterns of people, chi=cts, and =venis in 2 systematic manner to obiin info about the phenomanon of interest

One-proup pretest-posthest design - A pre-experimental design inowhich 2 group of test units is measured twice, once before and once after the treztment

Dre=shiot cas= shudy - & pre-=xpesrmental dese i which 5 sngls oroup of test wnits is expos=d to 3 trestm=nt 3, and th=n a single messurem=nt on the depandent varizbl= s Sken

Eanel - Corsists of 5 sampde of responde=nts, peneczlly househiolds that have apresd to provide info st specified imtervzls over an eb=ndsd pericd

Eersoaal obe=rrgfion - An cbe=rdationsd resszrch strat=gy inowhich bumzn overs=ers record the phenomenan being obs=red 25 it cooars

Ficture-respoinss technoague - & projecitive tachraque in which the respondant s sheswm s picture and askad to b=l 3 story describing it




Filgt Sunveys - Surveys that t=nd to be less structured than Grge-sole sarieys in that they generally conizin mone open-ended guestions and the sample size is much smalier.

Posttest-onhy control group design - & true experimerntzd design in which the experimentszl zroup is exposad ta the trestment but the comtrod Zroup is not and no pretest measure is aken. Fostest
massures ar= tzioen on both groups. Test units are randomly assignad

Fre-=uparimental designs - Cesgns that do not control for exraneous factors by mndomization

Prepaid incentyve - Coupons, money, or some other incentive to partcipate thet is included with the sure=y or guestcnnaire

Fretest-Fosthest comrod group design - A true experimentl design in whidh the expermentzl group & sxposed to the trestment but the control group & not. Fretest and posthest messures are tzken
on both groups. Test urits are randomby assEzned

Frimary Dats - Oats anminsted by the res=archer to sddress the res=arch prablem.

Frobl=m audit - & comgprehershe =zminaton of 3 marketng probdam to vnderstand its onzin snd nature

Frobd=m Definiticn - & brosd stmtament of the penarzl problem and identfication of the specific mmponents of the marketing reseznch problem.

Frobl=m-C=hraticn Proc=ss - Th= process of defining the manag=ment-dacsion the marem=mant-decision problem and the marketing res=arch profbl=me

Frobd=m-d=ntificaticn research - resaznch undertaken to help id=ntfy problsms that are not necessanily apparert or that are licsky to aris= in the fubur=

Frobl=m-Sohing Research - res=wrch undertaken to help solve specific marketing problems

Froj=ctive Technigus - &n unstruchursd and indirect form of guestioning that =ncourazes respondents to project their underkine mobvations, befiafs, gititudss, or feslnes rezanding the ssues of
[TOT

Ducliatiee Resesrch - An unstnuchored, exploratory research methodolomy bassd on small samples intended to provids insight and understanding of the problem sedtine.
Dugstespanmental desiens - Desizns thet spphy pert of the procedurss of frus speament@ton, whele lzckres full =xperimentsd control

Bandom sssienmeent - Irreokees randomby zssipning tast units to the experimental snd control groups. It i one of the maost common tachnigues wsed to cantrol for the effect of soranecus vanzbles on
the dep=ndent variables

Bandom Zamplinx Errgr - The =rror dus= o the pardoular samples sel=cced being an imparfect representzcdon of the populstion of intearest

Randomzation - & method of cantrolling =xtrame=ous varables that invoke randomly assizning test units to @pemments] and comirol zrowps by vsang random numbers. Trestment conditions also are
randoemby assigned to sxpe=rimental groups

Res=sich Ceseer - & framewsark ar Blueprint for conducting the merk=ang research project thet spedfies the procedures nec=ssary to abzain the informaton neaded to structune zndor sohee the
marketng reszarch problam

Res=sich Cuestors - Refined stetements of the spe=cfic components of the prokd=m

Response Rate - The percemtage of the total aitempted intenviews that zne completed

Rol= playing - Respondents are asked to play the role or assume the behavior of someone eke

Eample conirod - The ability of the suney mode to effectvely and efficently reach the units spacified in the sample

E=cpndary Dt - Dets collected for some purpos= other than the prablem st hend.

Eab=ciion bigs - An exiran=ous variable atinbusbls 2o the improper assiznment of t=st units to rastment conditions

E=nteno= completion - & projectve techinigus i which respondents are pres=nted with 3 numbear of incomplet= s=nternces snd ask=d to complete tham

Sodzl deorzbiliny - The tandency of the respondents to ghee anmowers that mizht not be aocurat= but that might be de<irzble from a sool ssndpaint

S=nc proun - & pre-=peeriments] desizn in whidh there asre o mroups the ipperiments] grovp (EGhwhich s svposed to the trestment, and the control zroup (CG). Messurements on both zroups an=
maid= anby after the trestme=nt, and test urets sre= not sssipned a8 random

Satistical contral - & methad of contralling sxran=ous variables by m=asuring the aapraneous varizbles znd adjustng for their effects through ssatstcal mathaods

Stmastical repression - An exiransous varable that cocurs when t=st units with =xvirem= scores move closer to the sverape soore dunng the cowrs= of the axpanment

Etory compl=tion - A profectnve tachnigue in which respondemts ar= provided with pert of a story and reguired o zive the conclusicn in their own words

Structur=d dats call=chion - Us= of a farmzl guestionrssr= that pressnts questions in 3 presmanssd arder

Survey - An imterview with a lerze number of respondents using = predesizrned questionnaire

Survey method - A structured questicnnaires given to 3 sample of 3 populaticn znd desipned to elice specific info from respandents

Eimdicgied servipes - Companies that collect snd sell common pools of dats desipned to samve the info neads of mukiple cli=nts

Te=st upits - ndiduesls, organizations, or other =nttes whoss resoons= to independ=nt vanables or trestments is baing shadi=d

Thegey - & cono=ptuzl schem= based on foundational stat=mants, which ar= assumad to be true.

Third-person technique - & projective t=chmique in which the resoondent is presanted with 2 werbel or sisusl] sfustion and asked o relsie the beliefs and sthtuedes of a third person to the sibuatian
Tim= s=rj=s D==xiEn - & QuGsi-axparim=ntal desizn that imvobess paricdic measuraments on the dependemt variable for 2 Iroup of test units. Than, the trestment is administzred by the resssrchar or
oocurs naturslly, &fter the trestmient, pericdic measuremeants are conbinuesd in order to determine the treatmert affect.

True mxperimentzd designs - Experimental designs distinguished by the fact that the nesearcher can randomby assign test units to epenmental and control zroups and ziso randomly assign treatmerts
to =xperimertsl proops

varbed Models - Anakiic] models thet pronide 2 writhen represanizton of the relationships beteassn vanzbles

Word sssociztion - & projectve technigue in which responderts sre presented with s list of words, one st 3 tme. &fter=ach word is pressnted, respondents are asked to phve the first word that comes
ta mired




