
zapping. Also called channel flicking or 
channel zapping. A description of the pre
sumed behaviour of owners of remote 
television-channel selectors: using the 
devices to 'sniff other channels, but only 
during the COMMERCIAL BREAKS. The idea 
causes consternation among MEDIA PLAN
NERS because such behaviour, if proved, 
could reduce PRESENCE to an even lower 
proportion of potential than has so far been 
presumed. A research survey was conducted 
in 1982, but the validity of the findings is 
called into question by the somewhat self
fulfilling nature of the research design. 
Further surveys (or preferably controlled 
experiments) are keenly awaited. (Kc) 

zero-order association. The simple associa
tion (or as measured by a coefficient such 
as PEARSON'S CORRELATION COEFFICIENT) 
between two variables without adjustment 
for any of the effects of any other variables. 
Higher-order associations, by contrast, are 
calculated with some such adjustment. (sKT) 

zero rating. Goods on which value added tax 
(VAT) is not paid by the final CONSUMER but 
on which the supplier can recover VAT for 
his inputs. In the UK this includes food, 
books and several other items, but the 
government is progressively reducing the 
numberofzero-ratedgoods. (MJB) 

zip code. A numeric code appended at the 
end of American postal addresses as an aid to 
the sorting of the mail. Similar systems exist 
in most continental European countries. The 
zip code does not indicate the addressee's 
location with as much precision as the British 
and Canadian alphanumeric PosTcooEs, and 
is therefore much Jess useful as a basis for 
DIRECT MAIL targeting. For example, the zip 
code 10016 discloses no more than did the 
district number in the superseded 'New 
York, NY 16', that the destination is some
where in a large sector of mid-town Man
hattan, the '100' being the routing code for 
New York City. Outside the large cities, a 
whole township is likely to share a single zip 
code. (Kc) 

zone prices. Similar tO BASE POINT PRICING in 
that prices within the zone or area are 
standardized to share the AVERAGE cosTS of 
delivery to the area. (MJB) 

z-test. An inferential statistical test used to 
test the difference between the MEAN of a 
sample and either the mean of a different 
independent sample, or a POPULATION mean. 
Requires at least 30 cases and normally 
distributed variables. (sKT) 
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