
 

Null Hypothesis 

         On page 493, Burns reports that a null hypothesis is what we test to see if there is a 

difference between two group percentages, or that the difference in their population 

parameters is zero. “With a differences test, the null hypothesis states there is no 

difference between the percents (or means) being compared.” 

     Since I needed to know whether or not young adults (ages 21-35) are more likely to 

buy products online than older adults (ages 35+ years), I would prepare my null 

hypothesis like the following:  

 1. 85% of young adults (ages 21-35) buy products online. 

2. Less than 85% of older adults (ages 35+ years) buy products on line. 

      The stated hypothesis is also the null hypothesis. In differences tests, the null 

hypothesis is zero, which is the arithmetic difference between the mean and the other 

parameter.. The two means or percentages have the same values. The assumption of the 

statistical test is that the percentages are exactly the same value. 

     Marketing research follows the scientific method to identify the problem, obtain data, 

make a hypothesis, test the hypothesis, and draw a conclusion. 

 

 

 

Alternative Hypothesis 

      The relationship between and online purchasing products will be significant as well as 

measurable. On page 494, Burns reports that the alternative hypothesis “takes all 



possible cases that are not treated by the stated hypothesis.” There will be a difference of 

tests. The difference in the means will not be zero, and a difference exists in at least one 

pair of populations. On page 470, Burns explains, “The alternative hypothesis takes in all 

possible cases that are not treated by the stated hypothesis.” 

     The alternative hypothesis for the above hypothesis is listed below: 

 

1. Less than 85% of young adults buy products online. 

2. More than 85% of older adults buy products online. 

 

Importance 

     To understand that a stated hypothesis is supported by the data, or the alternative 

hypothesis is supported by the data is crucial. There are the only two outcomes. If the 

data support the hypothesis, then they do not support the alternative hypothesis, and visa 

versa. There is no significant relationship between age and purchasing online products in 

this null hypothesis. In the alternative hypothesis there is a significant and measurable 

relationship between age and purchasing online products. Marketing research follows the 

scientific method. The problem is identified; data is obtained,  a prediction is formulated; 

the hypothesis is tested, and a conclusion is made. 

 

ANOVA 

 

How to find out which individual means were statistically different from each other. 

 

    The  ANOVA is an analysis of variance. It permits testing for the statistical difference  

 

Of  two or more means. Though it t is possible to test four means that are significantly  

 

different from each other, it usually tests two.  It cannot identify which pairs of  



 

means are different from each other significantly. Other tests and techniques are needed  

 

such as the Duncan post hoc test. 

 

      Burns reports on page 509, the ANOVA has 2 distinct advantages. Instead of  

 

looking at significance levels, we look at the F-test, the signal flag. The F-test would be 

 

used to determine which individual was different from the other .“When the flag waves, 

 

the researcher is  justified at looking at each pair of means to find out which one(s)  

 

are significantly different when the flag waves.”  When the F-flag does not wave, then  

 

the p-value is greater than .05, which is without statistical significance. When the F-test  

 

indicates that the independent variable or variables are related to the dependent variable,  

 

then we will proceed with multiple comparison tests of significance. This will help us  

 

determine which independent value has the most influence on the relation ship. 

 

      In the SPSS program are several  “post hoc” tests to determine which pairs are  

 

significantly different. They include Bonferroni’s, Scheffe’s, Tukey’s, or Duncan’s  

 

Multiple Range Test. In to An Introduction to Statistical Methods and Data Analysis,  

 

Lognecker also recommends the Levine’s test. When the means are different, the null  

 

hypothesis is rejected. To determine which individual means are statistically different  

 

from each other., the F-test is used.  
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