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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 will be able to relate the work which
he or she does to that of the survey as a ‘whole.

“A second purpose is to present to the purchasers of a
ods used in obtaining the practical recommendations which
they desire and need. When business men understand the
procedure used to obtain market facts, and the difficulties
involved, they will 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 illustrations 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 that the field investigator
of today will have an adequat‘-ﬁackground to become the
résearch 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, McCall Co., New
York City; Stanley I Clark, Lehn & Fink, Inc., New York
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City; Printers’ Ink, New York 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, Ill.; 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, IIl.; Procter & Gamble Co., Cin-
cinnati, Ohio; The Jell-O Company, Inc., New York City;
Fuller Brush Company, Hartford, Conn.



PART ONE
INTRODUCTION

CaarTteErR I. DEVELOPMENT OF IIELD RESEARCH,
CuarTeR II, TyrEs oF FreLp RESEARCH AGENCIES,
CmarreEr 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 reseerch is used. An under-
standing of the present problems end practices of field re-
search is facilitated through a general knowledge of the
profe.m'an, hence a condensed summary of its develop-
ment is presented. Modern stamdards of ﬁeld research
practice are also discussed.

The first chapter presents facts about the adaptation
of scientific procedure from 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 ahd disadvantages of each type of
agency, and the adequacy of the present organizations. In
Chapter 11T 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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Accounting practice, 11, 125
Accounts, expense, 125
Accuracy, 59, 110
Advertising, 42, 112
agencies, 15
agency research department, 18
appeal, 51
campaign, 34
effectiveness of, 171
national, I13
trade, 32
Age, 6o
Agencies, advertising, 15
Allegiance, undivided, 21
American Multigraph Sales Co.,
15
American Telephone & Telegraph
Co., 86
Analogy, 215
Analyses, cross, 100
Analysis, 59, 115
Cross, 207
market, 45
of data, 66
of problem, 7
outline, 64
Anderson, Prof. C. R, 221
Answers, forced, 147
Appeals, advertising, 51
copy, 42
Appearance, 110
Appliance, electrical, 171
Applicability, 59
Application, blanks, 103
of definitions, 133
of results, 63
Appointments, telephone, 149
Approach, 101, 141
indirect, 145

Approach—( Continued)
method of, 144
statistical, 32
Assistants, choice of, 64
Association of National Adver-
tisers, 24
Associations, trade, 47
Attention value, 167
Attitude, 141
impartial, 114
receptive, 14%
Automobiles, use of, 139
Availability, 59 :
Average, simple arithmetic, 33
weighted, 53

Banks, 4

Basic training,. 117

Bias, 3, 20, 21, 60, 62, 170, 223
lack of, 100

Bibliographical research, 178

Bibliography, 46

Bigelow-Sanford Carpet Co., Inc,,

30
Blanks, application, 103
Jeave no, 156
Boone, Rodney E. Organization,

24
Brushes, o8
Bureau of Agricultural Econom-
ics, 196
Business, interviewing, 150
reports, 221
training, 112

Call, purpose, 142

Calls, restricted, 135

Campaign, advertising, 34
trial, 171
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Carpets, 31
Carroll, Jean F., 67, 71, 140, 190,
216
Chambers of Commerce, 14, 47,
113
Charts, 210
Check controls, 218
Checking, @1, 122, 125, 204, 220,
226
mail questionnaire, 228
personal interview, 228
secondary sources, 228
telephone, 226
Cheesecloth, 25 .
Chicago, Burlingten & Quincy
R.R, 15
Chicago, University of, 170
Circulation clock, 166
Clark, Stanley 1., 177
Classes, marketing, 113
Classification, 60, 148
consistency of, 136
of respondents, 136
“Click-Iron,” 172 -
Client company’s name, 143
Clock, circulation, 166
Clubs, r14
Coca-Cola Company, 166
Code symbols, 100
Coding, 196, 190
Colleges, 113
Combinations, brand, 210
Comments, 196, 212
lack of, 157
Commercial, research organiza-
tions, 20
Communication, 140
Companies, 4
insurance, 4
Comparison, 59, 60
element of, 95
Compensation, 123
Competition, 4z
Comprehensiveness, 56
Computation, 60, 210
+ Conclusions, 45
verification of, 218

INDEX

Conduct, interviewers’ rules of,

140
Confidence, housewife's, 147
Confidential figures, 146
Confusion, 168
Consumers, 41, 50
interviewing, 147
Containers, 165
Continuity, lack of, 20, 21
Control, 59
check, 218
stock, 31
Coordination, 95
Corning Glass Works, 3z
Correlation, 60
Cosmetics, 34
Costs, 11, 21, 83
Counselors, marketing, 15.
Count, fashion, 167
Courtesy, 109, 140
Cross analysis, 196, 207
tabulations, 207
Crowell Publishing Co., 22
Cut-outs, 166

Data, analysis of, 66
bibliographical, 45
expert, 47
interpretation of, 20
market, classes of, 45
Dealers, 41, 50, 134
interviewing, 148
Deduction, 62, 215
Definitions, 214
application of, 133
Demand, for market research, 17
trend of, 50
Dennison Manufacturing Co., 15
Department, advertising agency-
research, 18
legal, 22
of Agriculture, 112, 188, 106
of Commerce, 7, 14
research, organization of, 16
statistical, 6o
Detectton of error, 223
Detroit News, The, 22
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INDEX

Diagrams, 210
Discretion, 113
Displays, cut-out, 166
miniature, 166
window, 166
Distribution, 112
of interviews, 135
“Don't’s,” Field Workers,” 111
Dress, 110
Dutton, Clue Mystery, 40
E P & Co, 38

Eastman Kodak Co., 15
Eastman, R. Q., Inc,, 144, 161
Economical routing, 136
Economics, 112
Editing, 60, 157, 195

rules, 195
Education, of field workers, 112
Electrical appliance; 171

Emergency Committee on Em- J(Figi.u't:s, confidential, 146

ployment, President Hoover's,

Employees, Government, 114
“Endless-chain,” 173
Entries, on questionnaire, 155
Envelope, used, 145, 153
Environment, local, 133
Error, 220

compensating, 224

cumulative, 224

detection of, 223

on part of respondents, 225
Expense accounts, 125

sheet, 125
Expenses, traveling, 125

Facts, conhdential, 17
included in summary, 160
Faking, 225
Fallacies, from inaccurate obser-
vation, 216
from inaccurate reasoning, z16
to be avoided, 216

" Falsification, 110

Fashion count, 167

231
Field, force, g1
resident, 91
travefing, 7
turnover, 114 v

observations, recording, 152
organization of, I16
personnel, sources of, 112 v
practice, 5
reports, 123
research, application of, 25 -
research, manual of, 117
results from, 41
test, 64, 164 .
work as training, 12
types of, 66
workers, business training of,
1z
“dom’t's,” 11
education of, 112
men ws. women, II4 .
Floor-coverings, 31
“Follow-ups,” 148
Force, combination, 93
field, o1
organization of, 116
resident, 91, 116
vs. traveling, 93

sales, o1
traveling, 93, 116
use of sales, 98

Forecasting, 51

Formulating questionnaire, 178
Frankness, 141

Fuller Brush Co., The, 08

General Electric Co., 13
General Motors Corp,, 15, 21, 218
Glim, Aesop, 153
Graphs, 62, 210
Group, income, II, 50, 134
interview, G4
tests, 165, 168

Habits, prospective respondents’,

136
Hair Tonic, 34
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Hand tabulation, 196

Hill, Albert P. Co., 182
Hollerith tabulating cards, 199
Honesty, 103

Hours to call, 137

Human element, 123

Identification, 137
cards, 87
Idiosyncrasies, 111
Imagination, 110, X112
Impartiality, 59, 223
Inaccuracy, 6o
Income groups, II, 50, 134
Index to chemical abstracts, 46
Individual, tests, 164
Inducements to reply, 190
Induction; 62, z15
Information, additional, 157
false, 146
local, 134
private, 142
repetition of, 157
spontaneous, 143
types of, 102
Instructions, 109, 117
final, 118
general, 118
interviewing, 117
minute, 123
specific, 120
survey, 133
Integrity, 110
Intelligence, 103
Interpretation, of data, 2o
Interview, 50
control, 100
group, 64
interest created for, 142
length of, 142 .
personal, 64, 67, 75, 85, 224
advantages of, 67
checking, 228
disadvantages of, %o
~  questionnaire, 134
record of, 155
research, I0I

INDEX

Interview—{Continued)
telephone, 64, 85
test, 117

Interviewers, 5
faking by, 225
rules of conduct for, 140
salesmen as, 170
supervising, 226
unsldlled, 116

Interviewing, business men, 149
experts, 149
non-questionnaire, 145
professional men, 149
purpose of, 141
questionnaire, 145, 184
trade, 148

VInterviews, distribution of, 135

mailing, 162
taking notes during, 152

Introduction, 101

_ Investigation, preliminary, 71

+/ Investigators, dishonesty of, 71

location of, o1
new, 117
potential, 103
qualities, 103
reactions, 158
resident, 85, g1
skilled, 116
supervision of, 122
traveling, 85, 118
unskilled, 116
Items, new, 100

Jell-O Company, Inc., The, 98
Jobbers, 30, 47

questionnaire, 40
Judgment, 59, 103

Kendall Company, The, 25 -
Keytown system, 86

Leaders, 27

Lehn & Fink, Inc, 135, 177

Letter, mail questionnaire, 188
rules for questionnaire, 190

Lewis Manufacturing Co., 25

Library, publie, 133
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v Limit, time, 125

List, specified, 147

Local, environment, 133
information, 134
markets, 134
situation survey, 133

Logic, 62

processes of, 215

McCall Company, The, 24
MeGraw-Hill Book Co., 221
Machine, tabulating, zos
Machine tabulation, 196
advantages of, 196
disadvantages of, 196
Magazine, cover, 145 .
method, 154
publishers, 22
Magazines, 42
Mail, permit, 83
questionnaires, 10, 47, 50, 51, 64,
71, 83, 184
returns, II
Manual, field research, 117
Manufacturers, 134
Maps, inclusive, 134
Mark-down, 31
Marlket, analysis, 4%
analysis procedure, 57
data, classes of, 45
local, 134
Market Research, Agencies, 7, 14
demand for, 17
free, 19
Marketing, classes, 113
counselors, 15
investigations, I14
professors of, 113
Markets, 41
Master sheets, 125
Material, extra, 157
unstandardized, 158
Mazda Lamps, merchandising pol-
icy, 36
Mean, 207
simple arithmetic, 53
Median, 55, 207
Memorizing questionnaires, 137
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Memory, 109
Men, as interviewers, 114
os. wémen, 114
Meredith Publishing Co., 67, 71,
140, 190, 216
Method, “magazine,” 154
of approach, 144
of tabulation, 196
“old envelope,” 153
Metropolitan Life Insurance Co.,
15, 29
Miniatures, 166
Mode, 54, 207

Names, trade, 168
Neatness, 110
Newspaper, 112
local, 134
publishers, 22
Note-taking, 152

Observation, 58, 109
QOccupation, 50
Opinions, 158
preconceived, 223
Organization, of field force, 116
of questionnaire, 182
of research department, 16
Organizations, commercial re-
search, 20
fraternal, 114
outside, 17
research, 5
Outline, analysis, 64
topical, 155
Overhead, 19, 21

Packages, 34, 41, 5t
Parker Pen Co,, 3, 164
Paynter, R. H., 168
Pens, 164
Permit, mail, 83
Perseverance, 103
Personality, 108
Personnel, 18, 21
sources of, 112
Persons, specified, 147
Poffenberger, A. T., 168
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Point of view, 21 '/Questiomlaire, adjusting, 162
Policies, business, 25 formulating the, 178
changes of, 51 letter, rules for, 190
merchandising, 41 mail, checking, 228
new, 170 letter, 188
selling, 41 organizing the, 182
Precoding, 190 principles, 178, 187
Preference tabulation, 205 rules for, 182
Preferences, 60, 206 testing the, 180
Pre-interview work, 133 \/Questgonnatres, briefed, 145
Prejudice, 3, 111, 223 concealing, 154
Presentation, 210 entries on, I55
of report, 221 interviewing, 184
Principles, of tabulation, 109 jobber, 49
questionnaire, 178, 187 mail, 10, 47, 50, 51, 64, 71, 83,
Printers’ Ink, 25, 26, 30, 32, 34, 184, 224
36, 38, 79, 111, 153, 166, 171, disadvantages, 75
177 usefulness of, 82
Private, information, 142 . memorizing, 137
Problem, analysis of, 7 personal interview, 184
Problems, confidential, 20, 21 preparation of, 177
Procedure, bibliographical, 46 technical, 137
market analysis, 57 testing of, 66
Processes, of logic, 215 types of, 184
of research, 58 ~/ Questions, 10
Procter & Gamble Co,, 70 poorly answered, 146
Products, 41 Quotas, 122, 138
grocery, 165 minimum, 130
new, 30, 63, 170 minimum-maxirmm, 139
uses of, 4, 100 sales, 41
Professors, 113
Psychologlcal technique, 168 ’/Reactions, investigator’s, 158
Psychology in Advertising, 168 Readers Guide to Periodical Lif-
Public library, 133 eralure, 46
Publications, Government, 47 Reasoning, 62
" Publishers, magazine, 22 faulty, 216
newspaper, 22 in research, 217
Punching, 197 Recalls, 165
¢ Purpose, of call, 142 v Recommendations, 220
of interviewing, 141 J  practicability of, 17
of summary, 158 Record, of interview, immediate
Pyrex ovenware, 32 155
Recording observations, 152
Quality, of work, 123, 138 rules for, 152
' Qualities, investigator’s acquired, » Records, access to, 17
169 sales, 98
inherent, 103 + References, 103

Quantity, 123, 138 Referendum, 220
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Reilly, W. J,, 114
Reliability, 50

Remarks, z12

Repetition, 157
Replacements, future, 146

v’ Replies, numerical, 206
v~ Reports, drafting, 212

field, 123
formula, 221
informal, 222
mailing, 162
presenting, 2231
survey, 10
Representativeness, 50
Research, agencies, types of, 14
bibliographical, 178
demand for, 17
department, 21
advertising agency, 18
organization of, 16
field, application of, 25
organizations, 5
commercial, 20
processes of, 58
Resident, feld force, 116
investigators, 85
Residential, sections, 134
Respondents, classification of, 136
“doubtful,” 146
errors on part of, 225
habits of prospective, 136
Response, 83
Restricted calls, 135
Results, analyzing, 212
application of, 63
uniformity of, 129
Retailers, interviewing, 148
Retailing, 112
Returns, analysis of, 51
mail, 11
Rewards, 165, 190
Ronald Press, 114 -
Routing, 122, 135
economical, 136
Rugs, 31
Rules, editing, 195
for questionnaire, 182
for recording, 152
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Sales, force, 91
use of, o8
records, o8
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Salesmen, as interviewers, 170
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Sample, validity of, 75
Samples, 165
Sampling, 35, 52, 200
principle of, 204
reliable, 204
Saunders, Prof. A. G., 221
Scientific management, 4
Sections, residential, 134
Selling, test, 170
Sequence toll-call plan, 87
Service, 21
Sex, 6o
Sheet, expense, 125
master, 125
recapitulation, 213
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. survey, 64
local, 133
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Sources, checking secondary, 228
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Specified, list, 147
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