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Expect superior, balanced coverage of both qualitative and quantitative marketing research with this market-leading text from
respected marketing authorities Dr. Dawn Iacobucci and Dr. Gilbert Churchill. Recognized as the classic authority for today’s
marketing research, MARKETING RESEARCH: METHODOLOGICAL FOUNDATIONS, 10e, International Edition ensures the
reader develops a strong conceptual as well as practical understanding of marketing research as it’s practiced today.The book’s
thorough coverage of the six stages of the research process provides a solid marketing research framework while addressing
topics and tools of emerging importance. New Qualtrics™ research activities and coverage of SPSS 17 offer first-hand practice with
some of the most popular online survey tools used in business today. With its proven applications, clear presentation, and variety
of timely cases, MARKETING RESEARCH: METHODOLOGICAL FOUNDATIONS, 10e, International Edition serves as an
exceptional learning tool for today’s learners and as an invaluable reference tool for professionals throughout their careers.
Updated in its 3rd edition, Basic Methods of Policy Analysis and Planning presents quickly applied methods for analyzing and
resolving planning and policy issues at state, regional, and urban levels. Divided into two parts, Methods which presents quick
methods in nine chapters and is organized around the steps in the policy analysis process, and Cases which presents seven
policy cases, ranging in degree of complexity, the text provides readers with the resources they need for effective policy planning
and analysis. Quantitative and qualitative methods are systematically combined to address policy dilemmas and urban planning
problems. Readers and analysts utilizing this text gain comprehensive skills and background needed to impact public policy.
**Winner of the TAA 2017 Textbook Excellence Award** “Social Media Marketing deserves special kudos for its courage in
tackling the new frontier of social media marketing. This textbook challenges its readers to grapple with the daunting task of
understanding rapidly evolving social media and its users."—TAA Judges Panel Social Media Marketing was the first textbook to
cover this vital subject. It shows how social media fits into and complements the marketer’s toolbox. The book melds essential
theory with practical application as it covers core skills such as strategic planning for social media applications, incorporating these
platforms into the brand’s marketing communications executions, and harnessing social media data to yield customer insights.
The authors outline the "Four Zones" of social media that marketers can use to achieve their strategic objectives. These include: 1.
Community (e.g. Instagram) 2. Publishing (e.g. Tumblr) 3. Entertainment (e.g. Candy Crush Saga) 4. Commerce (e.g. Groupon)
This Second Edition contains new examples, industry developments and academic research to help students remain current in
their marketing studies, as well as a new and improved user-friendly layout to make the text easy to navigate. The textbook also
provides a free companion website that offers valuable additional resources for both instructors and students. Visit:
study.sagepub.com/smm. Readers of the book are also invited to join the authors and others online by using the hashtag: #smm
First Published in 2010. Routledge is an imprint of Taylor & Francis, an informa company.
Consumer behaviour is more than buying things; it also embraces the study of how having (or not having) things affects our lives
Page 1/10

Bookmark File PDF Basic Marketing Research 3rd Edition Ebooks By
and how possessions influence the way we feel about ourselves and each other - our state of being. The 3rd edition of Consumer
Behaviour is presented in a contemporary framework based around the buying, having and being model and in an Australasian
context. Students will be engaged and excited by the most current research, real-world examples, global coverage, managerial
applications and ethical examples to cover all facets of consumer behaviour. With new coverage of Personality and incorporating
real consumer data, Consumer Behaviour is fresh, relevant and up-to-date. It provides students with the best possible introduction
to this fascinating discipline.
Get the tools you need for effective market research—including Internet surveys! The Marketing Research Guide: Second Edition is
the newest edition of the Haworth marketing research classic that now includes Internet sources of data, Internet surveys, and an
added advanced statistical analysis chapter. Step-by-step instructions take practitioners through the entire marketing research
process. Worksheets, sample proposals, questionnaires, and a copy of a final report foster complete understanding of the tools
and techniques of marketing research. The Marketing Research Guide: Second Edition contains the accessible writing,
comprehensive coverage of major topics, and helpful supplementary materials that made this book the sought-after classic in 1997
that was chosen for Choice Magazine’s 34th annual Outstanding Academic Books (OAB) list. Marketing professionals now have
an updated, essential guide through the complete marketing research process for the twenty-first century. Techniques and
concepts are clearly explained and illustrative of the role marketing information plays in decision-making. Descriptions of the major
forecasting, sampling, and analysis techniques are designed for optimum understanding without the reader needing to posess
advanced mathematical expertise. Appendices include sample questionnaires and a sample marketing research report. The
Marketing Research Guide: Second Edition provides practical information on: Internet sources of data and Internet surveys
advanced statistical analysis decision-making information, planning, and forecasting test marketing developing valid and reliable
measurement instruments data-collecting methods designing a questionnaire determining sampling frame and selecting sampling
method data-summary methods and research reports mail survey design and mailing procedures full product testing techniques
and procedures The Marketing Research Guide: Second Edition is an essential reference for anyone who needs to review or find
illustrative marketing research procedures and techniques. Managers will find this source invaluable as they negotiate, evaluate,
and use marketing research as part of the decision-making process.
Why is BASIC MARKETING RESEARCH the best-selling marketing textbook? Because it's written to your perspective as a
student. Authors Churchill and Brown know that for a marketing textbook to be effective, students have to be able to understand it.
And they've achieved that time and again. This edition is packed with the features that made it a best-seller in the first place, from
study tools to updated content to an easy-to-read writing style. Plus, in this volume you'll learn more about how experts gather data
and how to use it yourself to turn greater profits.
Written for introductory marketing classes, this text explains what information is needed to plan and implement a successful
marketing campaign and how to find that data. Including details on finding such relevant facts as the size of a potential market, the
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shopping and buying habits of consumers in that market, and the competitive and environmental factors that may affect a
campaign, this primer will guide readers to become savvy marketing managers.
Essentials of Marketing Research: Putting Research into Practice, an exciting new practical guide by Kenneth E. Clow and Karen
E. James offers a hands-on, applied approach to developing the fundamental data analysis skills necessary for making better
management decisions using marketing research results. Each chapter opens by describing an actual research study related to
the chapter content, with rich examples of contemporary research practices skillfully drawn from interviews with marketing
research professionals and published practitioner studies. Clow and James explore the latest research techniques, including social
media and other online methodologies, and they examine current statistical methods of analyzing data. With emphasis on how to
interpret marketing research results and how to use those findings to make effective management decisions, the authors offer a
unique learning-by-doing approach to understanding data analysis, interpreting data, and applying results to decision-making.
Marketing Research, 5e equips students with the knowledge and skills required to successfully undertake marketing research.
Combining a solid theoretical foundation with a practical, step-by-step approach, the marketing research process is explored
through a learning model that is constantly reinforced throughout the text. Using local and international examples, data sets and
case studies to explain traditional marketing research methods, Marketing Research also examines new theories and techniques.
To reflect emerging industry practices, each stage of research reporting is detailed, as well as a range of presentation
methodologies. For analysing data, the text covers both SPSS and Excel outputs. This text is indispensable for students studying
marketing research in any business or marketing course. Premium online teaching and learning tools are available on the MindTap
platform. Learn more about the online tools cengage.com.au/mindtap
The Handbook of Marketing Research: Uses, Misuses, and Future Advances comprehensively explores the approaches for
delivering market insights for fact-based decision making in a market-oriented firm. Divided into four parts, the Handbook
addresses (1) the different nuances of delivering insights; (2) quantitative, qualitative, and online data gathering techniques; (3)
basic and advanced data analysis methods; and (4) the substantial marketing issues that clients are interested in resolving
through marketing research.
This comprehensive Handbook is aimed at both academic researchers and practitioners in the field of research. The book's 8
chapters, provide in-depth coverage of research methods based on the revised syllabus of various universities especially
considering the students of under graduate, post graduate and doctorate level. This book is a product of extensive literature survey
made by the authors. The authors have made sincere efforts to write the book in simple language. The book comprises all the
aspects according to new syllabus of PCI and APJ Abdul Kalam Technical University, Lucknow. Though this book is intended for
the use of pharmacy students of any level yet it can also be useful to students of applied fields and medical students. The book
deals with interdisciplinary fields such as finding research problems, writing research proposals, obtaining funds for research,
selecting research designs, searching the literature and review, collection of data and analysis, preparation of thesis, writing
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research papers for journals, citation and listing of references, preparation of visual materials, oral and poster presentation in
conferences, minutes of meetings, and ethical issues in research. At the end of every chapter and book some questions related to
chapter have been mentioned for the support of students to understand the subject. Valuable suggestions for the improvement of
this book are most welcome.
Managers increasingly must make decisions based on almost unlimited information. How can they navigate and organize this vast
amount of data? Essentials of Business Research Methods provides research techniques for people who aren't data analysts. The
authors offer a straightforward, hands-on approach to the vital managerial process of gathering and using data to make clear
business decisions. They include such critical topics as the increasing role of online research, ethical issues, data mining,
customer relationship management, and how to conduct information-gathering activities more effectively in a rapidly changing
business environment. This is the only such book that includes a chapter on qualitative data analysis, and the coverage of
quantitative data analysis is more extensive and much easier to understand than in other works. The book features a realistic
continuing case throughout the text that enables students to see how business research information is used in the real world. It
includes applied research examples in all chapters, as well as Ethical Dilemma mini - cases, and interactive Internet applications
and exercises.
This book covers the fundamentals of research, including all the basic elements of method, techniques and analysis. The
presentation is from primarily a pragmatic and user-oriented perspective which aides the student to evaluate the research
presented to them. It explores cutting-edge technologies and new horizons while assuring students have a thorough grasp of
research fundamentals. It: contains a wealth of modern methods and techniques not found in competing texts; provides numerous
illustrative cases at the end of each section; integrates international marketing research throughout instead of placing it in a
separate chapter; has a full chapter devoted to the essential topic of online research.
Now in its third edition, this classic book is widely considered the leading text on Bayesian methods, lauded for its accessible, practical
approach to analyzing data and solving research problems. Bayesian Data Analysis, Third Edition continues to take an applied approach to
analysis using up-to-date Bayesian methods. The authors—all leaders in the statistics community—introduce basic concepts from a dataanalytic perspective before presenting advanced methods. Throughout the text, numerous worked examples drawn from real applications and
research emphasize the use of Bayesian inference in practice. New to the Third Edition Four new chapters on nonparametric modeling
Coverage of weakly informative priors and boundary-avoiding priors Updated discussion of cross-validation and predictive information criteria
Improved convergence monitoring and effective sample size calculations for iterative simulation Presentations of Hamiltonian Monte Carlo,
variational Bayes, and expectation propagation New and revised software code The book can be used in three different ways. For
undergraduate students, it introduces Bayesian inference starting from first principles. For graduate students, the text presents effective
current approaches to Bayesian modeling and computation in statistics and related fields. For researchers, it provides an assortment of
Bayesian methods in applied statistics. Additional materials, including data sets used in the examples, solutions to selected exercises, and
software instructions, are available on the book’s web page.
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Focusing on research designs for projects that collect both qualitative and quantitative data, this practical book discusses strategies for
bringing qualitative and quantitative methods together so that their combined strengths accomplish more than is possible with a single
method. The approach is broadly interdisciplinary, reflecting the interest in mixed methods research of social scientists from anthropology,
communication, criminal justice, education, evaluation, nursing, organizational behavior, psychology, political science, public administration,
public health, sociology, social work, and urban studies. In contrast to an "anything goes" approach or a naïve hope that "two methods are
better than one," the author argues that projects using mixed methods must pay even more attention to research design than single method
approaches. The book’s practical emphasis on mixed methods makes it useful both to active researchers and to students who intend to
pursue such a career.
This accessible, practice-oriented and compact text provides a hands-on introduction to market research. Using the market research process
as a framework, it explains how to collect and describe data and presents the most important and frequently used quantitative analysis
techniques, such as ANOVA, regression analysis, factor analysis and cluster analysis. The book describes the theoretical choices a market
researcher has to make with regard to each technique, discusses how these are converted into actions in IBM SPSS version 22 and how to
interpret the output. Each chapter concludes with a case study that illustrates the process using real-world data. A comprehensive Web
appendix includes additional analysis techniques, datasets, video files and case studies. Tags in the text allow readers to quickly access Web
content with their mobile device. The new edition features: Stronger emphasis on the gathering and analysis of secondary data (e.g., internet
and social networking data) New material on data description (e.g., outlier detection and missing value analysis) Improved use of educational
elements such as learning objectives, keywords, self-assessment tests, case studies, and much more Streamlined and simplified coverage of
the data analysis techniques with more rules-of-thumb Uses IBM SPSS version 22
Businesses in the twenty-first century are in a battle to keep up with constant, and dynamic changes. Many changes are new with no
historical archives from which to research possible solutions. Whether these changes are political, social, economic, technological, or
environmental, they impact all types of businesses from the small business to the large corporation. Whether a student or a business
professional, this book will enlighten you to the challenges faced on a daily basis in the business world. The challenges addressed in this
book are: Objectives and Goals of a business, Understanding and Retaining Customers, Facing Unexpected Challenges, Human Resource
Departments, Leadership, Understanding the Supply Chain, Ethics, Social Responsibility and White Collar Crime, and Substance Abuse in
the Workplace.
Market research has never been more important. As organizations become increasingly sophisticated, the need to profile customers, deliver
customer satisfaction, target certain audiences, develop their brands, optimize prices and more has grown. Lively and accessible, Market
Research in Practice is a practical introduction to market research tools, approaches and issues. Providing a clear, step-by-step guide to the
whole process - from planning and executing a project through to analyzing and presenting the findings - it explains how to use tools and
methods effectively to obtain reliable results. This fully updated third edition of Market Research in Practice has been revised to reflect the
most recent trends in the industry. Ten new chapters cover topical issues such as ethics in market research and qualitative and quantitative
research, plus key concepts such as international research, how to design and scope a survey, how to create a questionnaire, how to choose
a sample and how to carry out interviews are covered in detail. Tips, and advice from the authors' own extensive experiences are included
throughout to ground the concepts in business reality. Accompanied by a range of online tools, templates, surveys and guides, this is an
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invaluable guide for students of research methods, researchers, marketers and users of market research. Online resources include a range of
tools, templates, surveys and guides.
This book is targeted for those who need to learn the marketing research process and basic data analysis techniques. This is the first book on
the market that offers a software add-in (XL Data Analyst ) designed specifically to use the power of Excel for marketing research
applications. XL Data Analyst also features data analysis output that is exceptionally easy to understand and in professional table/reportready format. All marketing research concepts are presented simply and intuitively. KEY TOPICS: 11 Step marketing research process; the
industry; ethical issues, global applications. Basic descriptive statistics, confidence intervals and hypothesis testing, differences tests through
one-way ANOVA, cross-tabulation/Chi-square, Pearson Correlation, and simple and multiple regression are all comprehensively covered.
This is the ideal book for those who wish to teach basic marketing research to undergraduate students without learning cumbersome
statistical analysis software but who have access to Excel". The XL Data Analysis Add-in is easy to master and use and performs analyses
such as tests of proportions and hypothesis tests for percentages, not typically available on standard statistical analysis software.
The Practice of Market Research offers a comprehensive and understandable account of the techniques and practical tasks involved in
setting up and running marketing or social research projects. Linked to the professional body MRS (the Market Research Society) and with
plenty of real-life examples from big-name companies such as McDonalds and Levis as well as governments and charities, the author’s
depth of insight and experience of the real world of market research is evident throughout this book. The book offers: A well-rounded
overview of market research Strong coverage of both qualitative and quantitative aspects of market research, including research design,
sampling, qualitative data analysis and research ethics Valuable insight into the day-to-day tasks of a researcher Guidance and examples on
everything from writing a proposal and creating a project timetable to preparing a report and giving a presentation This book is an ideal
companion to any student’s market research course or research project and an indispensable guidebook with a long shelf-life for market
research practitioners and people in the industry.

This book is a complete introduction to the power of R for marketing research practitioners. The text describes statistical models
from a conceptual point of view with a minimal amount of mathematics, presuming only an introductory knowledge of statistics.
Hands-on chapters accelerate the learning curve by asking readers to interact with R from the beginning. Core topics include the R
language, basic statistics, linear modeling, and data visualization, which is presented throughout as an integral part of analysis.
Later chapters cover more advanced topics yet are intended to be approachable for all analysts. These sections examine logistic
regression, customer segmentation, hierarchical linear modeling, market basket analysis, structural equation modeling, and
conjoint analysis in R. The text uniquely presents Bayesian models with a minimally complex approach, demonstrating and
explaining Bayesian methods alongside traditional analyses for analysis of variance, linear models, and metric and choice-based
conjoint analysis. With its emphasis on data visualization, model assessment, and development of statistical intuition, this book
provides guidance for any analyst looking to develop or improve skills in R for marketing applications.
For undergraduate marketing research and marketing data analysis courses. Providing a hands-on approach to marketing
research, this book fills the need for a marketing research text that presents concepts simply, illustrates them vividly, and applies
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them in real life marketing situations.
Global Marketing, 3rd edition, provides students with a truly international treatment of the key principles that every marketing
manager should grasp. International markets present different challenges that require a marketer to think strategically and apply
tools and techniques creatively in order to respond decisively within a fiercely competitive environment. Alon et al. provide
students with everything they need to rise to the challenge: Coverage of small and medium enterprises, as well as multinational
corporations, where much of the growth in international trade and global marketing has occurred; A shift toward greater
consideration of services marketing as more companies move away from manufacturing; A shift from developed markets to
emerging markets with more dynamic environments A focus on emerging markets to equip students with the skills necessary to
take advantage of the opportunities that these rapidly growing regions present; Chapters on social media, innovation, and
technology teaching students how to incorporate these new tools into their marketing strategy; New material on sustainability,
ethics, and corporate social responsibility; key values for any modern business; Short and long cases and examples throughout
the text show students how these principles and techniques are applied in the real world; Covering key topics not found in
competing books, Global Marketing will equip today’s students with the knowledge and confidence they need to become leading
marketing managers. A companion website features an instructor’s manual with test questions, as well as additional exercises
and examples for in-class use.
Note: If you are purchasing an electronic version, MyMarketingLab does not come automatically packaged with it. To purchase
MyMarketingLab, please visit www. MyMarketingLab.com or you can purchase a package of the physical text and My
MyMarketingLab by searching for ISBN 10: 0133815722 / ISBN 13: 9780133815726. The second edition of Think Marketing
makes learning and teaching marketing more effective, easier, and more enjoyable than ever. Its streamlined approach strikes a
careful balance between depth of coverage and ease of learning. The second edition's brand new design enhances student
understanding. And when combined with our online homework and personalized study tool, Think Marketing ensures that you will
come to class well prepared and leave class with a richer understanding of basic marketing concepts, strategies, and practices.
Effective marketing is essential for any successful sport organization, from elite international teams to local leagues. Now in a fully
revised and updated third edition, Advanced Theory and Practice in Sport Marketing is still the only text to introduce key theory
and best practice at an advanced level. This new edition goes beyond the introductory marketing course by exploring advanced
marketing theories related to social responsibility, global issues, information systems, consumer behavior, product management,
logistics, sales, promotions, and social/digital/mobile media. New to the edition are sections on branding, destination marketing,
and performance evaluation that demonstrate how to measure impacts through sport marketing and how to use analytics to
determine sport marketing success. Every chapter contains extended case studies and theory-to-practice insights from marketing
professionals around the world and a companion website includes an impressive array of additional teaching and learning
resources. Advanced Theory and Practice in Sport Marketing goes further than any other textbook to prepare students for the real
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world of sport marketing. It is essential reading for any upper-level undergraduate or postgraduate course in sport marketing or
sport business.
BASIC MARKETING RESEARCH, 9E balances a reader-friendly approach with an ideal level of coverage. The authors introduce
two dominant approaches to gathering marketing information: marketing analytics on data that exist within the firm and customer
insights gathered for a specific purpose. The book merges these approaches in an ongoing example in the analysis section.
Readers review data from multiple sources, including consumer communication and consumer behavior observed through
technology. An overview details how organizations obtain and use data today. Readers learn how interactions among parts of the
research process give managers and researchers confidence in the results. Readers review the information-gathering function
from the perspectives of researchers who gather information and marketing managers who use it. Important Notice: Media content
referenced within the product description or the product text may not be available in the ebook version.
This text presents marketing research concepts in a highly applied and managerial way. This is the only Australian/New Zealand
text which balances qualitative and quantitative aspects within its field. The text is organized into 6 parts. The first 5 parts are
based on a 6 step framework for conducting market research. *Part 1 covers the first 2 steps: problem definition and the nature
and scope of research approaches to problems. *Part 2 covers the third step of research design and describes in detail
exploratory, descriptive and casual research designs. *Part 3 covers the 4th step of field work in a practical and managerial
orientated manner. *Part 4 covers the 5th step: data preparation and analysis from basic to advanced techniques. The emphasis is
on explaining procedures, interpreting results and analyzing managerial implications. *Part 5 covers the 6th and final step:
communicating the research by preparing and presenting a formal report. *Part 6 is devoted to the complex processes of
international market research.
Why is BASIC MARKETING RESEARCH the best-selling marketing textbook? It is a best seller because it's written from a
student's perspective. Authors Brown, Suter, and Churchill know that for a marketing textbook to be effective, students have to be
able to understand it. And they've achieved that time and again. This edition is packed with the features that made it a best-seller
in the first place, from study tools to updated content to an easy-to-read writing style. Plus, in this volume you'll learn more about
how experts gather data and how to use it yourself to turn greater profits. Important Notice: Media content referenced within the
product description or the product text may not be available in the ebook version.
The Second Edition of this best-selling textbook continues to offer immensely practical advice and technical expertise that will aid
researchers in analyzing and interpreting their collected data, and ultimately build theory from it. The authors provide a step-bystep guide to the research act. Full of definitions and illustrative examples, the book presents criteria for evaluating a study as well
as responses to common questions posed by students of qualitative research.
Built on a strong foundation, Basic Marketing 19e with ConnectPlus and LearnSmart provides an integrated teaching and learning
solution for presenting the four Ps framework and managerial orientation with a strategy planning focus. The Perreault franchise
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was the pioneer of the Ëfour PsË in the introductory marketing course. The unifying focus of Basic Marketing has always been on
how to make marketing decisions in deciding what customers to focus on and how best to meet their needs. Consistent with our
belief in continuous quality improvement, this edition has been critically revised, updated, and rewritten to reflect new concepts,
new examples, recent Ëbest practices,Ë and to tightly integrate the best digital tools in the industry for ensuring that students are
prepared to engage in classroom lectures and pursue future business and marketing careers.
The tools you need to identify, obtain, record, and analyze data Sure, access to data is faster and easier to obtain than ever
before, but how do you cut through the clutter of information to find what's most useful and organize it to suit your purposes?
Marketing Research Kit For Dummies supplies a brimming box of tools that help you mine mountains of data, find the sources you
need, and focus your marketing plan. Whether you're an entrepreneur, a small business owner, or a marketer in a large
organization, this powerful resource and companion CD provide you with hands-on tools you need to identify, obtain, record, and
analyze secondary, data-electronic and print-for developing or revising a marketing plan, launching a new product or service, or
implementing long-term strategic planning. It also offers clear, in-depth instructions and customizable forms for conducting your
own primary research. Includes complete instructions for writing a research plan, conducting depth interviews, and focus groups
Fully explains the process of sampling, analyzing data, and reporting results Features tips on developing questionnaires for face-toface, Internet, and postal surveys Helps you keep an eye on your competition and analyze their results When money is tight and
everything is on the line, you need to make sure you've done your homework. You need Marketing Research Kit For Dummies.
Note: CD-ROM/DVD and other supplementary materials are not included as part of eBook file.
A concise presentation of marketing research fundamentals. Basic Marketing Research uses an Excel add-in software for data
analysis, an integrated case, and experiential learning exercises to present a concise introduction to market research
fundamentals. This text also provides readers with resources they can use in their careers. The ISBN above is just for the
standalone book, if you want the book/IBM® SPSS® 18.0 Integrated Student Version you shoud order the ISBN listed below.
0132490633 / 9780132490634 Basic Marketing Research with Excel & IBM® SPSS® 18.0 Integrated Student Version Package
Package consists of 0132151715 / 9780132151719 IBM® SPSS® 18.0 Integrated Student Version 0135078229 / 9780135078228
Basic Marketing Research with Excel .
Advances in data collection and data storage techniques have enabled marketing researchers to study the individual
characteristics of a large range of transactions and purchases, in particular the effects of household-specific characteristics. This
2001 book presents important and practically relevant quantitative models for marketing research. Each model is presented in
detail with a self-contained discussion, which includes: a demonstration of the mechanics of the model, empirical analysis, real
world examples, and interpretation of results and findings. The reader of the book will learn how to apply the techniques, as well as
understand the methodological developments in the academic literature. Pathways are offered in the book for students and
practitioners with differing numerical skill levels; a basic knowledge of elementary numerical techniques is assumed.
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