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PREFACE 
THE primary purpose of this book is to serve as a manual 
of instruction for field workers. Some apparently extra
neous matter has been included on the principle that an 
understanding of the whole subject of market analysis is 
essential to good field work. The material is so organized 
that the interviewer wi11 be able to relate the work. which 
he or she does to that of the surveyas-awhoiZ--- . 

-A second purpose is to present to the purchasers of a 
market research a comprehensive de~ription _~LtI:!.cu:neth
ods used in obtaining the practical recommendations which , 
tliey <resTre and need. When business men understand the 
procedure used to obtain market facts, and the difficulties 
involved, they wi11 be in a better position to know what 
market research can do for them, what it cannot do, and 
the amount of dependence which may be ·placed upon the 
facts which a survey discloses. 

Throughout, the text has been illustrated with prac
tical examples. A deliberate attempt has been made to ob
tain these i11ustrations from impartial sources and from 
research in which the author has not participated. An' 
endeavor has also been made to present all of the mate
rial in a practical manner, so th.at_the fi~djl1vestigator 
of today wi11 have an adequateoackground to become the 
research director of tomorrow. 

The author wishes to express his appreciation for assist
ance rendered by Department of Commerce, Washington, 
D. c.; Department of Agriculture, Washington, D. c.; 
W. J. Reilly, New York City; General Motors Corpora
tion, Detroit, Mich.; John C. Sterling, McCan Co., New 
York City; Stanley I. Clark, Lehn & Fink, Inc., New York 
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City; Printers' Ink, New Yorl< City; Jean F. Carroll, 
Meredith Publishing Co., Des 'Moines, Iowa; American 
Telephone & Telegraph Co., New York City; Professor 
Virgil Reed of Boston University; Woman's World, Chi
cago, III.; Crowell Publishing Co., New York City; Lelia 
Welles, New York City; E. P. Dutton & Co., Inc., New 
York City; Bigelow-Sanford Carpet Co., New York City; 
Babson's Statistical Organization, Wellesley Hills, Mass.; 
F. C. Huyck & Sons, Albany, N. Y.; E. A. Moffatt, St. 
Louis, Mo.; The Caples Co., New York City; J. Walter 
Thompson Co., Chicago, III.; Procter & Gamble Co., Cin
cinnati, Ohio; The J ell-O Company, Inc., New York City; 
Fuller Brush Company, Hartford, Conn. 



PAR)' ONE 

INTRODUCTION 

CHAPTER 1. DEVELOPMENT OF FIELD RESEARCH. 

CHAPTER II. TYPES OF FIELD RESEARCH AGENCIES. 

CHAP:rER III. ApPLICATION OF FIELD RESEARCH. 

Part One describes briefly the history of field research, 
the predominant types of field research organizations, and 
the purposes for which field rese.rch is used. An under
standing of the present problems and practices of field re
search is facilitated through a general knowledge of the 
profession, hence a condensed summary of its develop
ment is presented. Modem standards of field research 
practice are also discussed. 

The first chapter pr~sents facts about the adaptation 
of scientific procedure trom purely scientific research, the 
difficulties involved, and the attempt to reach satisfactory 
standards. An outline of the history of field research is 
also included. Chapter II deals with existing field-research 
agencies, the advantages alld disadvantages of each type of 
agency, and the adequacy of the present organizations. In 
Chapter III a number of illustrations are presented. These 
show how particular firms have used research to determine 
their course of action and the benefits which have followed. 
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