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Chapter I 

I N T R O D U C T I O N 

A L B E R T B. B L A N K E N S H I P 

National Analysts, Inc. 

RECENTLY there has been increased use of the questionnaire survey tech-
. nique.^ Opinion polls are coming in for increasing attention. Congress 

has investigated the polling methods. The so-called commercial surveys are 
being conducted for all types of business and in connection with many dif
ferent kinds of problems. Government is making extensive use of the ap
proach in respect to many postwar problems. 

Immediately following the collapse of Germany and the Japanese sur
render, the use of surveys increased tremendously. Many companies returning 
to the development of consumers' goods were faced with problems about what 
products to make, how to price them, whether they could be sold, where they 
could be sold, and how they could be sold. The survey approach is the only 
adequate means of answering many of these problems. 

Because there is already a great demand for survey work, probably the 
greatest demand in the years that the approach has been used, a number of 
companies and individuals now advertise themselves as "research firms" or 
consultants but actually have little or no background in the work. For this 
reason it is especially important now for the businessman who needs research 
to be able to select the right man or organization. That is one of the purposes 
of the present volume: to provide a sufficient understanding of the methods 
used in applying the sampling questionnaire technique to different phases of 
activity so that the businessman will be able to determine whether his choice 
of personnel for the work is a wise one. At the same time, the present volume 

^ For purposes of this book, we are defining the questionnaire survey as any study using a 
set list of queries to obtain replies from a "cross section" of people. The theory underlying 
the so-called "sampling survey" is that a representative group of people will give replies that 
will resemble closely the replies of the total population from which the sample has been 
selected. Discussions of this theory and methods for making it work in practice can be found 
in other sources. 
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shows what organizations offer continuing (and fairly standardized) measure
ment services, so that the businessman will be able to get, from one source, 
the answer to his question on the various services available. 

As time goes on, there is little question that specific training for the field 
of questionnaire sampling will be available. Right now few colleges offer 
a well-rounded program of courses for such training; the individual special
izes in psychology, sociology, advertising, economics or statistics, and then 
rounds out his education in the techniques after his formal education has been 
completed, by getting practical experience in the field. With the development 
of specialized training programs for the field, there will be an increase in 
specialized training courses for the questionnaire surveyor. This volume, 
representing the cumulative research background and original thinking of 
some twenty competent men, should be a useful text in such courses. Natur
ally, use of this volume in such a way presupposes elementary knowledge of 
techniques, since these are certainly an essential for the person going into the 
field. On the other hand, the book has intentionally been so written that the 
businessman without such background can gain knowledge of the services 
available in the field, and the various types of application that are possible 
with the procedure. 

Lastly, the book should be useful to the "part-time" research man. For 
example, in some of the smaller advertising agencies the research function 
is combined with some other activity, and there is no chance or reason for the 
man in the position to become a real research specialist. This volume ought to 
be useful in acquainting him with the various kinds of survey available, and 
should make more apparent to him the possible values that the approach 
could have in connection with the accounts of his organization. 

F O R W H O M A R E S U R V E Y S M A D E ? 

In general, surveys are conducted for the benefit of three principal groups 
of people: commerce and industry, the government, and the public. 

1. Commercial surveys. Surveys conducted for business and industry 
fall logically into several categories; those of products and markets, 
those of advertising and selling, and those of company personnel. 

Description of the market is important for companies that know where 
neither the present nor the potential market for a particular product lies. A 
company contemplating production of an electric kitchen mixer should have 
some idea of the present and potential market in terms of such factors as 
geographical section, economic level, and age groups, in order to plan how 
to market the product. Dr. Lockley's chapter explains how the sampling sur
vey can be used here. 



I N T R O D U C T I O N 3 

Again, if a company is contemplating the sale of a new product, such 
as a dehydrated tomato soup, it is necessary not only to perfect the product 
technically but to make sure that people like the product. The chapter by 
Percival and Matilda White explains in some detail their approach to this 
problem. Mr. Haring's chapter "Making a Technical Industrial Surv^" 
illustrates a phase of this technique as applied to industrial equipment. 

Mr. Barton and Dr. Freiberg explain the use of their organizations' 
syndicated services on the movement of branded goods. Such reports help to 
tell a manufacturer who is buying his goods, when and where customers are 
gained and lost, and in general help to give the producer a current picture of 
the movement of his items versus competitive items. 

The purchase of branded goods is, of course, a measure of the degree to 
which the public believes in a particular company. At best, this is an indirect 
measure; people may still buy Brand X even though they dislike the com
pany, merely because that happens to be the best brand on the market. Dr. 
Wulfeck explains how the survey can be designed to measure public opinion 
toward a particular company, a group of companies, or an industry. 

Among studies concerned with advertising and selling, Dr. Welch's 
article Is concerned with the development of effective advertising: the means 
by which surveys can be utilized to learn what should be said and how to say 
it in advertising. Dr. Freiberg's exposition of copy testing, which includes a 
discussion of the syndicated services offered for magazine and newspaper ad
vertising, concerns measurement of the effectiveness of advertising that has 
already been published. 

Treatment of the material on measurement of media has been limited to 
radio and magazines, largely because these are the two fields that have come 
in for most survey attention. There were necessarily some five chapters on 
radio alone, because of the many organizations offering surveys as a means 
for measuring radio and its effectiveness. Dr. Lazarsfeld and Miss Fiske have 
written a notable chapter that not only serves to tell the reader the different 
kinds of measurement available, but explains how certain speciahzed studies 
may offer more than measurement of audience size alone. This chapter is 
followed by those on the syndicated radio audience measurement services: 
C. E. Hooper, Cooperative Analysis of Broadcasting, The Pulse, and the 
radio panel of the Industrial Surveys Company. 

Measurement of the readership of publications can best be discussed in 
two steps: measurement of readership of competitive publications, and 
measurement of reading within a single publication. Mr. DuBois explains 
adequately the various techniques available in the competitive measurement, 
and tells about the continuing studies of Life readership. Mr. Ludeke dis
cusses the methods that can be used for measuring what has been read within 
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a particular publication, and goes into some detail to show how this has been 
applied to the Country Gentleman. 

The chapter on measurement of employee morale, by Dr. Kolstad, is the 
first of two concerned with studies among company personnel. Dr. Kolstad 
explains how the questionnaire method can be used to measure morale, and 
demonstrates how the results can be applied within an organization. Mr. 
Haring then takes over with his material on dealer studies, and tells the method 
used in a survey among gasoline dealers. 

2. Government surveys. Unfortunately, because of government restrictions, 
some of the most interesting survey work done by or for the government can
not be revealed. Fortunately, enough of a story can be told about how the 
government makes use of these studies for the imaginative to assume how the 
army made use of surveys in the Quartermaster Corps, and in measurement of 
military morale. In addition, applications of public opinion measurement by 
the Overseas Branch of the Office of War Information are not too hard to 
visualize without any chapter on the subject. 

Dr. Katz has done an excellent job in explaining use of sampling surveys 
by the Domestic Branch of the Office of War Information. Dr. Hauser and 
Mr. Hansen show admirably the various ways in which the bureau of the 
Census has used sample studies in place of complete censuses. Dr. Hilgard 
and Mr. Noyes explain how the War Production Board has made surveys of 
consumer requirements, and Dr. Campbell explains the survey operation of 
the Department of Agriculture. 

3. Public opinion polls. In the polling operation, the basic technique of 
sampling surveys is similar to those used by business and government; in fact 
it is the opinion poll most commonly known by the public, since it is these 
results which the average citizen has access to. Mr. Alderson shows the operat
ing methods of both candidate and issue polls, and describes the Gallup, 
Crossley, fortune, and National Opinion Research Center operations. Alder-
son's analysis of the predictive accuracy of the major polls in the 1944 presi
dential election is especially interesting and timely. 

T H E T Y P E S O F S U R V E Y S 

Survey organizations can be classified according to whether they offer regular 
services, irregular though specialized, or generalized service. 

I. Regular, syndicated services. In the field of commercial surveys there are 
a number of organizations which offer continuing, periodic studies. Reading of 
printed advertising, for instance, is measured by services of Grant and Starch. 
Periodic measurement of radio audiences is reported by the Cooperative 
Analysis of Broadcasting, Hooper, The Pulse, and the Industrial Surveys 
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Company. Movement of branded goods is measured periodically by Industrial 
Surveys Company and the Psychological Corporation. The Ufe study offers 
a continuous measurement of the audience size of the weekly magazines. 
While the reports are not available for public consumption, such magazines 
as Reader's Digest, Coronet, and the Saturday Evening Post all continuously 
measure the items within a particular issue that have been read. 

The government surveys are likely to be least regular; most government 
studies are conducted to answer a specific problem when it arises. 

In the field of the opinion polls, Gallup regularly syndicates both election 
and issue polls through newspapers. The Fortune poll results are reported 
regularly in that magazine. 

2. Specialized services. A number of organizations which use the sampling 
questionnaire method do not offer regular, continuing studies, but have, 
nevertheless, specialized to a noticeable degree. Wroe Alderson & Company 
specialize in the field of industrial research. Willmark Research Corporation 
performs most of its work among dealers. Industrial Surveys Company does 
most of its research by means of the "panel'" technique, in which the same 
group of people continuously answers questions. Audience Research Corpora
tion specializes in measuring reactions to moving pictures. C E. Hooper, in 
addition to its continuing radio audience measurement, handles only problems 
dealing with radio. Houser Associates concentrate their efforts in the measure
ment of industrial morale. 

This degree of specialization varies with the organization. The Pulse, for 
instance, while primarily interested in the measurement of radio audiences, 
will take on almost any sort of questionnaire survey. The Psychological Cor
poration, while it developed and sells its Brand Barometer, will also handle 
almost any sort of sample study. National Analysts, Inc., although doing con
tinuous readership research for various publications, will also undertake 
practically any kind of questionnaire survey. 

3. "General practitioners." In addition to the research organizations which 
have, to one degree or another, specialized, there are in the field many firms 
that have not developed any specialty at all, but who are competent to take 
on almost any sort of work. Such organizations believe, rightly, that the survey 
procedure is a basic technique which, with proper application, can answer 
problems in many fields. This is intended as no reflection on the specialists in 
the field, who also can do a competent job but prefer to concentrate their 
efforts in one particular segment of the work. 

P L A N A N D P U R P O S E O F T H E B O O K 

I. Plan. The basic outline of the book has already been covered under the 
section "For Whom Are Surveys Made?" This seems to require no expansion 
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at this point; the various writers have handled that portion of the job 
competently. 

It does seem in order to point out the method that most of the writers used 
in preparing their material. They all started with the same assumption: that 
the reader knew little about the specific techniques used in survey work. 
Fortunately, Dr. Lockley's chapter, the first, discusses the basic techniques 
sufficiently so that later references to terms or methods should readily be 
understood by those who have first absorbed this chapter. 

Each writer was asked to follow a rough sort of outline in preparing his 
material. He was requested first to tell about the general and specific purposes 
of studies in his particular field. He then was asked to outline some of the 
basic methods available in survey techniques for securing answers to the 
problems. Finally, he was requested to cite a particular study, giving its 
principal points of procedure, its major results and conclusions, and any action 
that was taken on the basis of the recommendations. 

The degree to which each writer has followed this outline has, fortimately, 
varied. Some contributors are considerably more interested in the first por
tion of coverage—the general discussion. Others spend more time on their 
discussion of a particular project. This makes for a well-rounded volume, even 
though it does mean in a few cases that discussion of the general place of 
surveys in a particular field is light. 

2. Purpose. This balance between discussion of applications and discussion 
of particular projects should make the book valuable to all three classes of 
people for whom it was intended. Business people should be able to get 
enough of both purposes and cases to meet their requirements. Students 
should find this an acceptable case book interspersed with discussion of pur
poses. Part-time researcliers or beginners in the field ought to be able to pick 
up a reasonably good idea of the purposes and methods of surveys so that 
their orientation to the field will be aided. 

One point needs clarification. This is a book on the questionnaire method. 
As such, it intentionally does not cover some adequate methods for getting 
answers to some of the problems outlined by the contributors. For instance, 
the Nielsen Index, a continuing inventory of retail outlets for food and drug 
items, is a reliable measure of brand movement, but since it does not involve 
the asking of questions, there is no discussion of Jt in this volume. 

In other words, the questionnaire method, discussed throughout this 
volume, is only one means of obtaining information on the problems outlined. 
In the case of business and industrial problems, there are literally reams of 
priceless statistical data collected by the Census Bureau and by private organi
zations. Since these are not sample studies, they are not discussed here. 

Again, in the field of media, a valuable measure of comparative worth is 
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total circulation of publications. But this, too, Is not a questionnaire or a 
sample study, so has not been included. 

One minor exception to this rule of inclusion only of questionnaire studies 
has been permitted. When the questionnaire method has been combined with 
another technique, obviously it would be unfair to present only the question
naire portion of the material. 
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Chapter II 

M A R K E T D E S C R I P T I O N -

Q U A N T I T A T I V E A N D Q U A L I T A T I V E 

LAWRENCE C. LOCKLEY 

E. 1. duPont de Nemours & Co., Inc. 

THE shortest route from factory to market for any product is along the line 
of the desires and the convenience of the consumer. But the consumer is a 

multiple personality who lives in Coronado, Calif., in MiUinocket, Maine, and 
in all the cities, towns, hamlets, and farmsteads in the 3,700 miles between. It 
is the place of the market research technician to find out which groups of the 
millions of consumers living between Coronado and MiUinocket can advan
tageously buy his wares, how much they are likely to buy, where they would 
like to buy them, how much they will be willing to pay, and in what form they 
will want the wares to be. 

Market research is an ancillary service that allows management to manu
facture with a better idea of what can be sold, and how much can be sold, 
and to market with a better idea of how to combine the various tools of sell
ing to minimize waste. It is, therefore, a subservient science. It is the 
responsibility of management to match the information provided by market 
research with other information on the availability of raw materials, power, 
transportation, labor, and price relationships, and to draw conclusions that 
will maximize the social efficiency of industry. While market research can 
help management, it should not attempt to usurp the functions or responsi
bilities of management. 

Just what are the limits of the service that market research can offer manage
ment? In a field as fluid and as rapidly expanding as this, it is difficult to 
establish fixed boundaries. As is indicated by other chapters in this book, the 
techniques of market research are susceptible to many applications. But from 
the standpoint of market determination, there are eight commonly employed 
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uses—uses, by the way, equally applicable to industrial and to consumer mar
keting problems. 

1. Testing new products. When new products are developed, it is common 
practice to submit them to the type of consumer for whom they are intended 
for appraisal or opinion. Such consumer tests may require only a short inter
view—as when a new perfume is being made ready for the market or they 
may entail elaborate performance tests. At all events, such tests give manage
ment a helpful appraisal of the suitability of the new product for its market, 
and often provide a comparison between the new product and the products 
with which it will have to compete that will guide the establishment of 
marketing policies for it. 

2. Appraising the attitude of consumers toward established products. 
Because new competition is usually encouraged by every successful product on 
the market, and because consumers' needs and desires are in a constant state 
of flux, no manufacturer should rest on his oars when one of his products 
has attained wide acceptance. It is desirable for him to find out how well 
satisfied his customers are with his wares, how completely these wares fit 
consumer needs, whether his market is expanding with the growth of genera
tions, or whether it will decline in popularity when the present generation of 
users retires from the market. 

3. Determining the strength of competitive products. It is just as important 
for a manufacturer to know what his customers or his prospects think of com
petitive products as it is to know what they think of his own. It was no decrease 
in quality of product that made the Model T Ford car obsolete—it was an 
improvement in the quality of competitive cars. 

4. Measuring the extent of the market for products. It is the job of the 
market research man to be able to estimate within reasonably close tolerances 
how large a market there is for products. This job is probably the most dif
ficult one in the repertoire of the market analyst because the sales of the 
particular product depend only in part on the sales policies and activities of its 
proprietor. Improvements in competitive offering or increased sales efficiency 
on the part of competitors may decrease the share of the market that might 
be reasonably expected. It is, therefore, not a job that can be done and for
gotten; it must be continually in progress. 

Moreover, for many new products, an actual estimate of the market the 
product will enjoy is impossible, because it is impossible to forecast the rapid
ity with which consumer buying habits can be changed. The market research 
man can calculate with considerable accuracy the dollar volume of breakfast 
foods the American public is likely to consume during a particular year. But 
even with the benefit of consumer tests of a new and distinctive breakfast food 
as a guide, it is impossible to predetermine the share of the market that this 
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new breakfast food will have. Only the most tentative estimates can con
scientiously be made. 

5. Locating new uses for products. Frequently conditions of consumption 
change or a product reaches the practical limits of its market development. If 
the market for such a product is to grow, I: can do so most handily through 
the stimulation of new uses. A prominent brand of cleansing tissue was sold 
in substantially greater volume (as were its competitors) when new uses 
were located and stressed in advertising. The summer slump in the consump
tion of coffee was decreased when it was found that consumers could be per
suaded to drink iced coffee. 

This aspect of market research is particularly important currently, because 
a large number of new products and new machines have been developed 
during the war, for war uses. Many of these products or machines will pass 
into disuse unless market research can find new uses for them. In this instance, 
it is important that laboratory research and market research join forces. It is 
rare that the market research man is able to \oca.te new uses, particularly for 
technical products and materials, without some guidance as to the limits of 
application inherent in them. 

6. Determining channels of marketing. It is easy to say that the convenience 
of the purchaser and the efficiency of the marketing functionaries should 
determine how products are to be marketed. Actually, it is not so easy to 
determine how the purchaser's convenience can best be suited, nor whether 
low sales volumes are due to the inappropriateness or inefficiency of the 
distributors, the jobbers, or the retailers. One firm, long marketing an 
electrical product through one set of wholesalers, introduced a new product 
associated with the first. Sales were disappointing, until a market analyst 
reported that these wholesalers were not logical suppliers for the retailers who 
should handle the new product. 

Should a product be given restricted distribution through a few retailers in 
each market? Or should the manufacturer try to get as many retailers as possi
ble to stock the product? Should he sell through factory branches to retailers 
or employ distributors and wholesalers? There are, of course, some classes 
of merchandise for which trade practices are so solidly established that there 
can be no doubt as to channels of marketing. But in many fields the answers 
to such questions can rarely be given without careful market research. 

7. Checking the efficiency of distributors, wholesalers, and retailers. Even 
when what appears to be the most satisfactory combination of marketing 
channels has been determined, it is desirable to audit the system periodically, 
to be sure that it is kept to a high pitch of efficiency. In fact, the audit should 
not stop with the middlemen through whose hands a product passes, but 
should include the sales activity of the manufacturer as well. Many firms have 
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failed to maintain the share of market they might have enjoyed because theJr 
marketing machine developed inefficiencies. 

8. Deleminhg unsatisfied needs of consumers. One of the most fruitful 
applications of market research technique is the attempt to find out what 
consumers—whether individual or industrial—do not have that they want. 
Rarely are such wants formulated in the minds of any class of consumers. 
But a careful appraisal of what people have, how they use what they have, and 
what they think of what they have will usually show an opportunity for new 
products. One firm with large research facilities undertook to find out how 
well satisfied housewives were with their kitchen duties. Each housewife 
recounted to the interviewer every task she performed in her kitchen through
out a day, and then answered the question, for each task, "Was that hard to 
do, or did it take too long?" A promising market opportunity for a number 
of new products grew out of this study. 

These eight applications of market research techniques are not, of course, 
all the ways in which the market analyst can be helpful to management, but 
they do indicate the directions in which market research has been most fre
quently used. 

To summarize, the task of the market research technician is, first, to find 
out what can be marketed and, second, how it can best be marketed. But 
these are very general questions. In order to approach his task efficiently, he 
must approach his job by systematic steps. Possibly the following divisions will 
adequately describe the planning and execution of a market survey to determine 
the qualitative or quantitative aspects of a market: 

1. Statement of the problem. 
2. Formulation of the questionnaire. 
3. Selection of the sample. 
4. Field supervision. 
5. Editing and tabulating the questionnaires. 
6. Analyzing the results. 

S T A T E M E N T O F T H E P R O B L E M 

At first, it may seem strange that the most important step in market research 
is the statement of the problem, since research projects are rarely requested if 
there is not a problem. Yet probably more research budgets are wasted through 
failure to formulate the specific problem than through any other cause. It 
would be difficult, for instance, to know what to do to satisfy a request for 
"a study of the market for mechanical refrigerators." By implication, every 
aspect of marketing and of Consumer demand must be treated. On the other 
hand, a survey that attempts to find out the per cent of current sales of mechan-
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ical refrigerators which are replacement sales js definite, and can be organized. 
It may well be that a major survey must include the consideration of a num

ber of different questions. But unless each question is written down in specific 
form, with a high degree of definiteness, the survey will be difficult to handle. 

Sometimes it is difficult, witliout resorting to fieM work, to formulate the 
problem which a survey is expected to solve. Often all management can be 
sure of is that a particular product is not selling at a profit, or that selling costs 
for one of a company's lines are too high, in comparison with other items, 
or sales for a particular item are falling ofif. It may be desirable for the research 
man to talk with a few dozen customers informally merely to freshen his 
point of view and to rid himself of the "office point of view.*" 

It is a common experience for the research worker to find that the problem 
posed him by management is not actually the problem that management wants 
solved. A survey may be requested to analyze the deficiencies of retail distri
bution for a particular product; yet the decreases In sales may be due to a 
change in consumer wants or to increased sales efficiency of the marketing 
efforts put behind competitive products. Probably the isolation and formula
tion of a problem to be studied is as important a contribution to management 
as any market research can make. 

It is foe this reason that the market research executive should work with 
sufficient flexibility to change the direction of his work as the problem on 
which he is working emerges. 

W H A T K I N D O F I N F O R M A T I O N W I L L H E L P M A N A G E M E N T ? 

At the least, it is the responsibility of the market research man to supply 
information that will help management in deciding policies and making 
decisions. But the necessary information may come from any one of a number 
of sources. The source most frequently overlooked, but often most valuable, 
is the sales or trade records of the individual firm. Many marketing questions 
can be answered by a careful analysis of these figures—if they are available 
and have been maintained in usable form. Questions on satlsfactoriness of sales 
territories, justness of sales quotas, profitable size of order, the need for 
additional wholesale or retail representation, and the pro^tableness of marginal 
accounts can often be answered largely from such a study. Moreover, an 
appraisal of individual items In a line of products can often be made, and the 
need for changes in product design or for a readjustment in price relationships 
can be discovered early. Other types of information gathering and analysis 
may be needed in conjunction with the analysis of a company's own records. 
But the utility of this reservoir of marketing information should never be 
overlooked. 



l6 H O W T O C O N D U C T C O N S U M E R A N D O P I N I O N RESEARCH 

A large body of market information is available in the many publications 
of federal, state, and local governments and in the publications of trade 
associations. This general classification of data may sometimes be difficult to 
apply to particular marketing problems, because it is necessarily general, 
whereas the information needed must b? specific. The market researcher who 
wants to know whether consumers prefer paint in quart or two-quart con
tainers cannot find his answer in government statistics. But he can find out a 
great deal about the over-all consumption of paint in the United States and 
about the channels of distribution used by manufacturers of paint. In many 
cases, the specific information must be located by the individual researcher, 
and then can be generalized with the help of the over-all figures available 
from public sources. 

The mainstay of market research is now, and will probably long remain, 
information obtained by questioning many people in various localities as to 
their past market behavior and their attitudes. In general, there are four ways 
of obtaining information from people—whether they are consumers, retailers, 
wholesalers, or any others who influence the marketing process. The research 
technician may ask questions by mail of a group with whom no previous 
arrangement for answering has been made—the familiar old mail question
naire. He may arrange with a panel or group of people (presumably a well-
selected cross section of the total group he is interested in) to send in regular 
reports of some or of all the purchases they make or to answer whatever ques
tions he may send to them. In most cases, panel operators compensate the co
operating group in one way or another. He may send interviewers or go him
self to talk with individuals and to ask them questions. Finally, he may observe 
them as they buy, as they walk past a window display, or as they do anything 
that reflects their buying habits and attitudes. 

Each of these methods of obtaining information from people is appropriate 
to some problems. It is rare that they may be regarded as alternate methods 
or that they should be put in competition with each other. And each has 
its advantages and disadvantages. 

T H E M A I L Q U E S T I O N N A I R E 

The mail questionnaire is a useful resource of the market research worker— 
but one which is in some disrepute because it has been misused. As a method 
of measuring the market it is faulty, in that there is no method of sample 
control. The research man never knows whether the people who answer a mail 
questionnaire are or are not typical of his total market. There is usually a 
tendency for people most interested in a product or service or problem to 
answer mail questionnaires about it. Rarely are these people representative of 
the total group, and generalizations made about a total group on the basis of 
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the relationship between favorable and unfavorable answers from those most 
interested are likely to be misleading. 

On the other hand, the mail questionnaire is an entirely adequate device for 
obtaining many kinds of market information. The adequacy of advertising 
copy, the effectiveness of sales appeals, the sources of satisfaction or dis
satisfaction, and other quaJitative facts may be learned by means of the mail 
questionnaire, if it is possible to phrase questions with enough clarity and 
simplicity to make them readily understood without oral explanation and to 
allow easy rapid answering. 

There are definite problems in the use of the mail questionnaire. The first 
has to do with the mailing list to be used. When a rather compact and easily 
identified group of people is to be questioned, it is usually possible to obtain 
a mailing list covering the group. If, on the other hand, the group to be 
questioned is to be a random sample of the population, the problem becomes 
more difficult, because often a mailing list must be built from heterogeneous 
sources, and because it is difficult to get names and addresses of people repre
sentative of the lower income groups. 

The second problem is that of cost. If all costs—direct and overhead-—^are 
counted, it usually costs around 1 0 cents a name to mail a questionnaire. If a 
return of l o per cent is reached, the cost per response comes to an even 
dollar—an amount usually adequate to cover the cost of personal interview
ing. The mail questionnaire offers no economy, as compared with personal 
interviews, unless the percentage of returns Js higher than average or unless 
the group to be questioned is thinly scattered over a wide geographical area. 

The third problem is that of generalizing the results. Although the mail 
questionnaire is not a satisfactory instrument for measuring market conditions, 
it is often used for this purpose. Even though a majority of the respondents 
who return questionnaires are enthusiastic in their approval of a particular 
commodity, the fact that a small minority of the people receiving question
naires bothered to answer them suggests the probability that those who 
did answer have not been typical of the entire group. The market research 
man, therefore, has no basis for generalizing the returns to describe the entire 
group questioned. It is only when the proportion of returns climbs well over 
the 50 per cent level that a convincing case can be made for the mail ques
tionnaire as a measuring device. 

T H E C O N S U M E R P A N E L 

The consumer panel is a means of obtaining information from consumers 
which has had a rapid growth in popularity. It is a well-selected sample of 
whatever group the researcher desires to study which has promised to send in 
regular reports on certain classes of purchases or to answer questionnaires 



l8 H O W T O C O N D U C T C O N S U M E R A N D O P I N I O N RESEARCH 

mailed from time to time. As a usual practice, members of a panel are com
pensated for each reply by a stipulated number of "points," which may be 
accumulated and exchanged for premiums. When the members of a panel are 
organized around some idea or theme, their interest may often be maintained 
for considerable lengths of time. When Dr. Franklin R. Cawl organized a 
panel among farm families for the Fartn Journal, he developed a "Home 
Makers' Guild" and aroused the interest of farm families in keeping track of 
their family expenditures. This device appeared to arouse a degree of interest 
more active than the premiums supplied for co-operation. 

The greatest value of a panel appears to lie in its allowing regular reports 
from the same group of families, so that the flow of purchases or the flow of 
consumption of particular types of products can be studied over a considerable 
period of time. How accurate a measuring device the consumer panel will be 
depends on the satisfactoriness of the sample, and the skill with which interest 
and co-operation are maintained by the operator of the panel. Two questions t-
with respect to the use of consumer panels have not yet been satisfactorily 
answered: first, whether panel members soon become self-conscious in their 
purchases and thus become atypical of the total group they are supposed to 
represent; second, what rate of turnover is desirable. People die, move away, 
lose interest, change their ways of life through marriage, change of occupa
tion, bereavement, etc. It is clear that an absolutely stable panel would, after 
a period of time, cease to be a good sample of the total group to be studied. 
And it is probably true that a panel with a very high rate of turnover would 
be inexpert in co-operation. It is difhcult to set any figure which would indicate 
a desirable rate of turnover. 

The consumer panel is an exceedingly valuable tool of market research— 
but it is not a cheap tool to operate. The costs of building the panel are high. 
When it is decided what characteristics must be included to constitute ade
quate representativeness, then families in all parts of the country must be 
selected to meet these characteristics, investigated to make sure fiiat they 
qualify, invited to membership—preferably by personal invitation on the part 
of an interviewer—and then trained to co-operate. When families drop out, 
they must be replaced by other families of like characteristics and probably in 
the same geographical location. The cost of premiums is a considerable item. 
All in all, consumer panels are among the most expensive methods of obtain
ing information on the American consumer. 

P E R S O N A L I N T E R V I E W S 

The conventional way of obtaining market information from consumers is 
by means of the interviewer, who goes from house to house with a question-
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naire. Properly used, the interviewer method will give sound guidance through 
authentic reports from a well-selected sample of the consuming public or of 
any part of it which needs to be studied. Perfunctorily used, this method can 
be virtually useless. There are several principles which should guide the 
market research worker Jn using the consumer-interview method of obtaining 
information. 

The first consideration is the proper selection of interviewers. The validity 
of the entire survey rests on the alertness and integrity of the interviewers who 
serve as the connecting link between the inarticulate consumer and the market 
research technician. It is important, therefore, that these interviewers are 
faithful in their work and intelligent in their interpretation of their assign
ments. In most of the larger cities, a relatively small group of women have 
drifted into consumer interviewing, have gradually come to be on the lists of 
interviewers of a number of firms, and may, in a month, interview for a 
dozen different employers. Many of them have never had any training in 
interviewing and have never met representatives of the firms for which they 
have worked. And quite a few of them have become routine and perfunctory 
about doing work they do not understand. 

If the market research worker is able to go into the field himself, or have 
a competent assistant do so, and select new interviewing material, he wiU 
usually find these newer interviewers more responsive to training and direc
tion. Probably the most important part of the training of interviewers is the 
inculcation of a professional pride and the realization of the economic and 
social utility of market research work. This "indoctrination" will do more 
than anything else to carry an interviewer through the more discouraging 
phases of her (for most consumer interviewers are women) work. It gives her 
a way of answering the stock objection, "Why is that question any of your 
business?" 

It is probably a mistake to try to get all interviewers to work in the same 
way. A woman whose personality is particularly winsome may be able to get 
the information she asks for on the strength of this personality, without the 
help of any carefully prepared "approaches." Whatever the personality or bent 
of the individual interviewer, she will do better work if she figures out her 
own methods of approach and her own ways of getting the friendly co-opera
tion of the people she interviews. Her training should emphasize the need for 
getting uncolored and complete information, for avoiding asking questions 
in a leading manner, for meticulous following of sampling instructions, and 
for a thoroughness in interviewing that minimizes that booby trap for tabu
lators, "No answer." 

On-the-spot supervision is always better than giving interviewers their 
instructions by mail. The supervisor who is able to meet interviewers before 
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they start out on a survey, go over instructions with them, and answer the 
questions that are certain to be present in the minds of the interviewers can 
turn in a better job. Moreover, he can check interviews each day, go over them 
with the individual interviewers at the end of each day to check for com
pleteness and accuracy, and can see to it that sampling instructions are fol
lowed. He can even accumulate interviews for a day or two, and then have his 
interviewers exchange work and try to do a little informal field tabulation. 
This device does more to improve the quality of interviewers' work than 
any other. 

All this makes for good, accurate, complete, and penetrating field work. 
Unfortunately, it is rarely possible within the limits of most commercial 
research budgets. When a few interviews from each of many localities must 
be obtained to build up the desired sample, the time and money costs of on-
the-spot supervision are too great. If interviewers can be given personal 
supervision every few months or at least once a year, and if they are good 
interviewers, they can usually be depended on to turn in a good job if they 
can be induced to read their instructions carefully and to write or wire for 
clarification on any points not entirely clear to them. One research firm, Wroe 
Alderson, Simon & Sessions, has developed a "quiz" to go with each set 
of instructions to interviewers. TTiese questions can be answered only after 
a careful reading of the instructions. 

It is always good practice to send back for correction any interview forms 
not completely or clearly filled out. All too often, time schedules make it 
impossible to send forms back for correction in time for use in the tabulations 
planned. But even if the amended form is returned too late for use, the 
interviewer is impressed with the fact that her work is actually scrutinized and 
is likely to improve her standards on subsequent surveys. Moreover, inter
viewers ought to understand that some percentage of their calls will be 
checked—when checking is possible—not as the result of suspicion of her 
work, but as a routine of sound research practice. Another frequently over
looked device for improving the quality of interviewing is the sending to 
all interviewers who worked on a survey some capitulation of the findings. 
This inexpensive attention makes the interviewer feel that her work was a 
part of something important and that it really came to some result. 

P E R M A N E N T S T A F F S O F M O B I L E I N T E R V I E W E R S 

One recommendation for improving the quality of field work on consumer 
surveys is the building up of a small staff of highly competent interviewers, 
paid on a regular monthly salary, who can go from place to place in the course 
of a survey to complete the consumer interviewing. This plan, urged by Dr. 
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D. B. Lucas, has actually been used by Dr. Rensis Likert, chief of Division of 
Program Surveys, Department of Agriculture. There is no doubt that such a 
staff of permanent interviewers could turn in better work than part-time and 
inadequately supervised local interviewers. Its high cost, however, makes it 
seem unlikely of wide adoption. 

O B S E R V A T I O N O F C O N S U M E R B E H A V I O R 

All consumer surveys based on statements by consumers about their own 
actions or thoughts are open to some suspicion. Can the consumer conquer his 
tendency toward rationalizing his own behavior, toward putting his best foot 
forward.-* Can the consumer tell the tmth about himself, or herself? On many 
questions of objective fact, the consumer can and does to hundreds of inter
viewers every day. But on some questions of marketing information, a much 
straighter story tan be pieced together by observing the consumer. 

How does the customer shop when she goes to a food store? Does the 
window display that attracts attention attract the people who stop to look at 
it into the store to look further, or to buy? D o most purchasers of magazines 
from newsstands know what they want to buy when they come to the point of 
purchase, or do they leaf through several magazines and make a selection 
then? How many residences in a given city or area need paint? Is the motorist 
influenced by the sales talk of the attendant to buy additional items at a filling 
station? 

These and hundreds of similar questions can be answered better by observa
tion than by interrogation. The market research worker can station observers 
in filling stations, in food stands, or near newsstands to watch and record 
what customers do—and that is a much more important record than a state
ment by consumers of what they think they do. 

This principle can be carried further. Several years ago the Commercial 
Research Department of the Curtis Publishing Company devised an ingenious 
adaption of the idea in an experimental consumer shoe survey. Conventional 
approaches to the question of what brands of shoes women buy had yielded an 
undue proportion of higher priced and well-advertised shoes and a far too 
low proportion of bargain-counter shoes. So interviewers called on a small 
but well-rounded sample of housewives, first asking them what brands of 
shoes they had purchased, and then actually taking an inventory of the shoes 
owned by each respondent. It was apparent that the observation method yielded 
a much more accurate story than the interview method. 

These—the mail questionnaire, the consumer panel, the personal inter
view, and the observation method—are the major ways in which the research 
worker can get direct information about the behavior of the consumer. In 
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most instances, the method will require asking the consumer to report at least 
some part of the information needed. Therefore, the way in whid: questions 
are asked must be given serious attention. 

B U I L D I N G T H E Q U E S T I O N N A I R E 

The first requisite of a good questionnaire for a consumer survey is that it 
be possible to answer. At first glance, this sounds like a truism—yet many 
questionnaires are so out of tune with the thinking of consumers that con
sumers really do not know how to answer the questions. To avoid this dif
ficulty, there are several pretty well-established principles that should be fol
lowed. 

Questions, so far as possible, should be specific and objective. Complicated 
and speculative questions are likely to be misunderstood and to bring back 
rationalization rather than fact. A conditional question, "What would you do 
if . . ." is not only difficult for the consumer to answer, but equally difficult 
for the analyst to interpret. Questions should ask about simple facts, recent 
actions, and should avoid generalization. Such a question as "What do you 
usually eat for dinner.''" can be answered succinctly by few consumers. But 
the question "What did you have for dinner yesterday.^" can usually be 
answered. 

Many times the object of a consumer survey is to learn whether a new 
product or an improved product will be accepted by the consumer. Yet little 
can be learned of what the research man really wants to know by asking 
consumers questions merely about the new or the improved product. If, how
ever, the interviewer is able to ask for a comparison between two products, 
which can be used under reasonably comparable conditions, she may be able 
to get information that will reflect genuine consumer preference. If the objec
tive of a consumer survey is to learn whether consumers prefer a new blend of, 
say, coffee, the interviewer should take out samples of the new blend and 
samples of various popular brands with which the new blend will compete, 
but in every case with the brand identification removed. Then, when a con
sumer reports using the popular Brand X, the interviewer can ask her to try 
out and compare two coffees, one, the blend under consideration, and the 
other, a disguised sample of Brand X. 

Questionnaires should be short. It is rarely necessary to ask a great many 
questions to adduce the information needed. Interviewers have frequently 
been asked to obtain answers to questionnaires running to the length of 1 2 
or 13 pages, and requiring well over an hour to answer. The interest a con
sumer will take in an interview is about in direct proportion to his or her 
interest in the product or the subject of the survey. And unless only people 
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with a genuine interest in the subject of these jumbo cjuestionnaires are 
interviewed, results may be more misleading than helpful. 

The best way of determining the length of a questionnaire is for a man or 
woman who develops it to do enough experimental interviewing on it to be 
sure that it is workable. In fact, the busy market research executive could 
profitably spare a portion of his time to do a day's interviewing on the ques
tionnaires pertaining to every important survey that he directs. If this were 
standard practice, there would be far fewer unwieldy and vague question
naires and far fewer discouraged interviewers. 

Experimental interviewing for all but the simplest of questionnaires is 
virtually a necessity of questionnaire building and is usually a routine part 
of procedure under experienced market research technicians. When a problem 
has been formulated, a preliminary questionnaire is usually whipped into 
shape in conference and then sent out to be the object of experimental inter
viewing. When the faults and inadequacies are discovered by this experimental 
interviewing, the questionnaire is redrafted and again submitted to a field 
test. This process is repeated as many times as necessary to develop a question
naire that can be worked smoothly and will adduce the information needed. 

It may be said that this method of trial and error in questionnaire building 
is both time consuming and expensive. It certainly Is, but It Is less time 
consuming and less expensive than rushing to the field with a questionnaire 
that does not answer the needs of the particular survey. 

In the early stages of the development of the questionnaire. It is sound 
practice to plan the tabulations to be used when the returns are all In. It is 
easy to think of dozens of questions It would be pleasant to have answers 
to, and which might conceivably bear on the problem at issue. But unless 
these questions can become a logical part of the tabulation plan they will 
be useless. And when the specific tabulations to be run are planned in advance, 
it soon becomes apparent what questions are superfluous—and sometimes 
what question not originally included will be needed. 

For surveys including several thousand interviews, many research technicians 
recommend precoding for machine tabulation. Precoding requkes putting on 
the questionnaire form a symbol for each answer which may be given to each 
question, so that punch-card operators can punch the tabulating cards for 
machine tabulation as soon as the interviews come In. There is no doubt 
that this practice saves a great deal of time in tabulating questionnaires. And 
it must be admitted that questionnaires must be edited and coded when they 
come in. If they are not precoded. Like answers stated differently should be 
thrown Into the same categories. And there must usually be an "Al l Other" 
category into which all the cats and dogs of answers have to be thrown. 

But there Is one serious disadvantage to precoding. On surveys on which the 
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number of possible answers can not be known in advance, precoding tends to 
limit the scope of the information adduced by the survey. If a survey is made 
to determine the age and brand of washing machines owned by people in cer
tain-sized cities (where possibly retail distribution may have been different for 
a particular brand), it is true that a dozen or fifteen brands will lead. But in 
various such surveys, it has been found that consumers will be using several 
hundred different brands of washers. Now, precoding would have obscured 
this condition and kept out of attention the apparently large number of retail 
outlets that have sold little-known or private brands of washers. Only when 
the range of answers can be forecast with considerable accuracy is it safe to 
resort to precoding, and in that case it is highly desirable. 

There is one other objection to precoding which needs to be mentioned. 
Precoding is exceedingly difficult to explain to interviewers. Typically, inter
viewers know little or nothing about machine tabulation or about tabulation 
of any kind. And getting them to throw into the "Al l Other" classification all 
instances not listed by specific name is difficult. In some surveys, although pre
coding may be justified on all other counts, the difficulty of explaining it to 
interviewers may be a definite deterrent. 

L A Y I N G O U T T H E S A M P L E 

The skill with which the research technician lays out his sample—that is, 
designates how a true cross section of the group he intends to study can be 
located by interviewers—is another of the basically important aspects of 
market research. 

The first question that comes up is "How many people must be inter
viewed.^" There is no general answer to this question. It depends on the nature 
of the information sought. If the researcher wants to learn whether it hurts to 
sit on a tack, he does not have to slip a tack on the chairs of many people to 
find out—and he can find out entirely by observation! On the other hand, if 
he wants to find out what brands of coffee are consumed by the people 
of the United States, and in what proportion, he must—considering the 
hundreds of private brands and regional brands and national brands—sample 
every area in the country; he must sample all income levels; he must sample 
all racial groups. And he must sample them in sufficient numbers to avoid any 
unusual or atypical conditions in any of these areas or among any of these 
groups. It would require a considerable number of thousands of interviews to 
produce reliable results. But if he merely wants to learn the proportionate share 
of the market held by several leading national brands, he can do so with a 
much smaller number of interviews, possibly 2,500 to 3,000. 

There have been a number of so-called short cuts to figuring out the point 
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at which a sample stabilizes, that is, when enough interviews have been made 
truly to reflect the entire group under study. Sometimes a relatively small num
ber of interviews will be tabulated—say 500, Then, if the addition of another 
hundred interviews does not change the profile of the tabulations, the sample 
is regarded as stabilized. Sometimes running tabulations of certain questions 
in a questionnaire are kept, and charted, and when the graph stops erratic 
behavior and levels off, the sample is regarded as stabilized. The difficulty 
with these short cuts is that they work on some kinds of problems and not on 
others. Probably the market research technician who knows enough of 
sampling techniques to apply these short cuts without risk knows enough to 
get along without them. 

In general, it may be said that questions bearing on physiological response 
require a relatively small number of interviews. If the research worker wants 
to find out whether a particular detergent has an odor that will prove to be 
offensive to potential purchasers, he can find out by having only a few dozen 
housewives smell the detergent. Or if he wants to find out If the layout of an 
advertisement emphasizes certain sales points, he can find out by putting 
the advertisement before only a few dozen literate people. 

But when he wants to obtain information that will allow him to generalize 
on the behavior or the attitudes of a large group of people, he will have 
to resort to a sample large enough to comprise all types included In this group 
and to comprise them in about the right proportion. 

It is probably fair to say that a knowledge of sampling techniques is just 
now emerging and that the knowledge of sampling has not yet developed to 
the point where widely applicable generalizations as to necessary size of 
samples can be made. 

T Y P E S O F S A M P L I N G 

There are two general approaches to the problem of laying out the sample. 
The first is called purposive, selective, or ratio sampling. The second is called 
area sampling. 

The first type (purposive, selective, or ratio—any one of these three terms 
may be used) is the older method of determining what individuals should 
compose a sample. If, in a given locality, 85 per cent of the population is 
wfute and 15 per cent is colored, then the two groups should be represented In 
the same proportion in the sample. And if 50 per cent of the population is 
affiliated with one or another of the Protestant churches, 25 per cent with the 
Catholic Church, and 25 per cent with no religious body, then the same propor
tions should be maintained In the sample. 

The chief difficulty with such a procedure is that it is difficult to control the 
sample on more than two,, or at the most three, breakdowns. If this technique 
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is to be applied rigorously it becomes cumbersome. On the other hand, if 
the group to be studied can be described by a simple set of ratios, then this 
method will usually work satisfactorily. If, for instance, a study is to be made 
of brand preference among the various gasolines, it might be adequate to con
trol the sample by maintaining the same ratio of ownership of various brands 
of automobiles in the sample as the total group shows. 

The newer technique, area sampling, is undoubtedly much more accurate. 
It is also much more costly! Area sampling has been developed largely by the 
United States Bureau of the Census as a method of obtaining needed informa
tion concerning the population of the country between the periods of the 
decennial censuses. Under this plan, a random selection of a small part of 
the land area of the country Is made and all the people in each of the resulting 
areas are questioned. At present, 2.8 per cent of the land area of the United 
States—made up of many parts of counties scattered all over the 48 states—is 
being used. But it costs approximately three million dollars to put a question
naire through this process—a sum beyond most commercial research budgets. 

A word must be said about the term "random." This term has primarily a 
statistical connotation. A random selection is a selection in which any indi
vidual in the total group has just as good a chance of being selected as any 
other. When a coin is tossed in the air, "heads" has as good a chance of 
coming up as does "tails." And when Selective Service "drew" numbers to 
determine the order of calling, each capsule containing a number had as good 
a chance of being drawn first as any other. When land areas are selected at 
random, they are numbered, and the numbers are selected by a method that 
assures as great a chance of selection for one area as for another. 

Under the area method of sampling, the areas that happen to fall in, say, 
the state of Oregon would not be an adequate basis for sampling that state. It 
might happen that none of the areas fell in the city of Portland, which has 
ahnost 50 per cent of the population of the state. If the state of Oregon were 
to be sampled on the area basis, it would be necessary to approach it the 
same way that sampling of the country as a whole is approached. 

The sampling work of the Census Bureau shows great promise and may 
result in notable improvements in the availability of census information and in 
considerable advances in market research technique. At the present time this 
method, in Its pure form, is too costly for most commercial research work. 

The better plan is a compromise method. If a single city is to be sampled, 
the research worker can take a map of that city and grid the city completely 
by means of horizontal and vertical lines at equal distances, dividing the city 
into possibly 40 approximately equal areas. He can—if the survey is a con
sumer survey—exclude purely retail, commercial, and industrial areas. Then, 
if he has 25 areas left, he can relentlessly require 1/25 of the interviews he 



M A R K E T D E S C R I P T I O N — Q U A N T I T A T I V E A N D Q U A L I T A T I V E 27 

plans to obtain to come from each area. When he has his interviews in, he can 
test his work by comparing the ages of respondents or the occupations of the 
major wage earners of each family with similar information from the census 
reports. 

This method of sampUng is reasonably simple to apply and yields re
markably adequate samples if several hundred interviews may be obtained 
from the city sampled. It must be admitted, however, that experience in the 
field of market research is more valuable in laying out a sample than in any 
other aspect of the field. 

A N A L Y Z I N G T H E R E S U L T S O F T H E S U R V E Y 

Three kinds of results may come out of market research projects: ( i ) infor
mation, ( 2 ) interpretation of that information, ( 3 ) recommendations. When 
the returned questionnaires are tabulated, there come to the analyst a number 
of pages of tabulations—usually complicated in appearance and requiring 
considerable study. Clearly, this is not the type of material to put before 
management in its cmde form. 

Probably the analysis of tabulations is more of an art than a science, and 
experience will teach more about how far it can be carried than precept will. 
But the following suggestions may be useful. 

It will be remembered that the research man went to considerable trouble 
at the outset to formulate a concise statement of the problem that necessitated 
the survey. He should put that statement before him and study the tabula
tions to see every fact which can be drawn out which will bear on that 
problem. If he has participated in all parts of the survey, these facts will 
be more significant to him than to anyone else and he will be in a better 
position to formulate whatever is significant about each of the facts which 
could be adduced from the tabulations. In most cases, it is not the facts that 
are of paramount importance—it is what the facts mean. If he wants to be 
systematic—and it pays to be systematic at this stage of the research project 
— h e will make a formal list of the facts he has learned, and under each 
fact will write down what significance or interpretation he can see. From 
these facts, with their interpretations, it should be relatively easy to make 
recommendations, if doing so falJs within his province. 

The report he submits must be easy to use and just as easy to refer to 
later. It is usually a good idea to include in the report a short statement of 
the research techniques followed, a copy of the questionnaire or question
naires used, a statement of where the work was done, of when it was done, 
and by whom each part of the job was done. At the time a survey is freshly 
completed, this information often seems superfluous. But several years, or 
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even several months, later the report may be useless for comparative pur
poses without this information. 

A short summary should high-light the facts found and the interpretations 
placed on them, with whatever recommendations are made. And it is usually 
good practice to append the pages of tabulations. It is true that few busy 
executives will take the time to reanalyze the tabulations. But they may be 
invaluable for later reference. 

This discussion of market research can be summarized pointedly. There 
are fairly well-developed techniques for market research. But at no time can 
they take the place of judgment and ingenuity. The variety of problems 
that come to the desk of the market research technician is often bewildering. 
And, usually, different types of problems require different methods. The 
techniques are important. But judgment, careful planning, meticulous atten
tion to details, and constant supervision are just as necessary. And if these 
are all exercised, market research workers can make an important contribu
tion to the well-being of our entire population. 



Chapter III 

RESEARCH FOR PRODUCT DEVELOPMENT^ 

P E R C I V A L W H I T E A N D M A T I L D A W H I T E 

Market Research Company of America 

MOST manufacturers find it necessary to improve old products or to 
bring out new ones. In the past, the usual procedure in developing 

a product has all too frequently been a direct route from idea to production 
without any attempt to predetermine acceptance by the public. This trial-
and-error approach has resulted in many failures and tremendous cost to in
dustry. Research methods now available and constantly being improved can, 
at a relatively small cost, avoid this type of waste by providing an orderly 
and scientific procedure for developing products that will have a definite 
market. 

The principle of this method is that consumer or user needs must be 
studied while the product is being originated and developed. This means 
that the creative process is simultaneous with the testing, which proceeds on 
a scientifically planned basis, on a time schedule, and preferably on a small 
and intensive rather than on a far-flung scale. 

Product testing among consumers is the counterpart of product designing 
in the laboratory. Designing and testing, redesigning and testing again and 
again—these are the steps in product development. The developing product 
zigzags from the laboratory to the test market and back again, through 
successive stages, until it finally emerges complete. 

In general, the procedure for developing a product may be described as 
having six steps: 

I. Choosing the product field, if an entirely new product is under con
sideration. 

^ The material in this chapter is a syllabus of a forthcoming book on product development, 
to be written by the authors of the present chapter. 
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2. Analyzing potential demand for products in that general field. 
3. Conceiving some ideas for a new product in that field. 
4. Laboratory designing of product or products on the basis of these ideas, 

and making models or samples. 
5. Testing user acceptance of these models or samples. 
6. Making all changes and improvements necessary to ensure user accep

tance in advance of actual preparation for production. 

C H O O S I N G T H E P R O D U C T F I E L D 

It is of paramount importance at the outset that the manufacturer who 
wishes to launch a new product decide wisely upon his product field in 
general. The process is one of successive elimination, based upon facts, from 
all possible fields to a few fields, and from a few fields to a final choice of 
the product field best suited to his needs and opportunities. When a single 
field has thus been chosen, there follows the continued elimination of many 
possible products within that field until he settles upon the final choice of 
one particular product (or a group of products). This is done by collecting 
all relevant facts and then sitting down in executive meetings to weigh 
these facts. 

The first step in this procedure is a general preliminary study of all the 
reasonable possibilities. At this early stage the manufacturer must decide 
whether to build and sell end products; to build and sell components; or to 
compromise, perhaps by designing and patenting an end product, giving 
free rights under the patent to someone else as long as he purchases the 
components. 

The choice of field is affected by many factors, concerned with both the 
internal and the external aspects of the firm and the market. Although most 
of them are interrelated as cause and effect, they may in the main be con
sidered separately. All factors should be weighed in making the decision, 
but the weight given to each factor cannot be stated arbitrarily or generally. 
This depends on the company itself and on its individual problems. A 
single factor may prove of such importance in a given case that it will 
automatically rule out products which are desirable from all other points 
of view. 

Some of the principal factors to be considered are: 
1. She of company, and capital available. 
2. Manufacturing facilities (including machmery and plant facilities, 

labor supply, geographical location, and tramportation facilities). It is to be 
expected that a new product will call for some changes in manufacturing 
facilities, but it is desirable to accomplish the change with a minimum of 
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wrench and dislocation. The farther afield a new product is from that 
normally manufactured the more hazardous it is as a business venture, since 
the problems in every department of the business become strange and more 
troublesome. 

3. Pasi and present products and the reputation of the firm. The new 
field can rarely be evaluated as a wholly distinct and separate entity. It must 
be considered in relation to tlie manufacturer's past and present products, 
their price levels, quality, need for service, fields of use. Past and present 
products have determined not only the facilities available, but also the reputa
tion of the firm. It is, to be sure, profitable to make full use of an established 
reputation, when it is sufficiently good to be exploited in the new market. 
Although it is sometimes hard to convince the market of a company's ability 
to succeed in a field radically different from that in which its reputation 
is established, reputation is, nevertheless, a tangible factor with a definite 
doHar-and-cents value. 

4. Sales organization. The question to be answered is: What changes will 
be called for in the sales organization.^ A shift iwm a consumer held to an 
industrial field, for instance, may demand additional technical knowledge 
on the part of the sales organization. A shift from an industrial field to a 
consumer field demands salesmen who can make contacts with an entirely 
new group among wholesalers and retailers. In changing from a specialized 
industrial field to standardized industrial goods, the company may find that 
its present salesmen are specialists, too high-priced for a less expensive field. 

5. Distribution channels. Although it is usually possible to develop new 
outlets and many companies do not hesitate to do so, the use of existing 
sales outlets is frequently of great weight in the choice of a product field. One 
important reason why most companies confine new product development 
largely to rounding out their line is that this policy enables them to make 
efficient use of their present distribution organization. 

The problems of the channels to be used are closely tied in with and 
qualify decisions on price, quality, and service. 

6. Competition. Probably, complete information about the competition 
in the proposed fields is the most important single aspect of the preliminary 
facts needed to choose a product field. A study of the competition provides 
clues to the problems in that area and serves as a base with which to com
pare the various aspects of the company. The factors listed above must be 
evaluated not merely in themselves, but in their relation to the competition 
in a proposed field. A thorough study of the competition will not be limited 
to the competition on similar products alone, but will include that offered 
by other types of products. The manufacturer of flexible shafting, for ex
ample, faces competition not only from other manufacturers of this product, 
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but also from developments in pneumatic power, hydraulic power, electric 
motors, and gearing. 

It is essential to know: 

What companies constitute the competition. 
Their volume of business. 
Their number and their location in relation to the size and geographical 

distribution of the market. 
The amount and extent of their distribution. 
Their method of operating and the channels of distribution they use 

in relation to the buying habits of the market. 
Their rate of growth. 
Their special advantages in the way of patents, etc. 
Their policy on advertising. 

Their products, catalogues, advertising, credit ratings, etc., should all be 
analyzed as indices of the market. 

It should be emphasized that every company has an individual problem. 
Rarely do all the above factors (and there are many other pertinent ones, 
such as raw materials, by-products, etc.) have equal importance in a given 
situation. The emphasis is merely on the need to base the decision on facts, 
on all the facts which are relevant and available. 

A decision not based on facts, or based on incomplete facts, has often 
resulted in dismal failure: 

There is the case of a new food product, for example, sweet potato flakes, "in
vented" by a producer whose experience had been limited to the sale of established 
products. 

On a laboratory basis these sweet potato flakes were easily made on a small, 
experimental rotary drum dryer. They were delicious to the taste, and, carried away 
by enthusiasm, the producer invested many thousands of dollars in the project. 

When production was started without further experimental work and with no 
special market testing among consumers, trouble began. The factory scale equipment 
did not work out. An atmospheric drum dryer had been built by the local machine 
shop without adequate technical experience and the flakes, instead of peeling off in 
one revolution, stuck to the surface of the drum. Re-designed and converted into 
a rotary vacuum dryer, the flakes came off satisfactorily and the product was launched 
without any type of consumer or retail store test or market study. The package was 
designed by the inventor of the food, and without tests for eye or shelf-appeal. 
Sales were slow. 

A local advertising campaign did move some of the product before the next 
difficulty developed. Without a moisture-proof liner on the inside and outside of the 
carton, the hydroscopic qualities of the flakes drew moisture and created early 
spoilage. The product was withdrawn-—loss $50,000. Careful, thorough, and intel
ligent research could have secured all the pertinent facts at a reasonable cost. 
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A N A L Y Z I N G P O T E N T I A L D E M A N D 

Once a general product field is selected, its market potentials must be 
studied. The manufacturer will find that a broad market study is necessary 
here, using materials from two main sources: 

1. Bibliographical material from published, secondary sources, including 
statistics from government agencies, trade journals, trade association 
reports, reports of private organizations and foundations, etc. 

2. Primary material gathered firsthand from potential users, dealers, 
competitive producers, and other useful sources. 

An orderly method of analyzing potential demand begins with secondary 
sources and the facts available from them. This determines roughly the scope 
of the market. Beyond this, tentative hypotheses as to scope, limitations, 
and factors controlling the market may be established logically. 

On this basis, some preliminary interviews with consumers, jobbers, 
dealers, etc., may be made. Sufficient informal interviews at the beginning 
of the survey will provide clues to the kind of respondents who should be 
included In the study, to the pertinence of the various market factors tenta
tively set up, and to other elements which may not have been considered. 
The best informal method is the intensive interview, without a definite 
outline of the information to be gained, in which the interviewer asks just 
enough questions to create an opportunity to listen. From this Information 
a questionnaire may be built, tested, and applied in a broad market survey. 

The broad market study usually estimates demand in the proposed field 
by studying: 

1. Acmal use of, and experience with, similar products or products for 
comparable usage. 

2. Attitudes conducive to or tending to prevent further use of this type 
of product. 

The user of a similar product can describe what kind of person he is, why 
and how frequently he buys products of this type, how and when he uses 
them, how much he uses. He thus provides clues to various conditions or 
situations which induce use of the product. Analysis of such replies indicates 
the size, scope, nature, and direction of the market. 

Such a study is planned to fit each particular product field, but follows, in 
its basic outline, the general principles underlying all broad market studies. 
Sampling and analysis must be geared to measure all the important factors 
which control the market. In planning, it must be remembered that this 
market is either local, state-wide, national, or international; that it is urban 
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or rural, or both. Age and sex, for instance, limit the market for liquid 
stockings and razor blades; climate affects the sales of bathing suits and 
furnaces; seasonal factors have an effect on certain fields. Since readiness 
to purchase is not identical with ability to purchase, and since price is often 
the most important single limitation on the market of a product, the relation 
of living standards to the potential market must also be evaluated. 

In order to deal adequately with all such factors, a major survey is usually 
required, involving several thousand interviews and several months of time. 
At the end of this work, however, the producer has mapped his course and 
knows both his possibilities and his risks. 

C O N C E I V I N G S O M E P R O D U C T I D E A S 

Within this known market, the producer then has the problem of launch
ing a product that will be competitively superior. Consumer suggestions of 
product ideas are of strategic importance at this stage. They tend to ensure 
user acceptance in advance. Careful research in the beginning will reduce 
the amount of experimental designing and testing necessary later. 

Here, however, the research is usually small-scale, but intensive. Since the 
purpose of this study is to secure ideas, to stake out the territory within 
which the creative staff can concentrate its effort, a properly distributed 
cross section of the market is not necessary. Only enough interviews need be 
made to provide sufficient ideas. Three groups of persons may well be ques
tioned: those who now use the same, or a similar product; those who have 
used them in the past, but have discontinued using them; and those who 
have never used them. 

Most consumers are neither inventors nor designers. To draw creative 
suggestions from the average consumer, therefore, requires a highly skilled 
technique of questioning. 

In searching for new ideas, the interviewer begins with a discussion of all 
the aspects of actual experience which might conceivably have a bearing on 
the problem at hand. If, for example, the aim is to design a new beer con
tainer for home use, the investigator questions housewives (or, in some 
instances, the man of the family) in beer-drinking households, touching on 
such points as; 

Proximity of retail source, and whether or not beer is delivered. 
Habits of storing beer, and the problems involved. 
Occasions of serving beer, and how it is served. 
Etc. 

Such a picture defines the role that the beer container is expected to fill. 
The interviewer then probes further, encouraging the respondent to con-
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sider his previous experience with different types of beer containers and to 
point out any objections to, or difhculties with, them. People are usually 
better able to criticize than to create, but even from negative comments 
creative ideas may often be drawn. 

Finally, the interviewer shifts the questioning from past experience to 
the ideal container. (In the case of some entirely new product ideas, there 
is, of course, no past experience to be discussed, so that the interview can 
only be started at this point. But "entirely new" products are rare.) Here 
the trained investigator follows such rules as these: 

Allow the respondent time for thought and considered judgment. 
When he (or she) begins to run out of ideas, prompt the respondent, 
not with leading questions, but with probes that will encourage him to 
talk further. 
Waste no time with those who lack imagination and have nothing help
ful to ofl̂ er. 
Recognize and encourage the intelligent and creative respondent, and 
probe for ideas. With such respondents a trained interviewer spends 
more time, and asks permission to call again. 

From this study of consumer habits and suggestions, certain rough ideas 
will emerge which should contribute not only to the design of the new 
product, but also to the whole production and marketing program. Such 
ideas will, as a later step, be submitted to consumers for test. 

For products difficult to present for testing, this collection of consumer 
ideas is of paramount importance. It is relatively simple to produce samples 
of a whole series of different cereals or face creams or women's slips, and 
then to test each of these in actual use and so to select the preferred types. 
Such a trial-and-error process is not simple when it comes to washing ma
chines or road rollers. 

In general, major attention must, therefore, be given to the advance 
collection of consumer suggestions in developing products in the following 
fields: 

1. Long-lived items, such as consumers' durable goods and most major 
capital goods and equipment. 

2. Other items which are costly or complicated to design and to prepare 
samples. 

3. Items which cannot be freely experimented with, such as those medical 
products (laxatives, contraceptives, etc.) which, though conttoMed 
by physicians' standards, must depend on consumer acceptance for 
their sales. 

A. Ser\'ices. 
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DESIGNING THE PRODUCT OR PRODUCSB, MA^UNG ,MoD^LS OR SAMPLES 

After the study of user needs and ideas, the experience and suggestions 
of the consumer are pooled with the technical skill and inventive genius at 
the disposal of the manufacturer, in order to make the product that will sell 
at the greatest profit. 

Consumer ideas are for the most part negative, and the inventor, designer, 
or engineer must turn them into positive and dynamic form. A smdy of con
sumer experiences with desk pens revealed, for instance, that consumers 
had five main objections to desk pens. 

1. Desk pens are too fancy in design. 

2. Everybody else uses the pen, because of its tempting accessibility. 
3. It is another item to clutter the already crowded desk top. 

4. The ink tends to dry out. 

5. Desk pens often leak. 

Objections such as these provide the company's creative department with, 
as it were, a blueprint in reverse of a desk pen that would be satisfactory to 
consumers. In other words, a design that overcomes these objections is 
presumably assured of popular favor. 

In this instance the inventor, by various ingenious devices, accomplished 
just that. Thus the pen, now patented, was planned aesthetically and me
chanically to overcome the objections of the consumer to similar products 
now on the market. 

While the ideas are still in the stage of rough specifications, it is often 
desirable to make a patent search. The value here is threefold: 

1. Issued patents may suggest ideas which, though never developed, have 
latent promise. 

2. Ideas which appear to be new are often found to have been developed 
long ago. 

3. Strong current patents may come to light which make it unwise to 
proceed for fear of infringement. 

After the creative department has developed two or three designs, it is 
usually desirable to subject these to a final set of tests. Which of the two 
or three designs is most acceptable.^ What improvements are indicated by 
test performance? For this purpose, actual samples may best be used. Where 
this is not feasible, tests may be made of working models, photographs, 
diagrams, or sets of specifications. 
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T E S T I N G U S E R A C C E P T A N C E 

Products, once they are developed by this empirical process, may be tested 
in the laboratory, in actual use, and/or at the point of sale. 

The uses of laboratory testing to a manufacturer include the establishment 
of a factory standard, knowledge of the claims that can be made for his 
product, directions for the use of the product, etc. In the laboratory the 
manufacturer can weed out those designs which are not practical, thus getting 
down to a few styles or models or formulas for his market tests. Laboratory 
tests do not, however, take the place of performance tests among users. 
The area that a gallon of paint will cover in actual use depends not alone 
on the quality of the paint; it depends also on the brush used, the skill of 
the painter, the condition of the surface, the relation of the new to the 
old color, etc. 

Tests in actual use should always be made in addition to, or in conjunc
tion with, laboratory tests. They allow the product to be perfected, and its 
acceptance estimated, before it is even marketed at all. 

A use test should be set up with the same scientific accuracy as a laboratory 
test. It should meet three basic criteria of laboratory accuracy: 

1. It should deal with facts, not with guesses. It should not ask ques
tions about an unknown and hypothetical future situation, nor should 
it discuss, by way of comparison, existing products whose actual use 
by the respondent is already half forgotten, 

2. It should study conditions approximating those of normal, everyday 
use. To set a person up as an "expert,'" for instance, and to ask him 
to make repeated tests of various products, is likely to give an artificial 
result. 

3. It should isolate each of the many factors involved, so that each one 
may be evaluated individually. It is practically impossible to study 
price, package, brand, and inherent quality all at one fell swoop. 

The procedure of setting up such scientific conditions for product testing 
may be outlined only in a general way because the procedure must be modi
fied, sometimes drastically, to fit each product. A flexible shaft or flatiron 
cannot be tested by the same technique as a pudding mix. Although the 
method is equally adaptable to well-established products, examples here will 
also be confined to the testing of new products because of their pre-eminence 
today. 

Before the actual test can be started, several basic decisions must be made: 
First: Should the test consist of a single call or must the product be tested 

over a period of time.' It used to be common practice for investigators to ask 
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housewives merely to take a taste first of one brand of coffee and then of 
another. On this basis, she was expected to make a choice. Yet, this procedure 
set the respondent up as a sort of judge or expert and so was Uable to result 
in fallacious answers. Still more important, it created conditions of use en
tirely unlike normal conditions. 

To be sure, there are certain tests which may be made at a single call. If, 
for example, the choice is between a red tooth-paste tube as compared with 
a blue one, or one design of milk bottle as compared with another, a single 
call may be sufficient. As a general rule one-shot judgments are adequate 
only: 

a. When the test is one of appearance. 
b. When past experience is without any doubt adequate to allow' critical 

evaluation of the new product. In the case of a ffat milk bottle, for 
instance, every housewife knows whether or not she has difficulty find
ing adequate storage space for milk. Or in the case of many industrial 
products, the potential user may have sufficient experience to base 
judgments on blueprints or working models. 

c. When the product is expected to sell on impulse, and repeat sales 
are unimportant. 

Single-call tests should always be regarded with suspicion since in many 
instances unforeseen advantages or disadvantages will appear when the 
product is acmally used over a period of time. The apparently desirable flat 
milk bottle may, for example, prove to spill the milk in pouring. Conse
quently, in most cases it is desirable to test a product over a period of time. 
A new flour or a new flatiron can certainly be evaluated only after it has been 
put to actual use. 

The second decision to be made is: Who should be tested? To test a 
product on a cross section of people means that many people may be in
cluded who will never actually buy such a product at all. Therefore, products 
are usually tested on people who already use the same or a similar product. 
The assumption is that all future converts to the product will be similar to 
present users in their reactions. 

Jf a milk bottle is to be tested, its test market may roughly be assumed 
to be everybody, since most households buy milk at some time or other. If 
the product to be tested is a diaper or a new type of tobacco, the test users 
should be, respectively, mothers with babies or men who smoke pipes. 

One great advantage of selecting the test users in this way is the resultant 
homogeneity of the sample. Because of this homogeneity, small samples 
of users will often yield highly indicative results. Samples ranging from 
5 0 to 2 0 0 users are often adequate for any single comparative point. 

A third decision which must be made In advance is: What products should 
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be used as controls in the test? Wherever possible, the test product should 
be compared with similar product. This control product will in most cases 
be one which is already established and is expected to be the closest com
petitor to the test product. Thus, a new shirt will be compared with a well-
known brand of shirt, a new toaster with the commonly used design, etc. 

In this way it is possible to tell not merely whether or not the people like 
the new shirt, but also whether they like it better or not as well as a shirt 
for which the market Is already a known quantity. 

In some cases a single new product may have to be tested against each of 
a series of established products because the new product will have to face 
several different competitive situations. Because of geographical differences 
in syrup usage, for instance, a new syrup might have to be tested against 
maple syrup in New England, against corn syrup in the Middle West, and 
against molasses in the South. Or, to take another example, a new tooth paste 
might have to be tested against Pepsodent among Pepsodent users, against 
Kolynos among Kolynos users, and so on, since a new tooth paste would be 
competing not with a single product but with an entire group of established 
brands. 

A fourth decision to be made in advance is: How can the test problem 
be broken down into Its various aspects? Every product has a series of aspects, 
any one of which may in itself be sufficient to constitute the success or failure 
of the product. In general, the aspects of a consumer product may include, 
for instance: 

1. The inherent quality of the product, such as its flavor, effectiveness, 
etc. 

2. The type of package. 
3. The brand name. 
4. The price. 

Etc. 

In 50 far as possible, each one of these factors should be tested by Itself 
while all other factors are held constant. A test would be inconclusive if it 
compared a new soap powder with larger granules in an oblong container^ 
on the one hand, or with an established soap powder with smaller granules 
in a square container, on the other hand. 

The resultant preference might be due either to the container or to the 
size of the granule, or to both. In this instance, two separate tests should be 
made: 

1. One test comparing the packages by keeping the granule size the same. 
2. A second test comparing the size of the granules by using identical 

packages. 
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In testing a new soluble coffee, to take another instance, some four separate 
tests might well be made, since the new product might differ from established 
competitors in at least four respects. One test would compare the mild flavor 
of the new product with the stronger flavor of one estabUshed competitor. A 
second test would measure consumer reaction to the addition of carbohydrates 
in the new product. A third test would package the same product in two 
different types of containers in order to gauge package preference. A fourth 
test would measure the relative resistance to the new and unpromoted brand 
by stating on the packages the actual brands of the products contained: one 
new brand name and one established name. 

The specific steps involved in one type of use test^ may be illustrated 
with a new soluble coffee product. The problem to be studied, let us say, 
is whether or not carbohydrates should be added to the new product. The 
test products, labeled so as to make this content difference clear, consist of 
packages of the new coffee and an established soluble coffee without carbo
hydrates. 

Investigators call upon a group of families several times at stated intervals, 
providing them with the necessary test supplies, observing the order in which 
they use the various packages and measuring the rate at which they con
sume the new product as compared with the old. At each contact, investiga
tors offer the housewife a choice between the two products in order to esti
mate preference. They also question her about the reasons for the preference, 
and from this, possibilities for product improvement may be deduced. At 
the end of the test period they allow her choices between several pairs of 
alternative gift offers so devised as to show roughly how much more she 
would be willing to pay for one product than for the other. They also ask 
various questions about the preferences of the different family members, 
the uses to which the product was put, etc. 

In this way, the test approximates the normal situation which the new 
product will have to face: its initial chances at the point of sale, its success 
in actual use, its chances of repeat sales. Its rate of consumption may be 
measured against that of its competitor. Preferences between the two prod
ucts are based not on guesswork, but on experience. 

This procedure, as outlined, is best adapted to foods and drugs and other 
quick-consumption items. With modifications, however, its principles may 
be adapted so that most consumers' goods and some industrial products may 
be pretested in a situation simulating that of normal use. A woman's slip 
may be studied by providing women with two slips, one new and one old, 
and then offering a choice between the two after a period of wear. A new 
orange juicer may be planted in a drugstore beside the old one, and the 

^ First developed by Dr. Raymond Franzen. 
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relative merits of the two discussed later with the fountain clerk. A new 
magazine may be distributed for a trial period, and its readership then be 
compared with that of magazines ordinarily in the house. And so on. 

It is usually unwise to launch a new product unless the evidence is clearly 
in its favor; a iifty-fifty preference between new and old means that the 
new product could be expected to equal its competitor in sales, but only 
after it had received equal promotional backing. A new product usually has 
difficulty equaling an established product short of an extended period of time. 

Nevertheless, there are instances where the fifty-fifty preference may be 
neither final nor conclusive. If the preference for one of the two products 
has increased from 10 per cent at the first call, to jo per cent at the second 
call, to 50 per cent at the third call, the assumption would be that its success 
might increase still further with a longer period of use. Such a product 
might be expected to make a competitive place for itself if given a long and 
intensive promotional start. The best test procedure, in this case, would be 
to prolong the period of the test, providing the families with larger sup
plies, and ultimately going back for a fourth call. 

After the use tests have been conducted, and the product adapted to use 
needs, sales tests have great value in solving point-of-sale problems. They 
high-light in advance any retailer problems or resistances. They allow ex
periments with display, promotion, price differentials, etc. 

The sales test, however, valuable as it is, should be used in addition to, 
not as a substitute for, the consumer test in actual use. This is especially 
true since a sales test has certain disadvantages: 

1. Since the test must be fairly broad in scope if it is to have meaning, 
competitors have an opportunity to copy the best features of the 
product, or to build up sales arguments against it. 

2. It is difficult to follow the transaction once the product is bought. In 
order to determine satisfaction in performance, chances of repeat sales 
need to be evaluated, and this information cannot be secured from a 
simple sales test. For these facts, a second process would be necessary. 

3. It is difficult to give proper weight to the various factors affecting 
sale, such as weather, sales in other stores, too much or too little pro
motion, because of the complex of factors involved. Under conditions 
of short supply, it is practically impossible to interpret the findings. 

4. The sales test takes considerable time and money. 
5. A considerable quantity of units must be made up. 
6. Some products are completely unadapted to it. 

Many products, before they are finally launched, are subjected to all three 
of these types of test. 



4 2 HOW TO CONDUCT CONSUMER AND OPINION RESEARCH 

P R E P A R A T I O N F O R P R O D U C T I O N A N D M A R K E T I N G 

Thus, the process of lesigning and testing, redesigning and testing again, 
continues until a final design is determined. In an absolute sense no design is 
final, but it may be considered final for a particular period of time. At a given 
point, however, the design must be considered final, not because it has achieved 
perfection but rather because executive judgment says: "We can't afford to 
experiment any further; v/e must get into production and begin making profit. 
This design is known to be marketable, so we'll use it." 

Preparation for production and marketing is a problem with many ramifica
tions. It includes making all the necessary changes in facilities, personnel, etc., 
which were discovered earlier in the procedure. It involves such matters as: 

1. Test runs, which are necessary because the production problems are not 
always apparent in advance. Enough units are made to determine how 
the manufacture of the product works in a mass-production setup. 

2. Packaging, trade name, and other merchandising problems, many of 
which may already have been solved in the use tests. 

3. Adequate distribution, which should be related to the coverage of the 
advertising, look forward to problems of service, replacement parts, etc. 

4. Advertising. The budget should be carefully planned to permit adequate 
advertising and promotion of the product before it is "out of the red." 
Many of the advertising appeals and promotion angles will have been 
suggested in the use and other tests. The dealer should be sold on the 
new product, not only through the results of the use tests but by 
means of display materials, etc. It may be desirable to distribute samples, 
ofFer special premiums, or trial offers, in order to break down the initial 
resistance to a new product. 

This method is the modern approach to product development. It conceives 
of the product in relation to its user as well as to Its producer. It avoids the 
ancient error of going into production first, and then later suffering heavy 
losses which result from foisting off an oversupply on an unreceptive market. 
It utilizes the "laboratory of normal use," as well as the tools of physical 
science. Thus it applies all the principles of efficiency to the designmg of the 
product, as well as to its marketing. 

The strongest evidence that this method Is sound is that it Is being more 
and more widtlY used. The manufacturers who have employed it find that it 
works. 



Chapter IV 

M A K I N G A TECHNICAL INDUSTRIAL SURVEY 

CHESTER E. H A R I N G 

Committee for Economic Development 

SO-CALLED "industrial" survey research is similar in its probiems to 
"consumer" survey research. On the other hand, industrial research does 

have several marked points of departure from the consumer survey. 
Industrial research is just what the name implies: research among industrial 

firms. Of course the nature of the problem or the group to be surveyed may 
vary tremendously. 

T H E K I N D S O F P R O B L E M S 

Just as in the consumer field, industrial research studies markets, the nature 
of buying habits, readership of publications and advertising, product research, 
and public relations. 

Usually, of course, it is the manufacturer of industrial products and equip
ment who undertakes the study. Sometimes his agent for the study may be a 
publication, an advertising agency, or a private contractor speciahzing in that 
kind of work. 

I. Market research. The maker of industrial equipment may need to know 
the size of his market, its location, the degree of its concentration in different 
areas, and its nature (i.e., whether breweries, bakeries, or some combination). 
In order to determine successfully that his product will be a success, he must 
determine the relative "brand" standing of the item he contemplates. He 
must be able to make a prediction as to the probable size of this market in 
later years. 

In other words, his problem is similar to that faced by the maker of con
sumers' goods, except that he is working with a different group. Just as the 
consumers' goods manufacturer knows that his market shows concentrated 
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areas, so the industrial manufacturer knows in advance that a majority of 
industry is concentrated in a relatively small number of counties throughout 
the nation. 

2. The nature of buying habits. Related to this question of markets is the 
issue of buying habits. The industrial researcher has one quite different 
problem here from the consumer researcher. The latter, in studying a family, 
generally has to locate his prime buyer from among 2, or at most 4 or 5 
people. The research man studying industrial markets has considerably more 
trouble. It may be the individual in charge of plant purchases who is re
sponsible, or it may not. The man may be called purchasing agent, or he may 
not be. There are literally hundreds of possibilities of the responsible person 
in large industrial firms. All of which means that the industrial research man 
must first make sure that he is interviewing the correct individual. 

Once he has located that person, then there are many questions he may want 
to ask. He may ask about the method the buyer uses in selecting this particular 
item; he may ask about the nature and frequency of repetitive buying; in fact 
he may ask just about the same series of questions that the consumer surveyor 
does in studying buying habits. 

3. Readership. Dr. Freiberg, in his chapter on copy testing, describes 
some refined methods of measuring readership of advertising. In the field of 
industrial advertising, we, too, have attempted copy testing, but nothing so 
elaborate as that discussed by Freiberg. In fact one might say that copy test
ing in industrial fields is in its infancy. 

On the other hand, we have developed sound and tried methods of measur
ing editorial reading of industrial publications. These are basically the same 
procedures used by the consumer publications, and described in Ludeke's 
chapter. 

4. Product research. Industrial research may be concerned with testing the 
product to determine what potential users want it to be like. For example, one 
large manufacturer of industrial machines is now quizzing users of his type 
of equipment about exactly what they want and need in postwar years. 

5. Public relations. Again, industrial research may be concerned with 
measuring reactions of industrial concerns to various companies manufactur
ing needed equipment. While this type of activity has, again, not gone so far 
as the approaches suggested by Wulfeck, nevertheless, this is attitude measure
ment in the nature of public relations research. The type of question may 
simply be "What manufacturer first comes to mind in this category?" but it 
is still public relations research. 

6. Government research. While this book is properly not concerned with 
the "Washington-type" questionnaire, discussion of industrial research can
not be complete without a mention of this. Generally, this government ques-
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tionnairing is concerned with the nature of the industry's business; its 
products, its employees, to whom it sells, and all the rest. 

C O M P A R I S O N O F I N D U S T R I A L A N D C O N S U M E R R E S E A R C H 

1. Similarities. Basically the same techniques are used in industrial research 
as those used in consumer study. The method of personal interviewing is 
probably used most frequently, but there are occasions when mail and tele
phone interviews are obtained. The questionnaire needs careful development 
and testing; plans for obtaining a "cross section" must be made; the sample 
must be adequate in size; the field work must be carefully conducted and 
controlled; the method of summarizing results is similar. In other words, the 
two approaches are fundamentally similar throughout all their steps. 

2. Differences. At the same time there are some essential differences in 
the two approaches. There are differences in preparing the questionnaire, in 
setting up and obtaining the cross section, and in the field work. 

The questionnaire, of course, is to be used with a highly specialized group 
of people, rather than with any cross section of consumers. This means that it 
must be phrased in terms that make sense to the respondent—terms which 
may often purposely be highly technical in namre. 

In obtaining the cross section, there are also several difTerences from the 
consumer approach. Collecting the statistics in advance of setting up the cross 
section is one of these differences. Although the Census does help considerably 
here, the Census is probably even more out of date for industry than it is for 
the general population, since the conversion to war production. The industrial 
researcher, therefore, frequently consults some of the standard references, 
such as Moody's, in collecting up-to-date statistics. The difficulty here is that 
none of the sources lists the small concerns; only the large ones are covered. 
This means that probably 7 0 per cent or more of the statistics are up to date, 
but there is just no coverage of the other 30 per cent. 

In setting up this cross section, one of the early problems confronting the 
researcher is the selection of the proper people to interview. If the product is 
heavy equipment, the title of the proper individual may be purchasing agent, 
chief engineer, plant superintendent, or any one of a hundred phrases. And 
even the definition of the same title in different plants varies. In the large 
plant the chief engineer is probably a quite responsible person, although 
the nature of his duties may vary widely from plant to plant. In a smaller plant 
his function may be nothing more than tending the fires and keeping the 
plant cleaned up. About the only way to overcome this problem is, in the case 
of personal interviewing, to have the investigator referred to the correct per
son; and in the case of a mail questionnaire, to phrase the letter so that the 
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questionnaire will be referred to the correct individual. Certainly no use of a 
purchased list, without a great deal of care, can be recommended. 

So far we may have given the impression that it is always executives who are 
approached in the industrial survey. While this is generally true, on many 
occasions the lower classified personnel must be approached. Particularly in 
product research is it important to get to the people who make use of the 
equipment, in order to get their reactions for careful designing of the item. 

Most consumer research, with the exception of the panel technique, does 
not require interviewing specific individuals. Rather, people are taken "as they 
come" within the restrictions of the cross section required. Industrial research, 
on the other hand, generally means that specific people must be interviewed. 

The qualifications of the field interviewer, too, are somewhat different in 
the industrial survey. Not only must the investigator be of extremely high 
type, but for industrial work frequently must be a male. In addition, the 
training of the fieldworker is more detailed, for he must be so instructed that 
he can answer technical questions put to him by the respondent. The con
sumer interviewer generally needs to know little or nothing about the nature 
of the problem. 

A N I N D U S T R U L P R O D U C T R E S E A R C H S T U D Y 

Charles F. Kettering once said, " A problem clearly understood is generally 
fairly simple." The proof of the truth of this statement was apparent when the 
Hooper-Holmes Bureau was retained by a manufacturer of construction equip
ment to conduct a study on the construction and operation of small power 
shovels. 

The client was frank. His engineers were considering the design of a new 
power shovel of 3/8-yard and 1/2-yard capacity. The management found that 
it was encountering endless discussion on the details of design. They could 
not agree on the proper length of the crawler under certain operating condi
tions, they did not agree on whether the teeth of the ring gear should be on 
the inside or the outside circumference, etc. In short, the management found 
that its engineering department could not agree on whether it had wide or 
restricted latitude in dimensions on certain parts. At this point, the company 
employed our market research organization to obtain these specifications from 
the men who actually use small power shovels. 

Hooper-Holmes inspectors, as their fieldmen are called, knew next to noth
ing about power shovels. Probably most of them knew that they always drew 
crowds ("sidewalk superintendents") In excavating in cities and caused 
detours on highways when the inspector was engaged in his dally work, but 
their knowledge went little further. 
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The truth of Mr. Kettering's statement was immediately seen. The probJero 
was one of making entirely clear to our fieldmen the important facts about 
operation and construction of power shovels so that they might question the 
users without disclosing the meagerness of the inspector's acmal knowledge 
and experience. Another important problem was to design a questionnaire that 
would develop the material desired and enable our nontechnical investigators 
to record it clearly and easily. 

Since the actual results obtained from this survey can be of use to only a 
few persons, they will be eliminated from this discussion. On the other hand, 
the methods developed for instructing nontechnical investigators and the 
questions asked may be of help in industrial research. This discussion will be 
devoted entirely to these two phases of our study. 

Because this industrial survey was so entirely foreign to the experience of 
the fieldmen, and would also be so to nearly all other research organizations, 
it seems instructive to quote at some length from our written instructions the 
portion we headed: 

Background and Approach : 

This survey should prove to be of considerable interest to all inspectors since it is 
in a field in which we only rarely are asked to work. And, since these respondents 
are not continually bothered by questionnaires like many housewives and retailers, 
it should be very easy. Of course all of you are familiar with power shovels which 
you see every day performing the work of large gangs of laborers, and we are sure 
that by the time you have completed your assignment you will certainly know more 
about power shovels than any of your acquaintances. 

Our client is one of the important construction equipment manufacturers who is 
considering making small power shovels. Too frequently such equipment is designed 
by engineers with only hit and miss suggestions from salesmen and users. In this 
case, our client's engineers have agreed to let us make this careful study among the 
men who use their shovels. However, in this particular study, we are interested only 
in small power shovels—those of %-yard and y^-y3:d capacity. 

Although this study is national in scope, you will find your assignment is not 
large, and can easily be completed from the many names we are sending you. 
However, do not be disturbed if the fisted individual is not available for he may 
be on the job hundreds or thousands of miles away. Our defense work has greatly 
upse* the construction industry, and while ten years ago most constmction contracts 
were awarded to concerns a few hundred miles away, today it is not at all unusual 
for a Pacific Coast concern to be building a powder plant in Maryland or Florida. 
For example, on the famous Pennsylvania Turnpike opened last year a Cleveland 
contractor obtained the contract to build one section, and he sub-contracted a tunnel 
to a Denver company. 

But you need not confine your interviews to the individuals listed on the cards 
sent you. You may cover any responsible party holding a similar position on any 
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construction work in your territory, provided, of course, they are using small power 
shovels. In getting interviews with non-listed respondents, don't confine your eff̂ orts 
to your Branch City but get as many as possible from smaller towns nearby. General 
contractors are the large users. This is true because the small machines, which we 
are interested in and which we are discussing, are designed to be as versatile as 
possible and the owners of these machines very seldom restrict themselves to one 
individual class of work, but more or less are opportunists and will take any kind 
of job of excavating or material handling to which their machines may be adapted. 
They may be on a road job this week; they may be erecting steel this week and 
charging bins next week. Therefore, it is possible to classify them as general con
tractors. However, in many cases where we know that the use of the machine is 
along certain definite lines, this specific classification has been indicated on the card. 

For the most part you will find the individual names given you are those of 
engineers on the construction job—rarely will they have office jobs. You will also 
find your ĉ uota probably includes a few operators—these are the skilled laborers 
who actually operate these small power shovels. We suggest that you try to get them 
during their lunch hour when you will find they will be only too willing to gossip 
with you. The engineer whom you have already interviewed will be glad to give 
you his name and ask him to talk with you. 

In all cases make it clear to all respondents that our client is a builder of construc
tion equipment who is thinking of diversifying this line and is, therefore, making 
this investigation of the ^-yard and j4-yard field to see if it warrants the develop
ment of a new and better machine. Also make it clear that you want to know the 
good points of all small shovels, but also the bad ones. Here is his chance to air all 
of his headaches and bellyaches at a time when they really will do some good. 
Undoubtedly the first question of many will be, "Who are you doing this for?" 
Your answer can only be that you do not know except that your New York head
quarters said it was for one of the builders of construction equipment. 

Constructhn of questionnaire. On questionnaires of this type and length, 
it seems advantageous to group together all questions relating to a given 
phase of the study, and to number separately each group of questions. Fre
quently the respondent wil l get a glimpse of the questionnaire being used. 
When he sees a total of 51 questions, as in this case, he is likely to object to 
giving the time, When each section was numbered separately, he could observe 
only 1 5 . But the greatest advantage of dividing a questionnaire into sections is 
the aid it gives in making interviews. Instructions for this small power shovel 
study make this clear: 

You will find this questionnaire is divided into several sections each covering one 
subject. We suggest that when you come to each section you say to the respondent 
something like this, say for Section C: "Now I'd like to ask a few questions about 
Turntables." This will help the respondent understand the meaning of each question 
and make him realize you are changing the subject. Frankly, we believe these ques
tions are stated so clearly that your general knowledge would carry you through most 
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HOrST CABLE 

OIPPU STtCK 

TURNTABLE 

POWER SHOVEL 

Digging is occomplished by puihing or 
thrusling the dipper inio the material by a 

forco (A ) and pulling the dipper through 
the materiol (B) al the same lime. Force (A ) 
i: the "crowd" and is opplied to the dipper 
slick which is the handle or orm lo which the 
dipper Is olioched. Force (B) is the "hoist" 
•nd is effected by pulling in on a cable which 
passes over ihe tip at the boom. 

HOIST CABLE 
CRANK 

Equipped with a longer boom than the shovel 
and of lighter conslruction, usually of latticed 
steel or of plain steel chonnels. 

Hoist line runs over head of boom and is 
equipped with a hook on the end. Cranes 
ore used for lifting service only in lifting pipe, 
tanks, boiler, structural steel and similar 
objects. 

CLAM5HEU 

Equipped with same type of boom as a 

Crane but the hook is replaced wilh a clam
shell bucket, so called because of its resem
blance lo ihe two halves of a clamshell. 

To dig, the bucket is dropped onto the 
material with the clamshells open, as shown 
in position (A) . By pulling in on the hoist cable 
the two halves of the bucket are pulled to
gether and are dosed, becoming filled wilh 
the excavated material in so doing. The 
closed bucket Is then raised, as shown in 

•• - ~ • - ^ position (3) and swung to the desired posi
tion where the excavated material is dumped by releasing a cable and letting 
the bucket open. 
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HOIST IINE 
T H E D R A G U N E 

Equipped wilh some type of boom oi crone but 
hook is replaced with a dragline bucket, which 
resembles o large pan or can, open at front and 
lop only. This Is otioched to the hoist line running 
over the boom head. Another cable called the 
diog-in coble runs directly from the bucket to 

another drum on the machine. (In sketch drag-in cable is shown by doited lines.} 

To dig, the bucket is dropped onto the materiol to bo excavated as shown in position (A). The drog-in cable 
is then reeled in, pulling the bucket through the moterial from position (A ) lo position (B). In being pulled in 
in this manner the bucket becon^ei filled with excavated material. The full bucket is then raised inIo the air 
by meons of the hoist line position (C) and swung to Ihe desired dumping position where it is allowed to tip 
and discharge the material. 

TURNTABLE SKIMMER S C O O P 

This unit hoi a relotively short boom which ii 
in reality a track or rail, with a dipper along 
the bottom which rides bock and forth on the 
boom. 

To dig, the dipper is dropped to Ihe lower end 
of Ihe boom and the boom is then lowered lo'o 
position parallel lo the ground. By means of a 
cable over the end of Ihe boom, the dipper is 

pulled out or owoy from the machine, cousing il to dig and fill with materiol. When the dipper reoches th« 
outer end of the boom, the boom is raised into the air, and the dipper is swung to Ihe desired dumping posi
tion where the material is then spilled out of the dipper, 
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T R E N C H DIGGER 

A t the name implies this unit it uied 
primarily for digging trenches, and in 
JOme p o r h of the (Ountry (primarily 
Delroilj ii being used for digging resi
dence basements. 

It is equipped wilh a stronger and 
shorter boom, simitor to the power 
shovel boom, and has o steel, rigid orm 
hinged at the lop end of the boom, 
with the dipper fastened to itie lower 
end of the arm. 

To dig, the arm is extended or swung 
out at far as it will go, ond the boom 
and arm, in this position, are lowered 
into ihs trench, os shown in position 

(A) . A drag-in coble (similar to that of the dragline—shown by 

dotted lines) Is then reeled in, thus pulling the dipper in toward the 
machine and causing it to dig and fill with mah^rial and to assume 
position ( A - l ) . At this point the hoist line is used to raiie the boom 
and arm door of the trench to position (8). It is then swung lo the 
desired dumping position and the moterial it spilled out of the 
bucket. 

C R A W L E R DETAILS 

ROUat PATH 

ItINO GEAR 

U N O T H OF CRAWin 

CRAWLER BASE 

TREAD BELT 

WIDTH O f CRAWlBt TtEAD 

WIDTH OF CRAWIfil 
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H O O K - P U I N - N E S T E D ROLLER 

The furntable revolves through 360° oF swing and rests on lop the crawler. To permrl swinging Itie turntable 
it Is equipped with rollers on ttie botlom which rest on a roller path on top the crawler bate. 

There are two methods of holding turntable and crawler together. 

(1) A center pin or pintle which Is anchored in the crawler and extends up 
through the turntable base or frame. A targe nut at Ihe top of Ihe center 
pin furnishes the means of holding the turntable down and in the proper 
position relative to the crawler. (See sketch A & B.) 

(2) In the other method, no center pin is used and the turntable is held in posi
tion by hook rollers which ride on Ihe bottom of the roller path and act like 
clomps to hold Ihe turntable down end onchored lo the crawler. (See 
tkelch C.) 

IS. 
1 r - i -^- i 1 

L _ . — I 

JKCTCH A 

O n e method is to employ 4«qually ipoced 
rollen. 

T h b is knovni • » 

PLAIN ROUBtt 

Q Q Q Q OGOO 

sicncH B 

This is similar lo sketch A except that roll
ers are used completely around the dr< 
cumference of the roller palh. 

This is known OSI 

eiRCU O* NEST Of lOUStS 

TURNTABLE REVOLVINO BASE 

HOOK ROUBI 
ROLLER PATH 

HOOK ROUBt 

CRAWLER BASE 

SKnCH C 
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interviews, but we have included in these instructions some diagrammatic sketches 
which will help you understand the meaning of all terms and questions. Do not 
forget that many terms which may be Greek to you are part of the everyday language 
of all respondents. However, carry these instructions with you so you may refer to 
them constantly, and even show them to the respondent if need arises. 

Since these diagrammatic sketches and the descriptions accompanying them 
may be helpful in making clear other industrial research problems, we are 
including them here as Figs, i , 2, 5 and 4. 

Questionnaire Sections. A s mentioned above, our questionnaire was divided 
into eight sections ot subjects; 

A—Identification (7 questions) 
B—Basic Factors and Uses (3 questions) 
C—Revolving Turntable (15 questions) 

D—Crawlers ( 1 2 questions) 
E—Booms (11 questions) 
F—Price ( i question) 

G—Accessories ( i question) 
H—Manufacturers ( i question) 

Some typical questions. A n indication of the kind of questions may be help
ful on other industrial surveys. Al l questions were constructed so that their 
answers could be clearly and accurately reported and later tabulated by means 
of Hollerith punched cards. In studying these questions, remember Charles 
Kettering's statement: " A problem clearly understood is generally fairly 
simple." 

Under Section E—Booms, our first four questions were as follows (note 
that all answers may he correctly recorded and reported by a simple " X " in 
the proper place, and that all answers are precoded for the card-punching 
operation): 

E—BOOMS 

1. What is the minimum acceptable length of crane for ^-yard and 1^-yard 
machines: 

%-yard 

I feet-

IS feet 

x8£eet 

30 feet 1-

47-1 

-3 

-4 

xofeet-

15 feet_ 

z8 feet-

30 feet-

48-1 

-1 

- J 

-4 
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2. W h a t type of crane boom is preferred: 

a. 'Channel type-

Lattice type-

fa. Ooe piece type-

Two piece type-

49-1 

- t 

-3 

- 4 

3. W h e n two-piece type of crane boom is used, what method of inserting 
center sections is preferred: 

Bolted connecting plates-

Pin connections 

Flange connections. 

50-1 

-3 

4. W h a t are the minimum lifting capacities acceptable to you at 10 ' and 25 ' 
radius on %-yard and l/^-yard units: 

At 10' Radius 

8,000 Ibs._ 

9,000 lbs.. 

10,000 lbs._ 

11,000 lbs.. 

li.ooo lbs.. 

10,000 lbs.. 

11,000 Ibs._ 

11,000 ]bs._ 

13,000 Ibs._ 

14,000 ibs.„ 

^-yard Unit 

5 1 - 1 

-2. 

-3 

- 4 

-5 

At 15' Radius 

1,500 lbs.. 

1,000 lbs.. 

1,500 lbs.. 

3,000 lbs._ 

yi-yard Unit 

53-

- 5 

- 4 

-5 

3,000 lbs.. 

3,500 lbs.-. 

4,000 lbs._ 

4,500 lbs_ 

51-1 

- 1 

-3 

- 4 

54-1 

- 1 

-3 

- 4 

T h e s e four questions are typical of all those asked, and each was designed 

both to br ing out the definite answers o f all respondents and to g ive the client 

the range o f requirements in his designs. 
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Making the question dearly understood. The cHent needed to know the 
specific range of the dimensions to use in his new models. Obviously {while 
it would be easy to ask innumerable questions to obtain these data), we faced 
the problems of recording correctly the answers given by respondents and the 
tabulation of such answers. For example, under Booms, we wanted to know 
the highest bank on which the respondent would use the 3/8-yard and 1/2-
yard units to load trucks. A simple question to this effect was easy to phrase 
and answer. But it had to be followed by four dimensions and ranges for each 
size of unit which would be acceptable on the highest bank named by the 
respondent. This appeared to be not one question, but eight. But once clearly 
understood, it became quite simple. By use of diagrammatic sketches it was 
made entirely clear to the inspectors, who in turn were able to make it equally 
clear to the respondents by simply showing them the questionnaire. 

Again, since this method may prove useful on other technical industrial 
surveys, Question # 1 0 from Section E Is reproduced in its entirety. 

Favorable response to study. As the inspectors began to submit their reports 
from the field—the total was 425—it could be seen that they reflected keen 
interest by practically all respondents. From Birmingham the inspector wrote: 
"Most of the questions asked in the survey were not familiar to engineers 
and contractors. All of them pointed out that these could be answered more 
authoritatively by the operator of these shovels. In fact, all of them wanted 
to have their operators interviewed and then endorse the result On the other 
hand, the operator who was interviewed very readily answered each question 
and gave the impression of intimate knowledge and familiarity with each phase 
of the survey." 

Another inspector from Phoenix added to one report; "Mr. 
appeared to be highly honored and pleased that he should be selected as 
respondent in this survey." Rarely do market research men meet with this 
attitude in consumer research. 

The most successful research surveys are those giving something to the 
respondent as well as taking something from him. This survey was a good 
example of mutual interest. This is well stated in the words of our inspector 
in Little Rock: "The men interviewed were very willing to cooperate in 
giving answers to these questions, and they all seemed to have been somewhat 
interested in the questionnaire as it did bring to light information on certain 
parts of the machine that they had not heretofore thought of." 

For good and sufficient reasons the client did not permit his name to be 
divulged to any respondent and of course the field staff was kept in ignorance 
of it. This was regrettable, for most well-conducted market research surveys 
can be made makers of considerable goodwill for their sponsors. As an exam
ple, a Los Angeles inspector noted on one of his reports: "The respondent 
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10. Fill in dimensions and ranges in sketches 
below which would be acceptable to you 
for H yd. and Hi yd. machines: 

H y o r d 

B.. 
C . 
0 . . 

Center 

yard 

B.. 
C 
D.. 

Center 

6 2 -
6 3 -
6 4 -
6 5 -

6 6 -
6 7 -
6 8 -
6 9 -
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stated that In his opinion a survey of this type was something that had been 
lacking in manufacturers' production procedure for many years, not only in 
the manufacture of the subject equipment, but also of various other manu
factured products that are in every-day use by business men, laborers, house
wives, and the public in general." 

Results for the sponsor. With our great conversion to war production, the 
client could not measure the results of this study as he would under more 
normal conditions. However, he did immediately express his pleasure with the 
results when they were submitted to him, and shortly thereafter reported that 
the survey results had practically ended all their technical discussions. All their 
engineers had to accept the evidence obtained from their market. He men
tioned that our study had proved they had wide dimensional margins on many 
points on which they thought they had narrow limits. Other dimensions which 
had been presumed to have large ranges were found to be exceedingly re
stricted. 

Industrial research in this country has not progressed as far or as rapidly 
as has other consumer research. This may be due to the complicated and tech
nical problems involved. It is hoped that this discussion of one such study may 
open the way for many more uses of known market research techniques to the 
interesting industrial field. 



Chapter V 

T H E M O V E M E N T OF B R A N D E D G O O D S 
T O T H E C O N S U M E R 

SAMUEL G. BARTON 

Industrial Surveys Company 

THE greatest progress toward the scientific approach to problems of 
efficient marketing of consumers' goods has probably occurred in the past 

ten years. 
The goal sought is the ability to evaluate people accurately, individually, as 

consumers of any type of commodity and then to allocate the form and inten
sity of merchandising efforts to conform to the value and characteristics of the 
individual consumers as customers for the specific commodity. 

In the simplest types of marketing this task is easily solved. The tailor who 
personally knows his customers selects his cloth with a particular customer in 
mind. In selling he varies his sales talk to suit the individual purchaser— 
emphasizes durability with one; style with another; and low price with a third. 
And finally, the suit is cut, made, and trimmed to the particular dimensions 
and whims of the individual customer. That individual company which applies 
the greatest skill in fitting its efforts to the market pattern is the one which 
will establish the greatest competitive gains and accordingly—the greatest real 
gains in profits. 

The degree to which all manufacturers become more efiident in marketing 
directly affects both our rate of economic progress and the achievement of 
reducing the wide economic swings of depression and inflation. 

In the field of consumers' goods distribution there are generally four levels 
at which progress or sales may be studied. 

1. Manufacturer shipments to wholesalers. 
2. Wholesaler receipts, inventories and shipments to retailers. 
3. Retailer receipts, inventories, and sales to consumers. 
4. Consumer purchases, inventories, and consumption. 

58 
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Of the 10 million dollars spent each year for facts and figures, the great 
bulk (6 or 7 million) is spent in research at the consumer or final level. 

Only at the consumer level can people be individually evaluated as cus
tomers, then divided into more or less homogeneous groups, which in turn can 
be identified and labeled in terms the manufacturer can use in allocating the 
form and intensity of his merchandising effort. 

An individual manufacturer's sales figures will crudely estimate his con
sumer sales on a relatively long-term basis, but such figures, of course, show 
nothing about the movement of the total market including his competitors' 
sales. 

Wholesale or retail sales can theoretically report total market movement. 
The total movement, however, can be broTcen down in terms of consumers on 
only two factors, geographical location and type of outlet, and for these two, 
only by inaccurate indirection. 

In practical research application, wholesaler and retailer sales figures must 
be rejected for smdying many of the major problems because of two con
siderations: 

1. Such figures are hulk figures and do not permit direct identification 
of an individual sale to a specific kind of consumer. This will be dis
cussed more fully. 

2. In addition to this schematic limitation, such "bulk" figures are also 
inaccurate as such because of the growth of multiple channels of dis
tribution including mail order and direct house to house or wagon sales, 
which forms of distribution are not susceptible to the research technique 
of estimating sales through the co-operation of a sample of retailers. 

Aside from technical limitations, bulk figures obtained by checking sales of 
retail stores are made further inaccurate by the practical limitations imposed 
by major chains or multiple stores. In the United States these major chain 
stores do not permit commercial researchers to enter their stores for the pur
pose of estimating their sales. Such chains include the major syndicate, or 
"5- and lo-cent stores," and the Atlantic and Pacific Tea Company whose 
outlets blanket the most heavily populated half of the United States. Others 
with the same policy include the Kroger Stores, Safeway stores, and several 
of the important department store and drug chains. 

Most of these major cliain outlets have private brands sold only by their 
own stores and many of these brands actually rank first or are among the top 
four or five in sales in the total market. 

At present, figures drawn from a sample of drugstores will represent as 
little as one-half of the total sales of many important "drugstore type" com
modities. Likewise, with the impossibility of sampling the large food chains, 
any market estimate drawn solely from independent or small multiple food 
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outlets cannot accurately estimate the absolute total or even the relative com
petitive movement of food products. In the United States this is particularly 
true of coffee, tea, flour, soap, cereals, dentifrices, toothbrushes, vitamins, etc., 
but, to a greater or lesser extent, this limitation contributes to serious error 
in the measurement of all types of consumers' goods. 

The errors caused by the above deficiencies are of the same type as the 
historical research error made by the Literary Digest. U nlike the poll, however, 
manufacturers have had no presidential election to make obvious to all the 
error of incomplete and unrepresentative sampling of the total market. 

During the past six years Industrial Surveys Company lias devoted its pri
mary efiorts toward measurements at the consumer level. One of the reasons 
for this can be quickly observed in the following chart showing the brand 
distribution of toothbrushes. 

During 1943 it was the general impression of manufacturers, based on a 
sample of sales of drugstores, that Dr. West held approximately one-third of 
the toothbrush market, with Tek holding about one-fifth; Prophylactic, one-
seventh; and all other brands, about one-third. 

Panel results showed this estimate to be far from the true brand distribution. 
It Js, however, a fairly accurate picture of toothbrush sales among drugstores. 
This is obvious substantiation of the statistical fact that nothing about the 
whole can be represented by sampling a disproportionate part. 

In view of the above technical and practical limitations of applying bulk 
figures drawn from the manufacturer wholesale or retail levels to the problems 
of measuring the movement of branded goods to the consumer, industry 
has turned to various devices for studying the problem directly at the con
sumer level. Research efficiency requires that extensive corollary marketing data 
be obtained in the process of developing accurate estimates of over-all com
modity and brand movements. 

MEASURING THE MOVEMENT OF GOODS AT THE CONSUMER LEVEL 

To be most accurate, any device for measuring the movement^ of branded 
goods to the consumer must have several attributes: 

It must provide a quantitative basis of measure; pounds, units, dollar 
volume, number of purchase transactions as well as number of families 
buying, number of people buying. 

The approach of the Industrial Surveys Company to this problem of mea
surement of consumer movement is called "The National Consumer Panel." 

When used by intelligent management, the panel becomes the most accurate 

'•A consumer inventory of consumption goods is not valid technique because no weighting 
is given to rate of consumption for each item. 
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Although not yet wel l known in the recently developed field of marketing 

research. T h e National Consumer Panel was selected by the United States 

government to provide a quick and accurate index of the movement of ra

tioned foods for wartime government control (see Chart I ) . 

Other subscribers in the United States include the manufacturers and 

agencies for about 26 food and drug commodities. Additional companies 

are today revising their research, advertising and sales departments to make 

use of the National Consumer Panel. 

In addition to measuring the over-all month-by-month or week-by-week 

brand sales through all types of outlets, the panel permits of accurate measure-

and evidently the only device by which w e may accurately study total retail 

commodity movement. 

Aside from the many additional values which may be derived, w e have 

reasoned that the panel technique, with an average 97 per cent accuracy in 

measuring the total market for consumers' goods, is better than techniques 

theoretically technically perfect which omit any estimate of movement of 

from 30 to 50 per cent of the total market for various commodities. 

C H A R T I 

UNITCO S T A T E S C I V I L I A N P U R C H A S E S OF 

C A N N E D AND TRESM G R E E N AND WAX flEANS 
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M X ; 
V*. 

Total 
Market < 

a 

m n i i i i i ii 

Illustrated in the above chart is the first stage of a continuing analysis of brand interchange. 
The solid black bar above the line shows the amount of business Brand X gained from all 
competition between each pair of periods. The striped portion of the bar below the rero line 
shows the amount of business Brand X lost to all competition for each pair of periods, with 
the black dots indicating the net change and its share of market between each pair of periods. 

This, lirst of all, tells the manufacturer whether the customers of his 
brand are a large group of infrequent buyers, relatively disloyal customers, 
supported mainly by advertising or whether his market is tightly packed among 
a smaller number of highly loyal and steady users. 

Such knowledge sets the basic merchandising and advertising poUcy of the 
manufacturer for the ensuing six months or year period. 

This knowledge of the market can be further refined. The National Con
sumer Panel can subdivide the gains by types of products and by individual 
brands. It can subdivide the losses by brands and accordingly can measure the 
net interchange of business between any one brand and any other (Brand 
Interchange Chart). 

By this means the manufacturer can tell from last year to this how much 
business was gained or lost to competing brands B, C, D, etc. He may also 
measure the amount of business gained or lost due to improvement or deteri
oration of consumers as customers for the entire commodity: changes due to 
causes other than competitive shifts. 

It will be obvious to the sales manager that, with the facility for focusing 
gains and losses on individual brands, it is possible to analyze the individual 
competitor's product, packaging, price, methods of distribution and advertis
ing, and to take corrective measures. 

ment by observation of the primary causes for sales increases or decreases and 
smdy of the efficiency of merchandising and advertising methods. 

Oiart II (Brand Interchange) shows not only how much Brand X gained 
in sales, but the more causal picture of how much business was gained in gross 
and how much business was lost in gross between the two periods to produce 
the actual net change. 

C H A R T II 

TM^M. Brand"X' vs. The Total Market 
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bought, place of purchase, etc. In addition, we may study these lost customers 

from the standpoint of the nature and amount of our advertising which reached 

them and whether or not they were adequately reached by the manufacturer's 

special deals, introductory offers, or other forms of special merchandising 

effort. 

Before examining the other two broad applications of the National Con

sumer Panel we should obtain a more complete picture of the technique itself. 

This paper, however, wil l not attempt to report all the experiments, tests of 

accuracy, and technical procedures which have built the method to its present 

high level of technical accuracy. 

T w o panels are operated by Industrial Surveys Company on a national basis 

— o n e continuously for food, drug, and media measurements; the other repet-

W i t h equal facility we can isolate those individual customers who reduced 

their buying of a given brand and study tlieir family or personal character

istics. W e can examine this "lost g r o u p " of customers from the standpoint of 

location, age, income, family size, and other attributes. W e can also study their 

habits^ such as type of product usually bought, price paid, size of package 
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itive but noncontinuous for measurement of opinion—primarily opinion on 
consumers' goods, conditions of usage, methods of use, and opinion of 
new products. In addition, the company has panels that are operated in twelve 
local market areas. One operates continuously, the others are periodically con
tinuous and are used for local media analysis and test market purposes.^ 

Panel technique means that the facts about attributes, purchases, and media 
exposure are collected repeatedly from the same body of families or people. 
This technique makes it possible to study the purchases of a family made 
during one period of time in relationship to the purchases they made during 
a previous period or to smdy them in the light of the varying volumes of 
advertising to which they were exposed in the past. 

If all persons had unlimited memories, the panel technique would be 
unnecessary. It would be possible to ask a family, "What proportion {to just 
one decimal) of your soap did you buy from Ivory during each month of 
1943? How many issues of magazines carrying Ivory advertisements came 
into your home during 1942? 1943?" 

While everyone will agree that no consumer could answer such questions, 
the answers are requisite if we are accurately and thoroughly to study con
sumers' goods and the efficiency of merchandising efforts. 

The operation of the various panels is fundamentally the same. The facts 
as to purchases of food, drugs, receipts of magazines and newspapers, and 
listening to radio programs must be kept daily and continuously in dtary form 
in the home. 

This work requires, on the average, three minutes per day for the participat
ing family. It is an essential factor and a critical requirement that the family 
diaries be collected each week. After preliminary instruction, making the 
entries properly is far simpler than filling out a Sears, Roebuck mail-order 
blank or a pre-New Deal tax remrn. Because the time required averages three 
minutes per day and because the work itself is interesting, some families, 
we have found, would be willing to participate for a period of time without 
compensation. 

To obtain a cross section and to maintain continuity of reporting among 
all types of families, however, it is necessary that each family be compensated 
for their work. This is only fair, since the accuracy of the reports is dependent 
upon the co-operation and work of the family in the privacy of their own 
home. 

Compensation is paid the family in the form of points, which are credited 
each week. The family may then select from a premium catalogue an article 
of merchandise each month, or, if they prefer, points may be accumulated to 

2 Apart from the National Consumer Panel, as of April 1946, Test Market Panels are 
operated continuously in nine cities. 
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purchase large Items such as furniture, watches, luggage, etc., at Christmas
time or at a birth or wedding anniversary. 

T h e degree to which our efforts have been successful in developing a high 

technical accuracy has been established not only in many field tests, but has 

been proved in our estimates of an extensive list of individual manufacturer 

brands' sales where extensions of the panel reports have regularly agreed 

within a few pounds per capita with known industry and brand sales for one 

and two year periods (see Chart I I I ) . 

CHART III 

Panel Reports 
Variance from 
Known Mfg.Sales 

Extensions to U.S. Totals Basis - One Year 

Hi-fre£}uency Product Classes ± 1% 

Individual Brands ± 6 % 

Low fre<]uency Product Classes ± 
Individual Brands ± lOST 

Proven o n . Toofh Brushes, Dentifrices. Cold Cereals, 

All Purpose Flour. C o f f e e 

The above table represents a summary of valid comparisons available between manufacturers' 
estimates of their yearly sales to consumers and projections of the panel. An opportunity for 
an outstanding comparison between panel and actual sale was derived from one regional 
manufacturer of premium flour. Since sates of this premium product to industry and insti
tutions are practically nil, a valid comparison over an extended time period was avaiJabJe. 
A total of two years' manufacturer's shipments to retailers came within three-tenths of i per 
cent with the panel. Similar high degrees of agreement have been established in other instances 
of valid comparison for both regional and national brands. 

Our procedures in developing the technique to its present accuracy level 

were reported before the American Marketing Association meeting devoted 

to panel research on June 9, 1944, at Philadelphia. 

Leaving technical matters, we shall examine the two additional broad appli

cations which were earlier mentioned. 

T h e National Consumer Panel obtains continuous records of radio program 

listening, magazine and newspaper receipts. The listening to specific programs 

and receipt of specific issues is recorded. A s will be recalled, at the close of 

any period we have a complete record of the purchases of any given com

modity. T h e total purchases of an individual family for an entire year may 
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then be tabulated. We may then divide all families into subgroups according 
to the amount of the commodity they purchased during the year. We may then 
determine what proportion of each of these heavy, medium, light users, or 
non-users were reached by the advertising of a given brand during the year. 
We may examine the result to see if the broadest coverage is among the highest 
buying rate families with coverage diminished in proportion to lower buy
ing rate. Further study is then made as to the distribution of the advertising 
schedule to learn whether the greatest contact frequency is also among the 
highest buying rate group and lowest frequency among the poorer market 
groups. 

Should we find (as we frequently do) that the greatest market coverage 
and highest contact frequency are not among the highest buying rate families, 
the structure of media schedule may be rebuilt element by element to produce 
the desired degree of fitness to the market in accordance with the advertiser's 
policy. (In certain stages of the development of a new commodity such as 
vitamins, frozen foods, dehydrated soups, etc., it may be a valid part of the 
advertiser's plan to allocate a portion of the schedule toward the development 
of new markets.) 

It is apparent that the panel is nsdul, not only in the development of 
broad media and advertising policy as to division between radio, printed 
space, etc., but in increasing the ability of the time and space buyer in the 
selection of the individual components of the media schedule. 

In actual operation we determine for any existing (or proposed) schedule, 
the number of contacts, based on the previous year, which the schedule 
actually made with each dollar's worth of commodity purchases. The assump
tion is that the characteristics of circulation, coverage, and penetration of the 
media will remain basically the same during the ensuing 6- or 12-month 
period. 

Individual media are evaluated in the same fashion. A short cut in the 
preliminary selection of media has been developed which permits of selection 
on the basis of relative efficiency of any individual media to reach various 
subdivisions of the market for an individual commodity. 

The second broad application, derived solely from the panel, is the ability 
to study the continuing performance of consumers subdivided according to 
their number of exposures to advertising or the exposure to special merchan
dising efforts such as deals, special offers, and the like. 

This means evaluating the gross sales eflfectiveness of advertising and 
effectiveness of special merchandising. 

To demonstrate this application we shall examine one illustration of the 
advertising effort of a soap company (Advertising Sales Effectiveness Chart— 
Chart I V ) . 



T H E M O V E M E N T O F B R A N D E D G O O D S T O T H E C O N S U M E R 67 

X Fomiliu rvenlng 

t*b. Har. *tu iWqy Jm *^ 

. —Major Campoisn Period-

tolol Pu l̂haiai d lh> Comniotfitr by ^tQIA USePi 

•iithB'O'PBl Mill -100^ MaBOiHilft 6 luuti S tk*— 
< r iBttW D 4 bluM 

I 4luMi 

This chart illustrates the most feasible technique yet developed for estimating the volume 
of business produced from advertising. The actual evaluation is made on a tabular basis 
by comparing the gains per thousand families between the exposed groups and the unexposed 
groups. 

O n this chart, the proportion of their total soap purchases made from the 
advertised brand are plotted for three months preceding the campaign, for 
the six months of the campaign, and for three months fol lowing. 

No significance is attached to the differences between the advertised and 
unadvertised groups ai any period of time. T h e sales effectiveness is measured 
by the amount of improvement within the advertised group as customers of 
the brand compared to the amount of improvement foimd within the unad
vertised group. 

T h e panel technique can be readily applied to the study of the relative 
change found among consumers exposed to a deal or introductory offer as 
compared to the trend of purchases found among the group not so exposed 
(See Chart V ) . 

T o construct this analysis, all families were divided according to the num
ber of contacts of the brand's advertising which they received during the 
campaign period. 

C H A R T IV 

S A L E S E F F E C T I V E N E S S O F A D V E R T I S I N G 

Brand *X' Share of The Market 

Trend by Number of Magazine & Radio Impre&slons 
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C H A R T V 
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T h e Consumer Panel  
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Rimilies using the P & G Coupon in June 
who were not P & G Customers in May. 
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Purchases of All Bur Soap for laundry 
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All 
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This chart illustrates one technique of evaluating the sales produced by special merchandising 
effort. While the deal was successful in introducing new customers to P. & G. Naptha Soap, 
gains made were primarily at the expense of other brands distributed by the same company. 
The above data must be construed solely as a demonstration of technique rather than any 
representation of performance of the total market because of inadequate sample and inadequate 
time series preceding the coupon deal. 
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While the validity of this technique is now well established in scientific 
experiments, its application is limited by the complexity of the problems 
and the size of the panel sample. The degree of refinement of results is also 
controlled by the frequency with which the commodity and the brand are 
purchased. 

Thus a highly refined evaluation may be made of a major brand of coffee 
because of the low relative variance. The analysis may frequently be carried to 
the point of separately evaluating individual components of the advertising 
structure. At the other extreme would be the problem of evaluating the sales 
resultant from a small campaign split among many njedia forms by a minor 
brand of a low consumption rate commodity such as Worcestershire Sauce. 

The National Consumer Panel is based upon the participation of 3,000 
families-^ representing slightly more than 9,000 persons. While it is being 
regularly Increased in size, It would need to grow manyfold before it can be 
used to evaluate minor campaigns. In a relatively "ideal" case, we are able 
to say media A produced |i,000,000 of additional business plus or minus 
$100,000 while media B produced $1,500,000 business plus or minus 
$50,000 establishing a greater selling power for media A (cost being equal). 

In cases of complex and small campaigns in low-frequency commodities, 
the tabulations are more likely to show that all media combined produced, for 
example, $100,000 of additional business plus or minus $200,000. The high 
apparent variance evidently is due to the interaction of unmeasured secondary 
influences, and to the interaction of the advertising and economic level, 
educational level, and other attributes. 

While complex analyses of variance can probably refine the evaluations, it 
has been found that the major requirement is an extended time series of pur
chasing and advertising. 

For the purpose of estimating sales effectiveness in consumption goods, 
inventories of the amount of a given brand in homes at any given time or even 
on repetitive measurements is useless because of the lack of correlation 
between inventory and actual rate of consumption. Effectiveness must be based 
on measurement of gains in quantitative rate of consumption. The National 
Consumer Panel, in recognition of this requirement, is designed to obtain 
records of consumption and exposure from families on a consecutive four-
year basis. 

The entire panel accordingly will be rotated every five years. This means 
that 20 per cent of the average sample size will provide reports for the full 
four-year period. At the end of three years (Sept. 30, 1944) it is apparent that 
this objective has been realized. The present experimental panel began with 
approximately 2,000 families. This means that after sample adjustment we 

^ Four thous,ind families as of April 1946. 
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shall probably have 500 families on which to base the four-year analysis. 
While perhaps adequate for much of our experimental work, actual measure
ments of sales effectiveness for major commodities and advertising campaigns 
require a static sample of several thousand families. This in turn, of course, 
means an average sample approximately four times the size of the four-year 
static sample. 

Until this larger commercial sample is realized, the greatest gains in 
increase of advertising efficiency are being derived from achieving a better 
fitness of the advertising to the market as earlier described in this chapter. 
This procedure can be^carried out with much shorter term static samples and 
therefore with smaller total samples involving 2,000 to 5,000 families. 

In review, through the panel technique we know the following things about 
each purchase transaction and each preceding and succeeding purchase. 

Day of Purchase Type, color, flavor, etc. Place of Purchase 
Date of Purchase Size of Package Person Buying 
Brand Purchased Number of Units Age, sex, occupation, etc. 

Price 
Deal or Special Offer 

In addition, we know the following things about each consumer family 
(obviously only a partial list): 

Location Size Number of Advertising 
Economic Class Age and Sex Exposures to Radio, 
Education of Adults Occupation and Income Magazines and Newspapers 

of Members 

Each of the above facts, as they are collected each week, is punched into 
Hollerith cards. With modern electrical equipment, including alphabetical 
tabulators, collators, etc., we have developed the methods by which each of the 
above facts about one purchase can be related to each other purchase and in 
turn to each continuing fact that we learn about the family—its attributes and 
its exposure to advertising and sales efforts. 

The ways in which these facts can be combined are astronomical in propor
tion—almost equal to the varied and complex problems which marketing, 
sales, and advertising men are called upon to solve. 

With the help that we have received in our research efforts from the United 
States and British governments and the research and statistics staffs of the 
manufacturers of foods and drugs, we are hopeful and confident that the 
National Consumer Panel will continue to contribute to progress toward more 
imderstanding of the consumer market. 



Chapter V I 

PSYCHOLOGICAL BRAND BAROMETER 

A L B E R T D. FREIBERG 

The Psychological Corporation 

INTRODUCTION 

THE nature of the Psychological Brand Barometer can best be illustrated 
by some actual results. The table on the next page shows results of the 

February {one of four each year) Coffee Barometer in four consecutive years. 
In each study the question "What brand of coffee did you buy last?" was asked 
of housewives in 35 cities and towns of the United States. 

The Psychological Brand Barometer illustrated by this table of four studies 
is a measure of sales not in the economic, but in the psychological sense. It 
measures not in terms of pounds of coffee, or of dollar volume of coffee 
bought, but in terms of people's behavior. It is a measure of customers, a 
report of what brands families use. Its purpose is to reveal whether, from study 
to study, more or less families are buying a specific brand and to show such 
trends in relation to competing brands. 

ECONOMIC VS. PSYCHOLOGICAL DATA 

Increases or decreases in the number of families or individuals using a 
particular product may or may not parallel fairly closely increases or losses 
in volume, in terms of either units or dollars. The sales of a certain brand may 
be falHng off even while the proportion of customers for that brand is increas
ing. The reverse may also be true. These barometers were designed to measure 
changes or trends in customers; if at the same time they give some indication 
of volume, then that is an additional factor in that particular case. A study 
of differences between customer trends as measured by these barometers and 
the usual sales report trends indicates that each measures a relatively indepen-
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COFFEES 

STUDISS M A D E FIRST W E H C I N FBBRUARTT 

Brands 

Maxwell House 

Chase and Sanborn 

Bokar (A. & P.) 

Eight Q-Clock (A. & P.) 

Red Circle (A. & P.) 

Hills Brothen 

Beech-Nut 

Jewell Tea Company 

Folgar 

Sanka 

M . J. B. 

Del Monte 

Boscul 

White House 

American Stores (Asco) 

Mannings 

La Tourraine 

Kybo 

Yuban 

Miscellaneous 

Total Per Cent 

Total Users 

Don't use 

Don't know 

Total Interviews 

*Less than .05 per cent. 

dent Set of facts. Usually fluctuations in the number of customers are more 
gradual than changes in sales volume. 

Lack of comparability between trends in dollar or unit volume and num
bers of customers may occur for a variety o f reasons such as: 

1 . Special sales at reduced prices so that the same number or even fewer 
people buy as much or more of the product as was purchased in a comparable 
preceding period. 

2. The anticipation by customers, wholesalers and dealers of shortages; for 
example, sugar shortages and coffee shortages. 

3. Fear of rising prices which may cause dealers, families, and also whole
salers to buy large quantities ahead. 

4. A general increase or decrease in buying power so that the same num
b e r o f families may buy more or less of a particular product than they did 
b e f o r e . During the past few years, for example, the so-called ill-fed, iil-ciad, 
ill-housed one-third has acquired tremendously increased buying power and 
has consumed quantities o f food, spent millions of dollars on clothing, etc., 
which three or four years ago would have been undreamed of. 

1941 1942 1943 1944 

% % % % 
16.7 15.4 i 8 . i 18.1 

8.9 8.0 9-5 I I . 0 

3-5 1-^ 5-7 4.0 
10.7 11.7 6.1 5.6 

4.0 5.0 3-5 3-3 
6.5 7-5 8.0 8.3 
4.0 3.0 4-1 
i . i •9 •9 •7 
5-5 5 7 8.0 7-3 
3-4 3 1 z.S 

.6 .6 -7 •S 
-7 I . I .8 I.I 

1-3 I.a 1-7 1-4 
•5 .1. •5 .L 

I . I 1.6 1-3 1.4 

-4 -3 -1 .1 
.6 •9 •5 •4 
.S •4 1.0 .8 
.1 m « * 

19.7 30.4 X7.6 17.6 

100.0 lOO.O 100.0 100.0 
9389 9383 4667 5607 

4-9 4-9 3-3 3-1 
i . i 1-3 1.8 .8 

10,000 10,000 5,000 10,000 
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Maxwell House 
Chase & Sanbom 
Bokar (A. & P.) 
Eighc OClock (A. & P.) 
Red Circle (A. & P.) 
Hills Brothers 
Beech-iVur 
Jewell Tea Company 
Folger 
Sanka 
M.J. B. 
Del Monte 
Boscul 

White House 
American Stores (Asco) 
Mannings 
La Tourraine 
Kybo 
Yuban 
Miscellaneous 

Total % 
Total Users 

Don't Use Coffee 
Don't Know 

Total Interviews 

Qutsiion: What brand of coffee did you buy last? 

jThis table copyrighted by the Psychological Corporation. 
*Less than . 0 5 % . 

5. Seasonal changes in volume may not at all correspond to trends in 
number of customers. 

6. T h e rationing rules and regulations have brought about many radical 

changes in the relationships between customers and volume. They have also 

produced changes in customers' buying and consuming habits, not only in 

regard to quantities but also in regard to brands and types of products so that 

some of the usual significance of sales figures has to a large extent disappeared. 

These and similar factors aflfecting figures on sales volume tend to obscure 

the critical element in many sales and advertising programs, namely, whether 

or not new customers are being obtained. Perhaps of equal importance is that 

these iactors obscure what is happening to competitors' brands. Obviously, it 

A B C D Total 
% % % % % 

11.1. 19.0 16.0 I I . i 16.7 
II,J 9.9 9.0 6.1 8.9 

4.0 4.0 3-5 1 3 3-5 
5'7 8.0 10.7 17-7 10.7 
3.1 3 5 4.4 

4 3 4.0 
6.4 7-7 6.0 5.8 6.S 
6.3 5-7 3.6 1-3 4.0 

•3 .8 1-3 1.7 i .r 
5.8 6.0 5.6 4.6 SS 
4-3 3 7 3 1 X.6 3-4 

.8 •7 .6 •5 ,6 

•5 .8 •9 '5 •7 
I .I I .I i . i . 1.6 

.1 •3 •3 •3 •3 
•4 •9 •9 1.1. I .I 
.8 •3 •5 •3 •4 
•S •4 .6 -9 .6 

•3 •7 I .I .6 .8 
.1 .1 * * .1 

iS-8 16.4 30.7 35-5 19.7 

100,0 100.0 100.0 100.0 100.0 
967 l88o 3763 ^779 9389 

1.0 3.1 4-8 9.0 4-9 
1-3 •7 I .I i . o i . i 

1000 3000 40G0 2.000 IO,QOO 

COFFEESf 

SERIES 4 1 

B a i s d O N 1 0 , 0 0 0 I N T B R V I B W S M A D B F E B R U A R Y 1 - 6 I N 55 L O C A L I T I E S . 

R E P O R T C O M P L B T B D M A R C H 7 , 1 9 4 1 . 

S O C I O - E C O N O M I C G R O U P S 
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Socio-: HCONOMIC G R O U P S 

A B C D Total 

% % % % % 
Maxwell House 18.8 19.0 17.8 ^7-3 i8,i. 
Chase & Sanboru 9-7 11.0 I J . O ii.6 11.0 
Bokar (A, & P.) 3.8 4 5 3-8 3-9 4.0 

5-6 

3-3 

8.J 

E i g h t O O o c k ( A . & P . ) ^•7 3-5 5-9 9-4 

4.0 

5-6 

3-3 

8.J 

Red Circle (A. & P.) 3-5 3.6 3-3 3-1 

4.0 

5-6 

3-3 

8.J Hills Brothers 9-3 8.7 8.3 6-9 

4.0 

5-6 

3-3 

8.J 
Beech-Nut 7-9 5-4 3-9 2.1 

4.0 

5-6 

3-3 

8.J 

Jewell Tea Company •4 •4 I . O 1.0 .7 
Fo[ger 7-7 8.7 6.5 6.7 7-3 
Sanka 3.6 1.6 i .g 1.3 1.8 
M . J . B. •5 .6 •4 .6 •5 

I . I Del Monte 1-5 i-S -9 .6 
•5 

I . I 
Boscul 1.4 •2..1. 2..9 ^•4 1..4 
White House .1 .1 .1 •3 

i-S 
.1 

American Stores (Asco) .6 •9 1-5 
•3 

i-S 
.1 

1-4 
Mannings •5 .2. •3 

•3 
i-S 

.1 .1. 
La Tourraine .1 •3 •3 1.0 .4 
Kybo .1 1.0 .8 

» 
.8 

Yuban .1 * .1 » • 
Miscellaneous 18.8 M-3 iS.i. 18.4 ^7-5 

Total % 100.0 100.0 100.0 100.Q 100.0 
Total Users 1315 3861 1859 9607 

Don't Use Coffee 1.0 1 . 1 z,7 6.0 3.1 
D O B ' I Know .8 .6 .8 1.0 .8 

Total Interviews 1000 3000 4000 lOOD 10,000 

Queslim: What brand of coffee did you buy last? 

fThis table copyrighted by the Psychological Corporation. 
*Less than .05%. 

is important for a company to know not only how well it is doing, but also how 
well a competing company is doing. The Brand Barometers give such a 
comparative picture in terms of the number of customers. Results of cus
tomer changes are shown not only for a particular brand, but also in relation to 
all other competing brands. And customers are, basically, what companies try 
to get. 

R E S U L T S BY Socio-economic G R O U P S 

Results are always shown by four socio-economic groups: A, B, C, and D; 
A representing the highest and D the lowest. The following copy of the 
February, 1941, Coffee Barometer illustrates some significant differences in 
brand dominance by socio-economic groups. 

COFFEESt 

SBRISB 5 3 

B A S S D 0>J 10,000 INTBXVIBWS M A D B FbbRUAHY I - I 4 I N 55 LoCALlTIEg. 
RapoRT C O M P L E T E D M a r c h 1 3 , 1 9 4 4 . 
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It will be observed immediately that the high- and medium-priced brands 
such as MaxweiJ House, Chase & Sanborn, and Beech-Nut show definite 
trends by socio-economic groups, being more popular in the higher groups. 
The less expensive brands {e.g-, Eight O'Clock and Miscellaneous) show 
greater acceptance in the lower groups. 

Three years later many of these differences had disappeared under the influ
ence of rationing, shortages, increased buying power (especially in the C and 
D groups) and other factors. 

Maxwell House now shows only slight differences by socioeconomic groups. 
Chase & Sanborn has reversed its trend, now being slightly more popular in 
the C and D groups. Miscellaneous brands, many of which have limited dis
tribution and are generally cheaper, now show no trend. Eight O'Clock shows 
differences by socioeconomic groups of only about half the magnitude of three 
years earlier. Such facts are useful to companies in the determination of their 
merchandising and advertising policies. 

SEPARATE REPORTS FOR MEN AND WOMEN 

Some products, such as shaving creams, are reported only for the man in 
the family. Other products, such as toilet soap, are reported separately for men 
and women. Still other products, such as coffee, are reported in terms of family 
use. The following abbreviated table from the November, 1941, Barometer 
shows, for example, a comparison of usage of principal brands of toilet soap 
by men and women: 

TOILET SOAPS USED BY MEN ANI> WOMHN* 

Wsmsn Mien 
Brands % % 

Lux 10.3 15.; 
Palmolive 16.0 15.i 
Ivory 15.8 ]8.8 
Camay 10.5 7.9 
Lifebuoy 6.0 15.4 

'Based on lo.ooo interviews made November i-6 in 55 
localities. Report completed December 3, !94i. 

Question: What toilet soap did you buy last for yourself? 

Differences of this kind are of interest not only to the sales and merchandis
ing departments of the advertiser but also to the advertising department and to 
the advertising agency, especially the copy writer, who writes some copy 
specifically for men and other copy specifically for women. 
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EXPERIMENTAL ORIGIN AND HISTORICAL DEVELOPMENT 

The Psychological Brand Barometer was started and developed by Henry C. 
Link of the Psychological Corporation, [ i ] ^ After preliminary and local ex
perimental work, the first large study of 1,578 housewives was made in March, 
1932. Experimental studies were continued during the remainder of 1932 and 
during 1933. In September, 1934, the first commercially sponsored full-sized 
Brand Barometer study of 4,000 interviews was made in 47 localities scattered 
throughout the United States. In this study all interviews were made in upper-
middle income group homes, commonly called the B socioeconomic group. 
The B group was chosen because the experimental studies had shown it would 
indicate trends earlier than the population at large. Therefore, changes of buy
ing habits by this group would serve as the first indicators of more general 
changes or trends. 

In November, 1934, and every two months following this another 4,000 
homes were interviewed. This schedule was maintained until May, 1936, 
when the first io,Doo-interview study was made. The same cities and towns 
were used but all socio-economic groups were included. In July and September 
4,000 interviews with the B group were made and in November 10,000 
interviews in all groups were again made. This schedule of two studies of 
10,000 interviews each, one in May and one in November, was followed 
until January, 1940. In 1940 all studies were based on 10,000 interviews and 
four studies were made each year, the first week in February, May, August, 
and November. By June, 1945, 68 Brand Barometer studies and 442,000 inter
views had been made. This series of studies is the oldest continuous and cur
rent poll of buying behavior in the United States. 

T H £ SAMPLE 

Interviews are made in 10,000 homes in each study. In all 10,000 homes the 
housewife or an adult female is asked questions on the first part of the ques
tionnaire which covers products used by the entire family or products used by 
the women in the family. In approximately half the homes the second part of 
the questionnaire is answered by the husband or by an adult male in the family. 
This means tliat there are interviews with about 15,000 people in 10,000 
homes. By asking questions of men on the second half of the questionnaire it 
is possible to get a sex comparison on buying behavior, attitudes, etc. This 
gives additional flexibility and range to these studies. 

Each study is now made in n o cities and towns. The change in sample 
^ Numbers in brackets refer to notes at end of chapter. 



1940 Census 
Cities 

f 

Interviews 

# % 
UrBan Population* 

% 
31. 3700 57.0 37-1 
19 1050 10.5 10.5 

3 i 3150 3 1 5 31-5 
17 1100 J I . O I I . O 

110 10,000 100 xoo 
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from 35 to i i o cities was made in November, 1945. The table below 
shows the number of cities and the number of interviews made in each 
geographical area and compares the number of interviews with the urban 
population in these areas as given in the 1940 census. 

Geographic 

Area 

East 

South 

Midwest 

Far West 

Total 

•Cities and towns 1500 and over. 

The sample is divided into four socio-economic groups, as follows: an upper 
group, designated as A, consists of 10 per cent of the families; an upper-
middle group, designated as B, contains 30 per cent; a lower-middle group, 
designated as C, contains 40 per cent; the lowest group, designated as D, con
tains 20 per cent of the families. The problem of stratification and classifica
tion of families by socio-economic status is, of course, worthy of a book by 
itself. This is hardly the place to go into it in detail, but some comment seems 
indicated. 

In each town or city the local psychologist in charge of the field work 
classifies the families in his particular locality or localities on a comparative 
rather than an absolute basis. The highest 10 per cent in terms of type of 
home, occupation, educational level, etc., are listed as A. In one community this 
might represent an annual cash income of $5,000 or more, whereas in another 
community it might represent an annual cash income of only $3,000. Regard
less of the absolute level, the upper 10 per cent is classified as A. The 
national sample of A homes is obtained by adding together the 10 per cents 
of each individual city. In like manner the D, or lowest 20 per cent, is de
termined and designated. The same applies for the B, or upper-middle 30 
per cent, and the C, or lower-middle 40 per cent. 

In each city or locality the psychologist in charge makes a map designating 
the city areas in terms of these four socioeconomic groups. Assignments of 
interviews are made with the aid of this map. It has been the custom of the 
Psychological Corporation ever since the inception of these studies to specify 
that assignments in each city be widely scattered. An assigrmient of 50, 100, 
or 200 interviews in a city would be made in from four to fifteen different 
areas of the city. This scatter is made with the help of the socioeconomic 
map and has achieved from the start a rough but effective combination of 
area and quota sampling. As an added safeguard in the measurement of trends, 
accurate records are kept of streets and blocks covered in each stxidy, and in 
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successive studies adjacent streets or blocks or odd- and even-numbered homes 
are used. 

FIELD FORCE AND FIELD SUPERVISION 

In each city one or more local psychologists act in the capacity of research 
associate of the Psychological Corporation and supervise the field work. Each 
psychologist is responsible for obtaining and training interviewers and for 
the handling of all details in regard to them, including payment. Training 
materials, instructions, and other helps are of course provided by the home 
office of the Corporation. 

In each study of 10,000 interviews, more than 400 interviewers do the 
field work, making an average of 23 interviews or less per interviewer. This 
spreading of the risk of interviewer bias, carelessness, tendency or risk of 
faking interviews, etc., has been an established policy of the Psychological 
Corporation from the beginning of these studies. 

The work of each interviewer is checked by means of follow-up interviews. 
In each city the psychologist or an interviewer unknown to the original inter
viewers makes calls on two or more of the homes originally called on by each 
interviewer in order to establish the fact that an interview was properly made 
at that home with the right person, etc. 

THE QUESTIONNAIRE 

The questionnaire is mimeographed and limited in length to one side of 
an by 1 1 " sheet of paper. This allows for the asking of approximately 
20 (or at most 25) questions. The interview takes a maximum of 20 minutes, 
and usually only about 15 minutes to complete. 

Special instructions to interviewers cover the specific questions of each 
questionnaire. These are written at the main office of the Psychological Cor
poration and are studied by each interviewer before making his interviews. In 
addition, each interviewer fills out all the questions on the interview itself be
fore making any interviews in order to become familiar with the recording 
technique. 

Products Covered. Some of the products reported for family use are: 

Mayonnaise 
Margarine 
Coffee 
Tea 
Beer for use at home 

Brand 
Type of container 
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news IN SHAVING ACCESSORIES 
1 1 1 ! 

Six-year Trends in Men's Shaving Habits, Above comparisons of men's use of shaving 
accessories based on 34 Brand Barometers of 128,000 interviews in the B income group. 
Special promotion has not helped to raise curves in this field. 

This is certainly a dramatic picmre of trends in men's shaving habits 

during a period of about seven years. The trend lines are trends of use, which 

is of particular significance in regard to electric razors, since it is well known 

Beer consumed away from home 

Brand 

T y p e of container 

Some of the products reported separately for men and women are: 

Shaving cream for men 

Cigarettes for men and women 

Hand lotions for men and women 

Toilet soaps for men and women 

Shampoos for women 

Face creams for women 

Face powder for women 

L O N G - T E R M T R E N D S 

T h e above and other products have been included fairly regularly in the 

Brand Barometer series since September, 1934. T h e fol lowing chart illustrates, 

for example, one of many long-time trends measured by these studies: 
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1938 1939 
May May Nov. May 
% % % % % 
4.1 3.0 7-9 7 i 9.0 
1.6 1.6 3-3 3 1 

that there are more owners than users. For approximately one year the Brand 
Barometer indicated that less than i per cent of men in the upper-middle, or 
B, socio-economic group were using an electric razor. Then the percentage 
began to climb sharply until about the first part of 1939 when it leveled off 
and showed little increase. This does not mean, obviously, that no more electric 
razors were sold. In the first place, as some men discarded or gave away 
their electric razors, others bought. In addition, old models were traded in on 
new ones. There was, however, a static situation in regard to the net users. 
And this existed in the face of continued improvement in the quality of 
electric razors, a steady reduction in price, and some extremely high-pressure 
advertising campaigns and special promotions. 

There was, however, another type of market expansion for electric razors. 
This occurred in an increase of users in the C and D economic groups as can 
be seen from the following table: 

PBRCBNTAOE OF MEN USING AN ELECTRIC RAZOR 

1936 

Socis-tconomic Status Nor. 
% 

C—Lower-Middle Group .9 
I>—Lowest Group .j 

TIME SCHEDULE OF FIELD WORK AND REPORTING 

The field work is completed during the first ten days of the months in 
which the studies are scheduled, that is, in February, May, August, and 
November. Much of the interviewing is done in the evening. Two week
ends are allowed In order to ensure the best possible cross section of homes and 
the interviewing of available men in the family. 

Completed interviews are sent to the New York office by first-class mail or 
by air mail. Upon arrival questionnaires are edited and inspected for stereo
typed answers, for completeness, for accuracy with which the quotas have been 
completed, etc. Questionnaires are then coded and punched on Hollerith cards. 
The cards are then run and sorted to obtain the desired information, tables 
prepared, and reports with interpretations written. The reports are sub
mitted to the clients in either typewritten or mimeographed form during the 
first week of the following month. This makes a total time period of approxi
mately five weeks between the beginning of the field work and the presenta
tion of the report to the client, This rapidity of reporting ensures that trends 
or findings of timely interest are up to date and current rather than historical 
in character. 
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OTHER USES FOR THESE PERIODIC STUDIES 

In addition to the measurement of brand changes, these studies can be used 
for measuring the effect of advertising more directly. For example, the Triple 
Associates technique, described in Chapter IX in this book, can be used with a 
maximum of 5,000 interviews with men and 5,000 interviews with women, 
or with a maximum of 10,000 interviews with women. The reader will note 
that this technique consists in the asking of a question such as "What com
pany advertises 'More Things for More People at Less Cost'.'" Another 
advertising test which can be used is the Aided Recall Test. This type of test is 
illustrated by the questions: "What brand of hand cream or lotion have you 
seen or heard advertised lately?"' and "What did the advertising say.-'" 

Information about ownership of capital goods, such as automobiles; homes 
—kind and type, owned or rented; kind of heating or furnace, etc., can easily 
be obtained. 

Attitudes on current topics, such as rationing, labor and industry, and 
similar types of opinions can be measured. 

In short, this representative sample of 10,000 urban homes can be used for 
any of the purposes to which a repetitive series of studies is helpful or worth 
while. 

EMPIRICAL DEMONSTRATION OF LAWS OF CHANCE 

In April, 1934, the Psychological Corporation made a special Brand 
Barometer study of 5,165 interviews [2} . This study was used to make an 
empirical test of whether market research data of this kind conformed to the 
familiar Bernoullian type of distribution. Answers to questions were coded and 
punched on Hollerith cards. The cards were then sorted in random order into 
51 sets of 100 cards each, each set of 100 containing the same proportion of 
interviews from each of the four geographical areas as were in the entire 
sample of 5,165. These 51 sets of 100 were then mn on a variety of Brand 
Barometer questions. 

One of the questions was on brands of tooth paste used. The following 
table from the original article shows the scatter of responses for two brands of 
tooth paste—brand A and brand E. 

Brand A has an average of 16.22 per cent. The standard deviation of 16.22 

per cent, as computed by the regular formula ^ S . D . = / J ^ / ^ ^ is 3.68. (It 

will be remembered that the purpose of this study was to test whether or not 
market research data of this kind followed the familiar Bernoullian distribu-
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Percentage who Percentage who 
No. of Samples Bought Brand A No. c/ Samples Bought Brand E 

of 100 in Each Sample oflQO in Each Sample 

I 9 I 0 
0 10 0 I 

il. I I I z. 

4 11. 3 3 
3 13 5 4 4 M 6 3 
6 15 9 
9 J6 8 7 
6 17 7 8 

4 18 5 9 
3 19 2. 10 
I iO 2. I I 

3 2.1 11. 
3 2.1 — 
I 13 
0 M 
I 

51 

Average of 51 samples of 100 16-39% Average of 51 samples of 100 6.63% 
Actual average for 5165 i6.i.i% Actual average for 5165 6-56% 

tion.) This means that the theoretical variation of one standard deviation 
v/ould give 16.22=^3.68, or between 19.90 and 12.54 P̂ "̂  "̂ ^̂ t. An examina
tion of the table will show that 35 of the 51 groups of 100, or 68.6 per cent 
(theoretical percentage is 68.3), fall within this range. If twice the standard 
deviation, the range is between 23.58 and 8.86 per cent. Fifty of the 51 
samples of 100, or 98 per cent (theoretical percentage is 95.4), fall within this 
range. If we take three standard deviations, the range is from 27.26 to 5.18 
per cent and all of the samples of 100 (theoretical percentage is 99.7) fall 
within this range. 

These results, as well as others cited, demonstrate empirically that the 
binomial distribution and the corresponding probabilities and laws of chance 
apply to research data of this kind. To the best knowledge of the author this 
is the first empirical demonstration of this fact and as such represents a 
definite milestone in the field of marketing research. The resulting cettainty 
of knowing within what latitudes of error to interpret results has made for 
definitely increased accuracy in the interpretation and understanding of find
ings based on this kind of market research data. 

OBSERVED PERCENTAGES OF PURCHASE FOK 51 SAMPLBS OF 100 INTERVJBWS 

EACH FOR Two BRANDS OF DEE^TRIFBICB [3] 

B R A N D A B R A N D E 
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Coffee 90 
Mouthwash 90 

Motor oil 90 

Beer (away) 90 

Toilet soap (women) 8j 

Cigarette (men) 89 

Tooth paste 88 

Face cream . 88 

Flour 88 

Shaving soap 88 

Hand lotion 87 

Tire 85 

Average 30.0 

A D . 1,8 

A special analysis indicated that there were no reliable differences in the 
amount of shifting toward or away from the more widely advertised btands. 
These high percentages of agreement and the uniformity for different brands 
certainly indicate a reliability more than adequate for most practical purposes. 

In a subsequent study of validity [ 5 ] , housewives' responses to Brand 

RELIABILITY AND V A L I D I T Y OF BAROMETERS 

In 1936 the Psychological Corporation made five grants for special research 
projects in connection with the Brand Barometers. Two of these, one for a 
study of reliability and one for a study of validity, were made to John G. 
Jenkins, then professor of psychology at Cornell University and in charge of 
the marketing research work of the Psychological Corporation in Ithaca, 
Binghamton, and the lower-central area of New York State. 

In a regular Brand Barometer survey, 150 interviews were made in B, or 
upper-middle class, homes. The interviews were then "misplaced." Two days 
after the original interview a repeat interview was made wherever possible 
with the same respondent, the explanation being that the interviews had been 
lost. Exactly 100 repeat interviews were obtained. An item-by-item analysis of 
these 100 interviews showed the following results: 

SHOWING THE PERCE^^^AGB OF RESPONDEhrrs NAMING THB SAMB 

BRAND ON REPEAT INTERVIEW [4} 

Per Cent of 

Respondent! Naming 

Commodity Sams Brand 

Beer (home^ 37 

Tomato juice 53 

Cigarette Cwomen) 93 

Toilet soap (men) 91 

Face powder 91 

Scouring powder gi 
Gasoline 91 
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Crackers 

CereaJ 
7° 
70 

Package dessert 67 

Cheese 6 j 
Flour - 62. 

Mean 77.5 

A. D. 10.4 

It will be observed that the above percentages show "agreement" between 
individual sales slips and the corresponding Brand Barometer interview. The 

"percentage of agreement" of the Brand Barometer responses oj the entire 
group with sales-slip figures will usually be higher than this except where 
there is perfect agreement of individual responses. This is due to the fact that 
the "non-identical individual responses" tend to distribute themselves in rela
tion to brand popularity. This will be obvious from the following table: 

B R A N D BAROMETER RESULTS 

Grouf 
Distrihutiort of Kesponies 

Nonidentical Total Identical 

Individual Group with 

Brand Slips Salts Slips Responses Kesponstt Sales Slips 

A 

B 

C 

Individual 

Rsjpenses 

Identical 
SaUs with 
Slips 

# 
Sales Slips 

^7 
i 6 ^3 
18 15 

8 10 
15 
8 

10 8 
S 4 

100 85* 

5 3^ 31 
3 16 i 6 

5 'I - ^7 -7 
3 " 10 

1 10 10 

4 4 
o 

97t 
; 97 per cent agreement. 

Barometer questions were checked against sales slips in a local store. The 
following table, based on data from 70 homes, shows the "percentage of 
agreement" between sales slips and Brand Barometer responses. 

SH0^W1NG PERCENTAGE OF A G R E E M E N T BBTWBBN BRANDS REPORTED AS LAST PDRCHASKD 

A N D SALES-SLIP RECORDS OP A C T U A L L A S T PURCHASES 

Percentage of 

Commodity Agreemtnt 

Bread 100 

Salad dressing 93 

Canned soup 90 

Coffee 88 
Butter 84 
Caoued fruit 78 

Soap 72. 
Canned vegetable 71 
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The above table is only illustrative, but it indicates that the degree of 
validity of the group as a whole may be higher than the "percentage of 
agreement" of individuals. This occurs, of course, because the "nonidentical" 
responses tend to distribute themselves in the frequency order of the identical 
responses and of the sales slips. 
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Chapter VII 

PUBLIC RELATIONS RESEARCH 

W A L L A C E H. W U L F E C K 

Federal Advertising Agency, Inc. 

THE organized, consciously devised public relations program is a phe
nomenon of the between-wars era. Public relations programs are the 

product of "big business" and its necessity for maintaining healthy public 
attitudes during a period when the climate of public opinion was increasingly 
unfavorable to large centralized business enterprise. Initially these programs 
were ex post facto. That is to say, they emerged as the direct result of the 
public's putting industry on the defensive, thereby threatening the sales 
position of their products in a competitive market or their investment position 
in the financial market. In general, what usually happened was that a given 
industry suddenly became aware of a mounting negative, or protest, attitude 
on the part of the public, or its employees, toward its publicized methods of 
operation, labor relations, dealer relations, advertising or selling methods. 

In the earliest days of developing negative opinion, few industries had 
either the experience or the personnel capable of constructing a propaganda 
program effective enough to manipulate successfully the mass psychology of 
the investing or consuming public. The result was the rise of independent 
public relations counsels, who were retained by individual industries and 
frequently by trade associations of industries in related lines to counsel, 
devise, and execute programs of public education favorable to their clients. 
Today the evidences of these measures can be found by any discerning reader 
of newspapers and magazines, or listeners to the radio. No one can question 
the effectiveness of the job accomplished, but many have questioned the 
honesty of the tactics employed. 

As soon as industry and its public relations counsels started to work, it 
became strikingly evident that an intelligent policy would dictate the main
tenance of a continuous educational program to stave off the possibility of 
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crises in public attitudes developing. Once this requirement was recognized 
and accepted, public relations research became inevitable. It became clear that 
a campaign of public re-education had to begin with accurate knowledge of 
the present state of the public mind. Moreover, industry wanted to know 
what was accomplished by their effort and at the same time the public rela
tions counsel was forced to demonstrate to its client some measure of the 
effectiveness of its program. This meant the development of research devices 
to measure the continuous trend of stability or swing in public attitude. 

Two needs thus provided the foundation for public relations research. 
First, the need to know what the public mind was at any given moment as a 
base from which to begin educational operations. Second, the need to measure 
the relative effectiveness of the programs as they were developed. 

Turning now from this brief historical appraisal of the background of 
public relations research, it would be valuable to attempt a definition of the 
problem of public relations and the areas enclosed within it. This is necessary 
if we are to understand the broad field of investigation to be covered by such 
research. 

A definition of the phrase "public relations" is relatively simple, but a 
description of the areas of influence within which to operate is much more 
complex, [ i ] As a matter of fact, there is not a great deal of common agree
ment on this point. To begin with a definition—public relations is the process 
of educating public attitudes in the direction of favorable opinion, or positive 
approval, of the operations and policies of a given industry through the use 
of advertising and publicity techniques. There is plenty of room to quarrel 
with this definition on the ground that it is too narrow but in essence it covers 
the basic activities of practically all programs in operation today. 

Strong argument can be made for including the adjustment of the actual 
operating policies of a company to the public expectancy as the basic element 
in any public relations program, but few companies have accepted this radical 
notion. 

The problem of defining the areas In which a public relations program 
must work is tied up closely to the conception of what constitutes the "pub
lic." In the early days the public was conceived as all those persons not 
directly related to or identified with the management of a given company. 
For example, it tended to exclude stockholders and employees. Generally, 
little attention was paid to the stockholder beyond the mailing of the annual 
statement of the industry, which was usually obscure and unintelligible. The 
employees' attitudes, on the other hand, became a problem in "labor rela
tions," with all that the term implies, and was assigned to a separate group 
of specialists in a department all their own. 

Many of the business organizations which have made the greatest progress 
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now group these functions into one category and regard them as one and the 
same problem. They define their areas of public relations work as including: 

(1) The general public 
(2) The consumers of their products 
(3) Their employees 
(4) The stockholders 
("5) Their management 
(6) Government 

A program conceived on this broad base recognizes the interrelatedness of all 
these groups in creating public attitudes and the wide ramifications of indus
try's responsibility to them. 

Research, then, in this field, must contend with the specific attitudes of 
these various heterogeneous segments of the pubHc and at the same time 
investigate the ways in which the attitudes of any one segment tends to in
fluence the direction of the attitudes of all of the other segments. At this 
writing many of the ramifications of these complex interrelationships have 
never been investigated, partly due to the fact that techniques have not yet 
been developed to measure reliably the subtle impact of one element upon 
the other. 

USES OF THE QUESTIONNAIRE IN INDUSTRIAL RELATIONS RESEARCH 

It was pointed out above that many of the problems in this field have never 
been subjected to investigation by questionnaire techniques. Nevertheless, 
the past few years, notably the war years, have seen more frequent applica
tion of these methods in limited areas of investigation. Not much imagina
tion or daring has been exhibited in attempting to devise unique applications 
for digging into the elusive and apparently intangible elements underlying 
many of the problems. Perhaps these adventures will come only through the 
pressure of necessity for solving the increasingly complex problems of the 
future. We can hope they will come before that time. 

In outline form the following is a partial list of the ways in which the 
questionnaire method has been used. 

1. Through periodic nation-wide surveys to determine and plot the changes 
in public attitudes toward specific corporations. These have been trend 
studies conducted for more than ten years. 

2. For occasional and trend studies to measure public confidence in busi
ness, labor unions, government. 

3. For occasional investigations of public opinion toward a specific indus
try, a philosophy of government, i.e., the New Deal, a particular labor 
dispute or a special personality, i.e., John L. Lewis or Sewell L. Avery. 



PUBLIC R E L A T I O N S RESEARCH 89 

4. For investigating stockholders' attitudes toward the management and 
policies of the corporations in which they share ownership. 

5. For finding out what the worker thinks about his job, his company, his 
foreman and his labor union. 

6. For measuring job security attitudes among workers during the war and 
projected to the postwar period. 

7. In determining public attitudes toward and confidence in advertising. 
8. For having employees select from among several alternatives the retire

ment benefit plan they prefer without their knowledge that the survey 
is being made among the employees of their company. 

9. For estimating the competitive position of a given manufacturer against 
others independently of the product brands made for sale. 

10. For predetermining the attitudes of distributors toward the sale of a 
product which has never been sold, on the basis of the manufacturers' 
reputation. 

11. Various war agencies of the government have made extensive use of 
questionnaire studies to estimate public reaction to projected programs 
and to measure public response to programs already in operation. 

With this background in mind we proceed to examine in greater detail 
several of the more successful ways in which research methods have been 
applied to measurement in the field of public relations. Since practically all 
research in this field is private and confidential, little has been published 
about the methods employed. Not many specific case histories are available 
for discussion. Therefore, the following material was selected to be illustra
tive of the techniques employed. 

MEASURING TRENDS 

Oddly enough, measuring trends in public attitudes toward a group of 
large industries was probably the earliest serious attempt to investigate this 
field. In the early 1930's the Psychological Corporation established, under 
the direction of Dr. Henry C. Link, its Brand Barometer. This nation-wide 
survey was designed to make continuous periodic measures of consumer 
preferences for certain branded merchandise. However, it was not long 
before the questionnaires included questions intended to measure the extent 
of changing attitudes toward a limited group of large corporations. 

Interviewing for the Brand Barometer is done in some fifty representative 
cities each quarter of the year. The sample size of 10,000 is constant from 
period to period and is carefully kid out to secure a representative cross 
section of the population. Controls are applied to geographical distribution, 
city size, age, sex, and economic status of the persons to be interviewed. Since 
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OCTOBER, 1544 JANTTARY, 1945 
Fav. Unjav. D.K. N.A. Fav. Unjav. O.K. N.-^. 

Company A 76% 10% -.Of 
8 

1%. 80% 10% 0% z % 
Company B 5̂  40 

-.Of 
8 • 5̂ - 40 8 0 

Company C 81 10 7 59 31 10 0 
Company D 46 5^ I I 5̂ 56 14 7 

Thus, Company A shows a slight improvement in favorable response. For 
Company B there is no change in attimde. Company C has lost a significant 
percentage of public favor, and Company D shows an even more serious 
position. It must be pointed out that the "Don't Know" and "No Answers" 
are often as important for interpretation of position as are the unfavorable 
responses. The plotting of these data on graphic trend lines for long periods 
shows even more clearly what is happening to each company in relation to 
the others as well as the individual long-term changes for each participant. 

it is not a panel operation, a new population is interviewed for each period, 
assuring randomness of results and avoiding stereotyped responses. 

It is not possible to report here the exact wording of the question (which 
is always the same) nor the names of the companies for whom reports are 
made. However, we can set up a hypothetical question and a set of imagined 
results in tabular form simply to indicate the ways in which trends may be 
measured. Let us assume then that the questions is: 

1 . How do you feel about the policies of X Company? 
Favorable Unfavorable Indifferent 
Don't Know No answer . 

Obviously this is an extremely broad policy question. The responses to it 
mask many underlying attitudes toward specific aspects of the companies' 
policies or program. Responses to such broad questions provide an index of 
what might be called the "halo" attitude. Depending upon what is wanted, 
it is possible, of course, to ask questions regarding specific attitudes. For 
example, we might ask: 

2 . How do you feel about the labor policies of The X Company? 
Are they fair or unfair^ . ? 
Don't know No answers 

However, it is clear that if we are concerned only with the trend of over-all 
attimdes toward a group of companies, then the more general type of ques
tion provides an adequate basis for measurement provided the question Is 
properly phrased. 

"The results of question i for over-all response of the sample might be 
tabulated as follows: 
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Quite frequently marked shifts in opinion can be directly related to special 
events reported in the press or on the radio, such as a strike or some remark
able contribution to the war effort. A notable case in point was the 
Montgomery Ward controversy with the President and the War Labor Board. 
If it had happened that this company's public attitude history had been 
measured and plotted, current sampling would undoubtedly record significant 
changes in the public attitude as a direct result of the publicity given this 
fight. The company then might find guidance in determining the wisdom of 
its actions so far as public approval or disapproval might influence its policy. 

A further consideration of the tabulation above reveals that detailed break
downs may provide important material for analysis of attitudes by sex, age, 
economic status, city, and geographical area. Frequently pockets of negative 
opinion can be isolated and plans made to re-educate particular areas or 
groups. Or through the use of special methods applicable to certain classes of 
the population programs may be developed to shift attitudes into a more 
favorable frame. Often, in research of this sort there appear wide differences 
between plant cities and nonplant cities because the interest and information 
is greater close to home. Therefore, it Is always wise to make this type of 
analysis, since the populations of the two groups (in plant and nonplant 
cities) are not of the same complexion and the over-all results arc often 
colored by this fact. 

There are, no doubt, other techniques being used to plot trends in public 
attitudes toward industry. The foregoing Is one suggestive method for doing 
the job. It is sufficient for our purpose here to illustrate the application of 
marketing research methods to the measurement of industrial relations 
problems. 

INDUSTRIAL RELATIONS RESEARCH 

Modern leadership of industrial management is more and more adopting 
a point of view which holds that the venerable paternalism of management 
never has and cannot now effect a successful rapprochement between their 
workers and themselves. Nor can goverrunent regulation or a politically 
minded labor leadership effect the necessary relationship of mutual trust and 
confidence. A profound lack of understanding of the purposes, methods, and 
aspirations of each other is the root of the trouble between workers and 
management. 

Organized labor has as yet made little effort to find a basis for a working 
relationship. It is committed to a policy of coercive conflict to achieve its ends 
rather than co-operative understanding. Except for the method of conflict, 
the same might have been said of business until recently. Only in the past 
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few years several groups speaking for management have made serious at
tempts to get at the underlying attitudes of workers through research. At 
least management seems to show a dawning recognition of the need for 
mutual understanding. 

Two of these researches utilizing different field interviewing methods will 
serve as examples of the way in which these techniques may be applied to 
investigations of industrial relations. 

The first of these studies has been going on for several years. As this is 
being written, plans are completed for continuing the interviewing program 
well into the fumre. Under the guidance of Everett R. Smith, director of 
research for Macfadden Publications, Inc., a program of intensive in-the-home 
interviewing has probed deeply into the minds of American workers to find 
out what management must know about their attitudes, needs, and aspirations 
in order to understand them. This is a sincere attempt to get at the truth. 
Among others, they sought answers to such questions as "Why is it that the 
great majority of them [workers] lack confidence in business? Why do they 
feel that they must look to government? What do they want for themselves 
and their families in the postwar period? And what can be done about it?" [2} 

The answers to these questions did not come as specific responses to formal 
questions, but were secured through long informal but guided conversations. 
Considerable time was spent in developing and evaluating the informal inter
viewing method. The men who did the work became expert in drawing out 
the workers so that underlying attitudes were spontaneously expressed and 
the emotional strength of the attitudes revealed. Much of the interviewing 
was done by Mr. Smith himself. 

Interviews were made in the homes of workers adjacent to the plants being 
investigated. The respondent knew that the study had no connection with 
their employers. As Mr. Smith points out, these were "discussions where the 
interviewer has the complete confidence of the worker and his wife, to the 
degree that they will express freely their personal and private opinions and 
reactions." 

The number of interviews made in any one locality was determined by the 
pattern of the attitudes revealed. If, for example, 25 or 50 interviews showed 
a pattern in which common denominators were constantly recurring with 
little variation in attitude, then this number was regarded as adequate for 
that area. If, on the other hand, there were wide variations in response, the 
interviewing was continued until no new facets appeared. Although due 
regard was paid to the statistical and quantitative requirements for reliability, 
in essence this is a qualitative enterprise. 

The reports of these data are entirely qualitative and interpretive. It is this 
"reporting" treatment which gives the results their peculiarly down-to-earth 
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value. These reports are the reality, the stuff of the minds of men and women. 
A s such they bring the problem down to the level of daily living where it 
actually exists and where understanding must take place. 

Because the reports are individual and qualitative, they cannot be ade
quately summarized here. Suffice it to say that the suspicions toward manage
ment methods, the misconceptions, the insecurities, the needs, the hopes, the 
aspirations, and the expectancies of the workers are outlined in sharp relief. 
There can be no mistakes about the question of where management stands 
in the minds of employees. Sometimes the answers are so clear that the cor
rective program is at once obvious. This method of reporting held research 
results is a particularly fine example of one way to make data live for the 
reader. The three reports are generally available and careful study devoted 
to them will be rewarding to the student who is interested in the applications 
of field methods and especially the method of presentation and interpretation 
of results. Many practitioners of opinion research are expert technicians, but 
few demonstrate genuine competence and imagination in the analysis and 
interpretation of their findings. 

A second survey of worker opinion illustrates the use of the questionnaire 
method as contrasted with the conversational type reported above. As in the 
previous case, this study was sponsored by a publication. Factory Manage
ment and Maintenance employed the Opinion Research Corporation of 
Princeton, N . J., to interview factory workers across the nation . . . "in the 
interest of better understanding between management and worker." 

A formal questionnaire was developed to be used by the interviewers who 
stopped industrial workers on the street near a plant. Examples of the types 
of questions used will be given in the following excerpts from the results. 

The sample was of sufficient size to permit a projection of the results to 
the 17,000,000 wage earners in America's manufacturing industries. Control 
of the sample can best be illustrated by quoting the report: " . . . great care 
was taken to allot the interviews in exact proportion to the geographical con
centration of industry, type of industry, size of plant, length of employee's 
service, age group, and sex. For example: 10 per cent of the industrial pop
ulation resides in New England; 11 per cent of Factor-fs interviews were 
conducted in New England. 

"Another example: 23 per cent of industry is found in cities of 100,000 
to 500,000 population; 25 per cent of the interviews were conducted in cities 
of that class. Still another example: 17 per cent of the industrial population 
is engaged in textiles—apparel-leather production; and 19 per cent of the 
interviews were with workers in those industries." In other words, the sample 
was believed to be "representative of hourly paid and piece rate workers 
throughout the nation," 
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Answer: 

Question; 

Answer: 

Joining a Union 7 2 % 
"Go it alone" 1 4 % 
Can't decide 1 4 % 

"Do you feel that the head men of your company have the workers' 
interests at heart; or do you feel that they are not much concerned with 
what happens to the workers?" 

"Have workers' interests at heart" 56% 
"Are not much concerned" 3 5 ^ 
"Have no opinion" 9 % 

"Would you say the pay of foremen in your plant is about right, too 
high, or too low?" 

About right 
Too high 
Too low 
Have no opinion 

62% 
6% 

Other writers in this volume will have discussed the importance of the 
adequacy of the sample for reliability of results. W e will not repeat here 
except to point out the essentiality of a true representation of the population 
to be measured. Less than that leaves the results open to question, especially 
where projections are to be made against a total population as in the case at 
hand. 

The following are typical questions used in the survey: 

Question: "In the first year after the European war ends, what sort of picture do 
you see in the matter of unemployment—do you expect a Jot of unem
ployment, a medium amount, or not very much.'" 

"A lot" 29% 
"A medium amount" 24% 
"Not very much" 36% 
Undecided 1 1 % 

"Who do you think will do the most to solve the job problem after the 
war—the government, labor leaders, or company heads?" 

Government 47% 
Company heads ^4% 
Labor leaders 1 4 % 
Undecided 1 5 % 

"Which way to you think the working man has the best chance of 
making a good Jiving^by joining a union or by trying to go ahead on 
his own?" 

1 9 % 
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These questions suggest the general tone and direction of the problems 
investigated. They tend to reflect the guided opinion of the wage-earning 
population toward the critical aspects of their job security and where they 
place their faith in the solution of the problem. Broken down by types of 
industry, age, union, membership etc., they provide penetrating insights 
into the minds of workers and set the basis for understanding on which 
harmonious relationships can be established. 

The two foregoing examples demonstrate specific ways in which opinion 
research has been applied to the study of industrial public relations. From this 
material it is an easy step for the imaginative research-minded person to 
envisage the possibilities inherent in these techniques. Not all the answers 
can be obtained this way, nor can the problems be solved simply by acquiring 
knowledge of this sort. But without this kind of information on which to 
build there can never be hope for achieving mutual understanding and har
mony between the public, the employees, and industry. Therein lies the 
challenge for research. 
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Chapter VIII 

C O N S U M E R R E S E A R C H I N T H E D E V E L O P M E N T 

O F A D V E R T I S I N G C O P Y 

A L F R E D C. W E L C H 

Knox Reeves Advertising, Inc. 

GENERAL PURPOSES 

THE purpose of using consumer research in the development of adver
tising copy is to contribute whatever is possible toward attaining the 

objectives the particular advertising is designed to accomplish. 
Development of the advertising is only one part of the advertising pro

gram. Consumer research is only one cog in the process of developing effec
tive copy. Research to develop copy is separated from other advertising 
research only for convenience in analysis and explanation. In actual practice, 
other applications of consumer research—such as copy testing and product 
analysis—are so intimately tied in with research to develop copy that all often 
are combined into a single research plan. 

Often the principal purpose of an advertising campaign is to get people 
to buy a particular brand and to keep on buying It. Here the research program 
faces two questions: ( i ) What should you tell them to get them to buy and 
to keep on buying? {2) How should you say It? Emphasis should be put on 
the "keep on buying" objective to prevent heading toward short-run, high-
pressure techniques and to focus major efforts on building up long-run con
sumer satisfaction.^ 

^The principal purpose of the advertising is not always direct promotion of sales. Some
times it is merely intended to get people to think favorably of the company. The first question 
simply is rephrased to lit the objective: ( i ) What should you tell them to get them to think 
favorably of the company? (2) How should you say it? Similarly, the questions can be varied 
to fit any objective; and, of course, it is understood that success in attaining the objective is 
to develop advertising that will do the job at the lowest cost. 

Although other questions must be answered in working out an advertising program, these 
are not connected with copy development. Where should you say it? is a problem of media 

96 
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Research in the development of advertising copy is not intended to replace 
imagination, ingenuity, or skill of the advertising strategist, the copy writer, 
or the art department. It is intended to supply information to help everyone 
concerned do a better job. So far, it has been more successful in being a real 
help in finding out what the advertising should say than in suggesting how it 
should be said. 

SPECIFIC PURPOSES 

Suppose you suddenly inherit a company equipped to manufacture a certain 
product. Your company has its sales force, its dealers, and everything else 
you need except an advertising campaign. What problems would confront 
your company and its advertising agency in developing effective advertising.' 
Restrict the problem still further by considering only what you should say in 
your advertising and how you should say it, forgetting for the moment the 
other questions with which you would be concerned if you actually were in 
this position. Solution of each problem would be a specific purpose of the use 
of research in the development of your advertising copy. 

1. First of all, you would want to get acquainted with your customers, 
both actual and potential. W h o are they? How do they use the product? Who 
influences their decision to buy? Under what conditions do they buy? What 
do they think about your product and about competing products? The better 
you know your actual and potential customers the better job you can do in 
influencing them to buy your product and keep on buying it. 

2. Next, you would want to find a basic idea to stress in your advertising: 
the principal idea or ideas you want to get across to your audience. At this 
stage the idea may be in quite general form. For example, you might decide 
that you will stress the quality of your product, its nutritional value, its 
economy, or that it is especially good for a particular use. Research helps you 
decide which basic idea provides the best foundation for effective advertising. 

3- Usually, putting your basic idea directly into an advertisement in its 
general form wiii not be satisfactory. To get highest efi^ectiveness it often is 
necessary to express the idea in specific, concrete form. The basic idea may 
merely be the impression you want to create or the appeal to be used. Effec
tive presentation may require a specific copy theme or some other concrete 
expression of the idea. Research helps you select the most effective concrete 
expression. 

evajuatjon: radio, or newspapers, or magazines, or outdoor advertising, or other media—and 
the selection of specific radio networks or stations and particular publications. To whom should 
you say it? comes under the analysis of market potentials. Tliese questions are interrelated. 
What you should say depends to some extent on to whom you are saying it; and what you 
want to say may be important in deciding where you should say it. Discussing only what to 
say and how to say it is somewhat of an abstraction; in actual practice these questions are not 
treated as independent problems. 
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4. Now you know what you are going to say in your advertising. How to 
say it has been partially answered because you have a specific theme or other 
concrete expression to convey your basic idea. How you are going to say it 
still needs to be worked out in more detail, through research. The end 
products are advertisements or radio commercials now ready for use. 

5. Before going into a large-scale advertising campaign, testing on a small 
scale usually is a sensible precaution. Although research has been used during 
each step in the development of the copy, the advertising has not yet been 
tried under actual conditions. Since emphasis at this point should be on 
further improvement of the advertising, this test can legitimately be included 
as one of the phases in the development of the advertising itself. 

6. After the suggestions of tae small-scale tests have been considered, 
your advertising is launched on a full scale. This might be the end of the 
story, but often analytic tests are put to work again to spot any possible weak
nesses in the advertising as a basis for additional improvements. 

Sometimes it is safe to skip one or more of the six steps. The first specific 
purpose—getting acquainted with your customers—often does not call for a 
special study because the advertiser or his advertising agency may be well 
acquainted with the actual and potential customers before a specific campaign 
is planned. Sometimes one survey will cover several of the specific purposes. 
The get-acquainted survey may come up with information that not only 
provides the necessary background but also discovers a specific theme which 
can be translated into concrete form without further research, thus combining 
two of the steps and omitting the one between. Finally, owing to the pressure 
of time or for other reasons some or all of the research steps will be omitted 
in developing an advertising campaign. Many effective advertising campaigns 
have been produced without the help of consumer research. On the other 
hand, a substantial number of advertising attempts without research support 
have failed to get returns that would justify their expense. It is still too early 
to say definitely whether advertising developed with (he aid of research will 
be superior; but the growing number of advertisers and advertising agencies 
using consumer research suggests that many people think it will. 

Consumer research helps in attaining these specific purposes; it does not 
develop effective advertising by itself. All it does is provide assistance for 
the departments responsible for the strategic and creative functions in de
veloping the advertising campaign. 

CHARACTERISTICS OF STUDIES IN THIS FIELD 

The variety of studies possible in the field of the development of adver
tising copy arises from the differences in the specific purposes. This variety 
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also is accounted for by the many available methods. Certain characteristics 
of methods are especially important both in describing the methods and in 
selecting one for a particular problem. 

1. Degree of control. Some studies take conditions as they are and either 
attempt no control at all or depend on statistical techniques, breakdowns, 
matching, or other substitutes for actual control of the conditions under which 
the data are collected. Other studies actually control the conditions. 

2. Method of collecting data. 
(a) Observation. Sometimes it is possible to conduct a study merely by 

observing people, by recording responses mechanically, or by some other 
method that does not require asking questions. An eye camera measures the 
amount of time people spend on each part of an advertisement without asking 
questions. 

(b) Questioning. Asking questions is probably the most common pro
cedure. In this type of study two characteristics are especially important in 
understanding the kinds of studies conducted. 

( 1 ) "Tightness." Surveys can vary in the rigidity or objectivity of the 
questions asked. At one extreme is the fixed question requiring a direct "Yes" 
or " N o " answer or some other straightforward response such as naming the 
brand purchased last. Al l the interviewers ask the same questions in exactly 
the same way and the answer is simply checked or recorded. At the other 
extreme is the "open-ended interview," also called the "intensive interview" 
or the "depth interview." The interviewers are assigned a limited number 
of questions. After the initial answer to each question the interviewer at
tempts to get a more complete and more systematic response before going on 
to the next question. He may ask a whole series of questions to get a full 
lepoit. 

(2) Degree of self-analysis required. Questions requiring the respondent 
to analyze his own behavior often are used in studying buying motives and 
appeals. The "why question" is a good example. People are asked why they 
prefer a certain brand or why they bought one brand instead of another. 
Again in the "reason-why check list" respondents are asked which character
istics (economy, durability, appearance, etc.) influence them most in buying 
a product. Hand in hand with self-analysis goes accuidicy of report. Even if 
a respondent does accurately analyze his behavior he may not report accurately 
because certain answers may be more acceptable socially than other answers. 
At the other extreme ace questions requiring practically no self-analysis; for 
example, questions which ask the brand bought last. 

(3) Treatment of the results. The distinction between two difl̂ erent ways 
of handling the responses obtained by the study is especially important in 
the use of research in developing advertising. 
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(a) Simlfle tabulation. Often the answers are simply counted or classified 
in some way and the number falling into each category shown. 

(b) Breakdowns. In breakdowns the responses are divided into different 
groups, and the groups are compared on some characteristic not used in 
dividing the responses into the groups. For example, in a taste study one 
group consisted of those who thought this particular brand was superior in 
taste and the other group of those who did not think it was superior in taste. 
Preferences of the two groups for this brand were compared to find whether 
people thinking the brand is superior in taste also tend to prefer the brand. 
The breakdown is usually used to study the relation of one factor to another.^ 

(4) Process of reaching conclusions. Some methods produce a quantita
tive measure which leads to the conclusion directly. Reasons given for buying 
a product can be counted and the most frequent one accepted as the most 
important. If the breakdown is used to study the relation of taste and prefer
ence, an index can be worked out to show the importance of taste. Then, If 
this index is higher than similar Indices for other attributes (such as color 
and nutritional value), taste can be accepted as the most influential attribute. 

In contrast, other methods may require considerable interpretation and 
inference in reaching conclusions. To find the relative importance of utility 
and appearance in hairbrushes, one might observe how many families had 
their brushes in sight (appearance), how many had only a utility-type hair
brush, how many had both utility and decorative types, how often hairbrushes 
are bought as gifts (on the assumption that appearance would be Important 
in a hairbrush bought for a gift) , etc. From the results of these observations 
a conclusion on the relative importance of utility and appearance would be 
reached through inference, with no attempt to reduce the results to a numer
ical index. 

(5) Problem-coverage. Two studies identical in all characteristics just ex
plained could still differ in the number or types of problems they are designed 
to solve. Selective and analytic tests of the effectiveness of advertising differ 
in purpose. Selective tests tell which is best; analytic tests what to do next. 
If five advertisements have been prepared and the problem is to select the 
one that has the best chance of being effective, a selective test might be used. 

In addition to providing a basis for selecting one of the advertisements, 
analytic tests also provide information that points toward specific strong 

^ There are olher methods of estimating the degree of relationship or association without 
using breakdowns. However, they will not he expJained, since the breakdown is the method 
most commonly used in this particular field. More complicated breakdowns will not be 
explained either since the principal purpose of including the breakdown in this discussion is 
because it provides one way to get at the relative importance of factors indirectly without 
asking the respondent to evaluate the importance of the various factors which influence his 
preferences and purchases. 
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points and weaknesses and consequently they suggest ways in which the 
advertisements might be improved. 

The preceding explanation illustrates that, in addition to the various pos
sible purposes, the characteristics of methods must be considered in describing 
the kinds of studies possible in this field. Even for one specific purpose, there 
can be almost as many different kinds of studies as there are combinations of 
these characteristics. 

Furthermore, thinking of each kind of study in terms of these character
istics helps avoid the error of putting methods into oversimplified categories. 
For instance, the open-ended interview is often treated as a single method. 
Acmally, when it is viewed in relation to these characteristics, it is obvious 
that all open-ended interview studies are not necessarily the same. They may 
differ in the degree of self-analysis required, or in the method of treating 
results and reaching conclusions. 

The explanations of the specific purposes and the characteristics of studies 
suggest the wide variety of possible kinds of studies in this field. Obviously 
a complete outline of possible studies for each specific purpose would be too 
long for purposes of this chapter and would contain too much repetition. 
Further description of studies will be limited to three topics: ( i ) studies 
that might be used in connection with one specific purpose—selecting the 
basic idea; (2) a few other problems and procedures that are especially 
relevant to the development of advertising copy; (3) an actual case of the 
use of research in developing advertising. 

SELECTING THE BASIC IDEA 

The objective is to find what you should say in your advertising to get 
whatever results you want. What you should say is intended to be broad 
enough to cover impressions created without words as well as verbal selling 
messages and narrow enough to be cut off at the point at which the idea has 
not yet been expressed in a form in which it can actually be used in advertise
ments or radio commercials. The basic idea finally selected might be, for 
example: creation of the impression that the product is dependable by show
ing it operating efficiently under the most unfavorable conditions; stressing 
the nutritional value of the product; or a specific slogan to be featured in the 
advertising. The basic idea is the principal selling message; but it can be in 
the form of an idea, rather than a concrete expression to be used word for 
word in the advertising. Its translation into concrete form is the job of other 
departments. 

Selection of the basic idea is characterized by its purpose. It may be in
cluded as part of a get-acquainted survey, which also provides information 
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for other uses. It may be combined with product analysis; in fact, the two are 
closely related because the characteristics of the product which are most 
important in getting consumer acceptance often provide the basis for decid
ing what to say about the product. 

A number of different types of studies have been used in the search for a 
basic idea. Several of them have been mentioned briefly in outlining certain 
characteristics of methods. 

1. The why question. The basic Idea could be selected simply by asking 
people why they buy as they do, counting the answers, and selecting the most 
frequent one as the basis of the selling message. If more people mentioned 
operating efficiency than any other attribute as the reason for buying their 
preferred make of car, the advertising would be based on the idea that the 
particular make Is superior in its operating efficiency. There are obvious 
weaknesses in this question. 

(a) The question Is ambiguous. People may Interpret it in different ways. 
Some think of the characteristics of the particular make of car. Others think 
of such influences as the advertising and the salesman. Still others think of 
the reasons why they did not buy a more expensive automobile. 

(b) It requires the respondent to analyze his own behavior and to report 
accurately the results of this analysis. Both influence the likelihood of reach
ing a valid conclusion. 

2 . The reason-why check list. This approach asks the respondent to select 
one or more Important factors influencing his choice from a list of specified 
factors. Properly prepared, this check list can represent a less ambiguous 
statement than the why question. For example, attributes can be presented in 
one list, influences in another, etc. The obvious weakness of most check lists 
is that they fail to Include all of the possibilities and the listed answers are 
given an unfair advantage. This can be overcome by selecting the items from 
adequate preliminary studies. Nevertheless, regardless of the completeness of 
the list and the clarity of the problem it presents to the respondent, this 
approach still requires an analysis of one's own behavior and an accurate re
porting of the results of this analysis. 

3. A series of related questions. Ambiguity can be reduced to a minimum 
by asking a series of questions directed toward attributes, another directed 
toward influences, etc. Reasons for disliking one's previous brand can be 
separated from reasons for preferring one's present brand, and the further 
isolation of reasons for not accepting other brands can be effected. In addition 
the respondent's thinking can be guided systematically so he does not over
look certain factors. All this increases the chances of getting a valid answer; 
yet the respondent may be required to analyze his own behavior and to report 
the results of this analysis accurately. It all depends on what questions are 
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asked. If, for example, the method consists of asking a series of why ques
tions instead of a single why question, it does have the advantages mentioned 
and still it requires self-analysis. As actually used in advertising research this 
method often does require some degree of self-analysis. Usually the method's 
proponents have pointed out that the assumption of the accuracy of self-
analysis is involved. Another advantage of this method is the avoiding of 
"Why.^" By a series of '"What?" "When.'" and "How?" an indirect approach 
can be worked out which not only minimizes self-analysis but also overcomes 
the tendency of people to give whatever answers they consider most accept
able, [ i ] 

Whether this technique can be used without requiring self-analysis of 
behavior and without the risk of socially colored responses depends on the 
problem and the ingenuity of the researcher. Consequently, no attempt will 
be made to put this method categorically in or out of the class that has these 
two possible weaknesses. Furthermore, this method, as described here, in
cludes only the use of a series of questions when the results are tabulated 
and the conclusion is based directly on the frequency of the various responses 
obtained. If the conclusion is based upon the relation of these responses to 
use or preference either through inference or by means of a quantitative 
index a different principle is involved and this type of study will be discussed 
later under a different heading, 

4. The open-ended interview. Since the open-ended interview consists of 
a series of interlocking questions, many comments made in preceding para
graphs apply to open-ended inter\'iew studies. In development of copy, how
ever, most frequent uses of this method have tended so far to follow a fairly 
definite pattern: they have had as their objective the synthesis of a number 
of observations into a unified hypothesis through a process that Lazarsfeld 
has called "broad motivational interpretations." [2] For this reason, ex
amples of the use of the open-ended interview are presented separately. 

Although a relatively small proportion of automobile buyers purchase con
vertibles, Dichter found through both an observational smdy and open-ended 
interviews that convertibles "are the symbol of eternal youth, coveted and 
dreamed about by every car buyer, but never put into reality." £3] This 
hypothesis led to a greater use of convertibles in Chrysler show rooms and 
provided a basic idea for Chrysler advertisements. 

Another open-ended interview study revealed that when trying on shoes 
many customers felt embarrassed to be seen in stocking feet; they did not 
like to have others seated too near them and were especially sensitive to the 
salesman's attitude. These observations were the basis of the hypothesis that 
the shoe-buying situation tends to cause a feeling of inferiority. [4} 

Another study showed the importance of the "fresh start" feeling in the 
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buying of new products and in other common situations. This idea was trans
lated into copy for Socony advertisements. £3} 

Practical people may feel that often these hypotheses are somewhat far
fetched and that in many cases the practical applications could be made 
directly from the factual observations without the theorizing. However, this 
approach actually has produced basic ideas for advertising. Since proponents 
of this method evidently are willing to submit the results as hypotheses sub
ject to further testing by more objective methods, final judgment on the 
approach should wait until sufficient testing by more objective methods has 
been completed. 

The open-ended interview can also be used to deal with the more specific 
evaluation of factors influencing preference; to find, for example, whether 
appearance, taste, etc., is the most influential factor. Use of this method will 
be illustrated later. 

5. Objective questions with breakdown analysis. This type of smdy has 
special importance in this particular field. The questions can be direct, yet 
the indirect method of analysis overcomes the possible weakness resulting 
from self-analysis and inaccuracy of report when the direct questions require 
respondents to evaluate the importance of factors influencing preferences or 
purchases. Suppose we wish to estimate the importance of appearance in 
getting people to buy a particular electric refrigerator. Owners could be 
asked to evaluate appearance, efficiency, economy, etc., In influencing their 
preferences for electric refrigerators. If appearance showed up poorly, we 
would not select the superiority of the appearance of our particular refrig
erator as the basic idea. Suppose most people underestimate the importance 
of appearance, or that many of those who do recognize it are reluctant to 
admit that appearance is a strong influence because they feel such an answer 
would not be socially acceptable. Under these conditions, the true influence 
of appearance would be underestimated. 

Under these same conditions, what would happen If we used relatively 
objective questions without breakdown analysis? We might ask: "What make 
of refrigerator do you own now? What make did you own before this one? 
In what ways is this refrigerator better than your previous make? What other 
refrigerators did you consider before you decided on this one? In what ways 
did this one seem better than the other ones you considered?" Would this 
approach get around people's inability to recognize the tme potency of ap
pearance and their reluctance to admit that appearance was extremely impor
tant? The writer honestly does not know and Is withholding judgment until 
the results of further research are available. 

The same problem could be approached by asking objective questions and 
using a breakdown to get at the importance of appearance. Respondents 
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might be asked to rate the refrigerator on appearance, as well as on a number 
of other characteristics. Some measure of preference would be used. Then the 
responses of those rating a refrigerator high on appearance would be segre
gated and their preferences compared with the responses of those who did 
not rate it so high. The tendency of high appearance ratings to be associated 
with high preference would be the measure of the importance of appearance 
in promoting preference for a particular refrigerator. 

If appearance was influential in promoting preferences, but if many people 
failed to recognize its importance, this method should reach the correct con
clusion anyway. Realization of the importance of appearance is not involved 
in either the appearance rating or the statement of preference, yet its impor
tance will be reflected in the relation of the appearance ratings to preferences. 
Any reluctance to admit the influence of appearance would not affect the 
results because the respondent merely expresses an opinion on how the re
frigerator rates in appearance; he does not report whether appearance was 
important in influencing his preference. 

One study showed that 20 per cent of respondents thought the cost of fuel 
gas too high and 20 per cent were afraid it was dangerous. [5] A second 
study was conducted and a breakdown analysis made. Gas was again rated 
unfavorably on cost by about 20 per cent and about the same percentage 
objected to its being dangerous. When a breakdown was made, preference 
for gas and use of gas were about the same among those who rated it as too 
expensive and those who did not. Similar analysis showed that danger was a 
much more influential factor. Those who rated it unfavorably on safety had 
a much lower preference for gas and used only about half as much as the 
people who did not consider it dangerous. In terms of an index [6] safety 
appeal was about seven times as potent as economy appeal in getting people 
to use fuels other than gas. {5J 

This method has the advantage of eliminating difficulties of other methods 
requiring self-analysis and which may be subject to inaccuracy of report. 
However, it is by no means perfect. It requires a larger number of interviews 
because the data are divided into groups. The tendency of people to rate 
their preferred brands high on most characteristics (the "halo effect") com
plicates the interpretation. At a particular time, the principal brands may be 
very similar on some attributes and differ widely on other characteristics. For 
example, the leading brands may sell at the same price. If people realize this, 
the influence of price may show up as being very low, whereas its real influ
ence might be great in the sense that a good lower priced brand might attract 
large numbers of customers. This may cause some difficulty in interpretation 
and in some cases it limits the usefulness of this method. 
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6. Observatjonal studies. Sometimes it is possible to select a basic idea by 
merely observing people and not asking any questions. 

In one study people were observed in front of a table display of bars of 
soap. Most people slid their fingers along the surface of the soap, then 
smelled it. Dichter suggests that this discovery of the personal relation be
tween soap and consumer could be translated into the copy theme: "A cake 
of soap for every family member." [7] 

Dichter also discovered the high interest value of convertibles by counting 
the people who stopped to look at automobiles in showrooms with con
vertibles and in showrooms with no convertibles. This, with other studies, 
led to the use of convertibles in Chrysler showrooms and advertisements. [8] 

Experimental smdies often depend mainly on observation rather than ques
tioning. However, such studies will be discussed under different headings. 

Observational studies possess objectivity. Their less frequent use occurs 
mainly because situations which make it possible to solve the problem by 
observation alone often are difficult to find in this field. 

7. Experimental studies. A smdy of this type will be included in the 
description of an actual case of the development of advertising copy. This 
approach to the problem has not been used much. This is partly due to the 
difficulty and expense of setting up such an experiment under conditions 
paralleling actual conditions of advertising. Nevertheless, this method does 
appear to offer possibilities for a number of problems. Research ingenuity 
may find some way of making greater use of it in the fumre. 

What does all this mean? The principal purpose of discussing certain 
methods suitable to search for a basic idea was to illustrate the kinds of 
studies possible. A few of the problems involved in the use of each method 
were mentioned. For example, the question whether a particular approach 
requires self-analysis came up frequently. It is difficult to tell whether some 
questions really require the respondent to engage in considerable self-analysis. 
It may be more difficult to decide if his report will be distorted by a reluc
tance to give a socially unacceptable answer. Finally, there is little acceptable 
evidence on either side of the question of whether people can accurately 
analyze their own behavor to evaluate the relative importance of the factors 
influencing their preference. 

Authorities fail to agree. Link believes that if people cannot give the 
reasons for their behavior almost immediately, probing for additional reasons 
usually results in getting rationalizations and false answers. [9} Smith and 
Suchman are more optimistic about the ability of people to report the factors 
influencing their purchases, although they realize that the issue is by no means 
settled. [10} They used a series of questions to find what influence the 
Boake Carter news broadcasts had exerted on people who bought Philco 
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radios. Influence of the program was greater after a change from standard 
to dayHght time. Smdies using objective questions on Hstenership and Philco 
ownership and using a breakdown analysis also showed that relationship 
between listening and owning a Philco was higher after the program had 
changed time; to this extent the objective, indirect, breakdown approach 
corroborated the conclusions of the studies which used questions requiring 
some degree of self-analysis. Although this study dealt with influence of a 
radio program rather than selection of a basic idea, it is relevant because it 
provides evidence on the issue of the ability of people to analyze their own 
behavior and to report the results accurately. 

Lazarsfeld has reviewed three studies dealing with this problem, f n ] In 
these, the reasons given held up well when checked against the results of 
the breakdown analysis. 

Although the tendency of people to avoid reporting socially unacceptable 
reasons is generally recognized, there is little objective evidence even on this 
question. Of course, if a self-analysis method agrees with a method that does 
not require self-analysis, it is logical to conclude both that the respondents 
were able to analyze their behavior and that they reported accurately. Separa
tion of the two difl̂ erent possible sources of error is seldom feasible If the 
self-analysis method fails to check with another method. 

An example from public opinion smdies applies here, If one group of 
respondents report their answers to interviewers while the people in a com
parable group report on a secret ballot, differences probably arise because 
people are less likely to hold back what they consider socially unacceptable 
answers if they can report secretly. TurnbuU found differences between secret 
and nonsecret ballots which, when the respondents' answers might affect 
their prestige, were large enough to question the validity of nonsecret re
ports. f i 2 ] On a question about England's carrying her share of the war 
burden, the nonsecret interview showed a higher percentage expressing the 
socially acceptable opinion. 

In discussing the methods of selecting a basic idea, self-analysis and in
clusion of questions subject to socially colored responses were termed "pos
sible" weaknesses, because the validity of self-analysis methods has not been 
definitely settled. What should be done when one wants to use consumer 
surveys in his search for a basic idea? 

Common sense suggests avoiding the use of methods requiring self-
analysis whenever a method requiring less self-analysis can be used. How
ever, when only a method requiring self-analysis seems to be suited to a 
particular problem, careful use of such a metliod should yield more valid 
conclusions than not using research at all. In this case, questions should be 
selected and phrased to hold self-analysis to a minimimi, every effort should 



I08 H O W T O C O N D U C T C O N S U M E R A N D O P I N I O N R E S E A R C H 

be directed toward getting answers which reflect what the respondents really 
believe instead of what they think is socially acceptable, and interpretation 
should make whatever allowances are necessary for possible distortion result
ing from errors in self-analysis and tendencies to avoid reporting socially 
unacceptable answers. 

SELECTED PROBLEMS AND PROCEDURES 

Many of the more important problems and procedures have been covered 
in explaining the characteristics of methods and the selection of the basic 
idea. Still others will be Included in explaining an actual case of the use of 
research in developing an advertising campaign. Two remaining topics are 
important enough to deserve special mention: analytic tests, which will be 
covered in this section; radio commercials, which are discussed in another 
chapter. 

I. Analytic tests. The difference between analytic tests and selective tests 
was explained previously. Further description of selective tests are found in 
the chapter on copy testing.^ 

Analytic tests do more than select advertisements. They attempt to dis
cover specific weaknesses and thus provide some basis of further improve
ment, often by measuring different aspects of the effects of the advertising 
through the use of several different tests. If the problem is confined to getting 
an indication of the general effectiveness of the advertisements, use of several 
tests often leads to about the same conclusion as a single test because an 
advertisement which rates high on one test usually tends to earn a high rating 
on the other tests, too. [ 1 3 ] The extent to which this applies, of course, 
depends upon the particular tests used. If the object of the study is to get 
clues for improving the advertising, in addition to estimating its general 
effectiveness, use of additional tests often proves worth while (but only if the 
correct combination of tests is used). For example, if the respondents merely 
judge the attention value, etc., results may be of Httle help in pointing to
ward specific weaknesses. The advertisement rated highest on attention value 
may also rate highest on the other characteristics. Similarly, each other adver
tisement may rank about the same on other characteristics as it does on 
attention value. 

However, if tests are used which measure different aspects and if all of 
them are not based on judgments of the respondents, the chances of getting 

^Special mention of analytic tests in connection with the development of advertising copy 
is not intended to imply that they are more important than selective tests. Copy can be improved 
by a process of gradually eliminating the least effective advertisements, using only selective 
tests. This use of copy testing is extremely important in the development of advertising copy. 
It is not explained here simply to avoid duplication with the chapter on copy testing. 
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some indication of specific weaknesses are fairly good. Comparison of the 
results of analytic tests for two fountain pen advertisements illustrates how 
analytic tests are used. 

Two advertisements for different brands were tested by exposing people 
to the advertisements and measuring the increase in brand preference by 
means of a Brand Preference Scale. This scale expresses the degree of prefer
ence for a brand in terms of a numerical index. [ 1 4 } The Brand E advertise
ment increased preference significantly, the Brand S advertisement did not. 
If the only important problem is to decide which of these two advertisements 
is more effective, further tests would be unnecessary. If the problem is to 
discover what is wrong with the Brand S advertisement, additional tests are 
helpful. 

In this study three additional tests were used, f 15} and the specific weak
ness of the Brand S advertisement was discovered by studying the inter
relations among the four tests by use of breakdown analyses. Of the seven 
comparisons made, two provided the key to its weakness. 

In one comparison preference of the people who believed the advertising 
claim was compared with preference of those who did not. Belief in the 
claim was measured indirectly, not by bluntly asking people whether they 
believed the claim. For both advertisements, people who believed the claim 
had a significantly higher preference for the brand making the claim than 
the people who did not believe it. The results are shown in Table i . 

T A B L E I 

BRAND PRBPERENCB AMONO PEOPLE WHO BELIEVED AN ADVERTISING 

CLAIM AND THOSE WHO DID NOT 

Brand E Brand S 
Brand Prefereoce of People Believing the Claim 66* 91* 

Brand Preference of People Not Believing the Claim 39* 71* 

Difference 1.7 10 

*This is a Brand Preference Index, not the percentage preferring the brand. For purposes of this 
explanation, it is necessary to mention merely that a high index shows high preference for the 
particular brand. Anyone interested in further details can find a more complete description in the 
reference previously mentioned. 

Evidently, then, if Brand S can get people to believe its claim, it will 
increase the preference of these people for this brand. The weakness does 
not lie in stressing a point that is of little importance in consumers' prefer
ences for fountain pens. This finding in itself suggests the answer: people 
who believe the claim do have a higher preference, yet the test of general 
effectiveness showed that this was a weak advertisement. Perhaps the trouble 
is that the advertisement fails to get people to believe the claim. 

Another comparison confirms this conclusion. For the Brand E advertise-
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% Believing the Claim Among People Familiar 

With the Themet 41 
% Believing the Claim Among People Not Familiar 

With the Themef a 2.6 

Fer Cent Per Cent 

31 

Difference 
39 

* Actually, chi-square was used to test the association between theme familiarity and theme 
credence. For Brand E, P was less than .01 and for Brand S it was greater than .6. Presenting 
the results in terms of percentages is used here for the sake of simplicity. 

t People familiar with the theme are those who can name the correct brand when asked 
which brand of the product uses the particular theme. 

Presumably, the people who can identify the brand using a particular 
theme are those on whom advertising has made a substantial impression. If 
their belief in the claim is not considerably stronger than the belief of people 
unfamiliar with the theme, it is likely that the advertising is weak in getting 
consumers to believe its claim. Evidently, this was what was wrong with the 
Brand S advertising. Knowing this, one could attempt to make the claim 
more convincing. 

2. Radio commercials. The development o f radio commercials, as distin
guished from the development of publication advertising, has not received 
special mention in this chapter. Basically the problem of what to say and 
how to say it is the same for radio as for any other advertising medium. 
Further discussion of radio commercials can be found in Chapter 10. 

A N A C T U A L CASE* 

Problem. Bez was an established brand of butter.'' Its makers had de
veloped a new process of enriching their product. One variation of this 

^ The studies described in this section were conducted by Knox Reeves Advertising, Inc., 
under the direction of Dr. A. R. Root, director of media and research, who suggested and 
designed most of them. However, the description and interpretation presented here, including 
any errors, are the responsibility of the writer. 

^ Bez is a fictitious name, and actually the product was not butter. 

ment, the respondents who could give the correct answer when asked which 
brand used this theme were separated from the respondents who could not 
name the correct brand, and a much higher percentage of the former group 
believed the claim. In direct contrast, the same analysis for Brand S showed 
that there was little difference between the two groups in the percentage 
believing the claim, as shown in Table 2. 

T A B L E I. 

BELIEF IN ADVERTISING CLAIM AMONG PEOPLE W H O W E R E FAMILIAR 

WITH THE THBME AND THOSE W H O W E R E N O T * 

Brand E Brand S 
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process produced a butter differing in color froni the tegular Bez, while 
another variation produced a butter of the usual color. The problem was 
reduced to three basic questions: ( i ) Should nutritional value be selected as 
the basic idea or should the appeals previously used by Bez be continued 
with nutritional value used merely for supplementary support? (2) If nutri
tional value is selected as the basic idea, will people accept the enriched 
product if it looks and tastes just like regular Bez (in which case one 
process would be used and the butter called Enriched Bez) or will the appeal 
be stronger if the color is changed to offer tangible evidence of a physical 
difference and to suggest higher nutritional value (in which case the other 
process would be used and the butter called Dark Bez)? (3) In any case, in 
what concrete form should the Idea be expressed? 

Research plan. In terms of t!ie six specific purposes previously explained, 
the first step was merely skipped. The necessary background had been built 
up already through a continuous research program for the regular Bez. The 
plan started with the problem of evaluating nutritional value as a possible 
basic idea. At the time, there were no enriched butters in common use. On 
the assumption tliat answers given by people who did not have a background 
of actual experience might not be valid, a method was selected which would 
provide the necessary experience. This decision led to the use of an experi
mental study. To get more information and to take advantage of this oppor-
mnity to check questioning methods against the results of an experimental 
study, the plan included an adaptation of the open-ended interview and 
several objective questions to be asked at the conclusion of the experimental 
study. 

Selecting the Bask Idea. i . Method. Two comparable representative groups 
of families were selected and each family was supplied regularly with three 
butters: Regular Bez, Enriched Bez, and Dark Bez. The butters were pre
pared under carefully contioWed conditions and packaged in containers 
identified by symbols known to be equal in their preference value.^ 

Families in both groups were supplied with the three butters during a 
conditioning period. They were given only one each time and the order was 
controlled so that each butter was tried first, second, and third the same 
number of times and each one preceded and followed each of the other two 
the same number of times. This was done to prevent giving an advantage to 
any butter due to its position in the series or as the result of contrast effects. 

The free-choice period followed the conditioning period. The families 
were supplied with butter regularly, each family receiving whichever butter it 
wanted each time. The choices during this period provided the indication of 
consumer acceptance. 

^ For example, numbers might be unsatisfactory because i suggests top preference and 
letters were not used because A might suggest a higher quality than B. 
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For the experimental group cards were attached to each package of butter. 
The card for Regular Bez (identified in the test by a symbol, not its trade 
name) explained its good flavor, quality, and food value. The cards for the 
other two butters explained these same characteristics, but in addition they 
stressed the nutritional value resulting from the new process and what this 
nutritional value meant in terms of promoting good health. The card for 
each butter accompanied it at all times and was displayed on the table when 
the butter was being used. Consequently, the family members had ample 
opportunity to become familiar with the appeals presented on the cards. 

For the control group no cards were used. 
The study was conducted under the name of a research organization so that 

the families could not identify the product as Bez. A control and an experi
mental family were never selected in the same immediate neighborhood, 
since someone in the experimental family might tell a member of the control 
family that two of the butters had been enriched by the special process. Fot 
the same reason, each investigator was confined to only one of the two groups. 

At the conclusion of the free-choice period personal interviews were con
ducted. An adaptation of the open-ended interview started out by asking the 
housewife tlie difî erences between each butter and the other two. Then the 
interviewer talked informally with the respondent in an attempt to get an 
indication of her specific attitudes toward each butter with special emphasis 
on the reasons for liking the preferred butter. Leading questions were not 
permitted. Objective questions were asked on which butter was best on a 
number of specific characteristics. 

2 . Results. The principal purpose of the smdy, of course, was to find 
whether the nutritional appeal would be effective and whether a change in 
color would intensify its strength. An incidental purpose was the comparison 
of the experimental results—the preference shown during the free-choice 
period—with the results obtained by questioning. These two different 
aspects will be discussed separately. 

(a) Experimental results. The effect of exposure to the appeals on the 
preferences of the families is shown in Table 3. 

TABLE 3 

R e L A T i v H PREFERENCES FOR THE THREE BUTTERS IM THB 

CONTROL AND EXPERIMENTAL GROUPS 

Retjtivt Prefmnct 
^Regular 100) 

Control Experimental 
Type of Butter Group Group 
Regular Bez 100 joo 
Enriched Bez 104 198 
Dark Bez 6i 137 
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For every time one pound of Regular Bez was chosen by the experimental 
group families, almost two pounds of Enriched Bez were selected; but in the 
control group these two butters were selected with approximately equal 
frequency. Evidently the cards explaining the higher nutritional value of 
Enriched Bez did have a substantial effect 

Dark Bez also was more popular in the experimental group than in the 
control group, presumably as the result of the nutritional appeal, but ob
viously some other factor was unfavorable. Its color was the only known 
reason for this relatively poor showing, and the Interviews with the house
wives indicated clearly that its color was a serious disadvantage. 

The conclusion was direct and simple: the nutritional appeal had a sub
stantial effect and, although it was strong enough to counteract the weakness 
of the color of Dark Bez, its use for Enriched Bez plus the additional favor
able factor of the color of Enriched Bez provided the winning combination. 

(b) Results of questioning. Both in the adaptation of the open-ended 
interview and in spontaneous comments made during the experimental study, 
taste was mentioned much more frequently than nutritional value as a reason 
for preferring a particular butter in preference to the others. If the decision 
had been made on this basis alone, taste would have been selected as the basic 
idea. Yet we know from the results of the experimental study that the cards 
presenting the nutritional appeal really accounted for the greater preference 
for Enriched Bez and Dark Bez. Maybe taste was considered a more socially 
acceptable reason or perhaps the respondents merely did not realize what had 
influenced their preferences. 

At the end of the experimental study the respondents also were asked 
which of the three butters was best on each of a number of specified at
tributes; for example: Which of the three butters tasted best? The results for 
three of the characteristics are given in Table 4. 

T A B L E 4 

RATINGS OF THE THREE BUTTERS 

ON THREE CHARACTERISTICS IN THE EXPERIMENTAL GROUP 

% Naming Each Butter as Best on Each Characteristic 
Type oj Butter Taste Nutrition Color 
Enriched Bez 44 2.6 6t 

Dark Bez 39 7° 4 

Regular Bez 17 4 34 

Total 100 100 100 

Judging from the results in this table and knowing the preferences for the 
three butters in the experimental group, what conclusion would one reach in 
selecting a basic idea? Of the three characteristics, color evidently is by far 
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the most important in explaining the superiority in preference of Enriched 
Bez over Dark Bez. (As far a i i s known from alf the information including 
the reasons given, the physical appearance of the butters, and the factors 
acmally introduced into the situation in the experimental study, this conclu
sion is correct.) In explaining the superiority of Dark Bez over Regular Bez, 
nutritional value is the most important of the three factors by a wide margin. 
It evidently was strong enough to outweigh the unfavorable color of Dark 
Bez. (This conclusion also checks with the experimental results.) Taste might 
be given some weight, too, but surely nutritional value would be accepted as 
the most Important factor. In all probability, any experienced analyst would 
select nutritional value as the most likely explanation of the superiority of 
Enriched Bez over Regular Bez. (This is correct, too, as shown by the experi
mental study.) 

There is some chance, however, that taste and color would be accepted as 
fairly important in accounting for the superiority of Enriched Bez over 
Regular Bez, and perhaps part of the superiority of Dark Bez over Regular 
Bez might have been attributed to taste. This, of course, is incorrect as shown 
by the experimental study.'' 

The point of this example is not that the experimental approach is always 
best or that a self-analysis method will usually lead to false conclusions (both 
the adaptation of the open-ended interview and the spontaneous comments 
involved at least some degree of self-analysis), For another product or under 
different circumstances, an open-ended interview might bring out the impor
tance of nutrition. Furthermore, a more searching open-ended interview 
might have obtained different results. The adaptation used in this study was 
less intensive than the usual open-ended Interview. Getting ratings on attri
butes and relating them to the preferences as was done in this study (or by 
using breakdown analyses as previously explained) might well have led to 
the correct conclusion. 

For this particular problem under these specific conditions the experimental 
approach produced results that could be interpreted more easily and with 
greater confidence of being right. Especially in evaluating such intangibles as 
taste and nutritional value, it is a good idea to remember that the reasons 
people give may not tmly reflect the influence of the appeal and that even 
an indirect approach based on objective questions may be subject to some 
error unless the results are skillfully interpreted. 

Concrete expression of the basic idea. Now it has been decided that the 

•^What probably happened was merely that the respondents who preferred Enriched Bez as 
the result of the nutritional appeal tended to attribute other favorable characteristics to the 
butter they preferred, just as people tend to rate people high on most characteristics if tbey 
like them. 
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nutritional value of Enriched Bez will be the basic idea. Of course, the adver
tising campaign could consist merely of shouting: "Bez is Best for Better 
Health." However, there are a variety of ways to express the basic idea of 
nutritional value in specific, concrete form; and It is reasonable to assume that 
a better way can be found than merely repeating the idea as a blunt statement. 
For this reason, special studies were conducted to select one of several ways 
of expressing the idea in concrete form. Only the outdoor advertising cam
paign will be used as an example. 

1. Method. Several poster layouts, each presenting the basic idea in a 
different way, were tested. The respondents were exposed to the layouts under 
conditions that were as similar as possible to the actual situation in which 
people see outdoor advertising.* Order of presentation was controlled so that 
no poster had an unfair advantage of being seen before or after the others. 
Respondents expressed degree of interest in each poster; they reported what
ever they could remember; and finally, they explained the principal selling 
message of each poster as they understood it. 

2. Results. These ratings were used to select the best posters and also to 
suggest ways to improve them. In one case, for example, a poster rated high 
on two of the tests but not so high on comprehension. The poster was based 
on two characters, and one of them was speaking to the other. However, it 
was not clear which of the two was making the statement. A simple change 
cleared up this difficulty. In another case, the tests showed that one of the 
posters was lower in its recall value than in other respects. It turned out that 
the situation represented in this poster was familiar to only a limited part of 
the audience. The use of a more generally familiar situation improved the 
effectiveness. As a check on the possibility that even the best of these posters 
was not very good, one of them was tested against several award-winning 
posters of other products. The Enriched Bez poster came out second on this 
test, only one point behind the poster that rated highest—a negligible differ
ence. 

Research on the more detailed features. For the outdoor advertising no 
further studies to help work out the detailed features of the posters were 
needed. For magazine and newspaper advertisements, however, two problems 
came up for which research was appropriate. One question concerned the 
addition of a comic strip to the advertisement. The other problem involved 
the choice between a conventional layout and a different type of layout that 
had been suggested. 

I . Method. For both problems the Purdue Eye Camera was used. [ 1 6 ] 

" For example: the posters were presented to give the same effect as if the person had been 
riding by an actual 24-sheet poster at a distance of 100 feet at 20 miles an hour and could see 
the poster only as long as it took him to cover approximately 100 feet at this rate. 
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This camera takes pictures of the reader's eyes and part of his face as he leafs 
through a magazine or newspaper. Concealed in a box above the reader's 
head, it picks up the image from the reflection on a partially silvered mirror 
through which the reader is looking. The reader does not realize he is being 
photographed. The record is a series of pictures (on motion-picture film) 
showing the eyes, part of the face, and enough of the page to identify it. The 
film is projected on a screen, and the particular part of the page at which the 
reader was looking when each picture was taken is judged from the position 
of his eyes and face—a judgment requiring considerable training and experi
ence. The record shows the order in which each person looks at each area and 
provides an estimate of how long he looked at each area (since the pictures 
are taken every one-third of a second or at some other regular interval se
lected by the investigator). 

Jn the first study (the comic strip problem), different groups of respond
ents were exposed to the different Enriched Bez layouts and to another set of 
advertisements and comic strips. Thus each group saw the same material 
with the exception of the one Enriched Bez layout. The length of time each 
person spent on each page was left up to him. 

To compare the conventional type of layout with the other type that had 
been suggested, two advertisements for another product were found that had 
identical elements. In one the conventional type of layout was used. In the 
other the elements had been rearranged to form the type of layout suggested 
for the Enriched Bez advertisements. These two advertisements were studied 
instead of preparing special Enriched Bez advertisements or layouts. It was 
realized that there was a possibility that the results could not be applied 
directly to the Enriched Bez problem; but it was felt a comparison of two 
actual advertisements, each in the magazine in which it appeared, would at 
least shed some light on the problem. 

2 . Results. A comparison of the time people spent on the different areas 
of the layout with the comic strip and the one without a comic strip showed 
that whatever the comic strip added in interest value was more than offset by 
its drawing readers away from the principal selling message. A test of what 
the readers had remembered and their understanding of the principal points 
verified this conclusion. Comparison of the conventional layout with the 
different type that had been suggested showed only slight differences. 

Later tests. Before the advertising was used nationally, two different smdies 
were conducted as a small scale test of outdoor advertising under actual con
ditions. To avoid overlapping with the chapter on copy testing, these studies 
will merely be mentioned: one tested the extent to which consumers had seen 
and remembered the posters; and the other one tested the sales effectiveness in 
terms of consumer purchases. The problem of testing advertising after it 



THE DEVELOPMENT OF ADVERTISING COPY II7 

has been used nationally will not be discussed at this point because it can be 
explained more appropriately under the topic of copy testing; and furthermore, 
the use of analytic tests, which might be used if emphasis on improvement is 
desired, has already been covered in this chapter. 

The problem of developing advertising copy is not usually attacked with a 
complete research program of all six steps. For a new product or when a com
plete research program is needed for some special reason, all six of the specific 
purposes may be included in the research plan; but usually the problem does 
not require all of the steps. 

Research never develops copy. Research merely provides information to 
other departments of an advertising agency in the development of the advertis
ing campaign. 

The question of how valuable this information is will be left to the reader. 
In reaching a decision on this question, be sure to include as one of the con
siderations; How else could one find a better solution to the problems sug
gested by each of the specific purposes.-* 
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Chapter I X 

COPY TESTING 

ALBERT D. FREIBERG 

The Psychological Corporation 

IN SO FAR as the ultimate objective of most advertising has been to sell 
merchandise, the final and most valid test of most advertising is in terms 

of sales. This statement seems a simple truth, but the application of sales tests 
to advertising is complicated, expensive, slow—anything but simple. Further
more, there are many times when sales are the deferred objective and where 
the immediate objective of a particular advertising campaign is the correcting 
of some false impression, the establishment of a trade mark, the creation of 
goodwill, the keeping alive of a brand name, etc. This emphasis on functions 
of advertising other than sales has been especially pronounced during the past 
few years when there has been a limited amount of merchandise to sell. 

INTRODUCTION 

The field of copy-testing research is large and complex. During the past 
fifteen or twenty years this field has been Increasingly active. Numerous 
experiments and tests have been carried out, and there is every indication that 
continued Interest and activity will provide at least some of the missing infor
mation In this stimulating and important field of advertising. For there are 
still considerable confusion, lack of knowledge, and disagreement among 
psychologists In regard to the uses, merits, and also technical details of the 
various techniques. 

Copy-testing is an attempt to give a scientific answer to age-old questions; 
How many people will see my ad? Or hear my commercial? How many will 
read it or listen to all of it? How many of them will buy my product or think 
better of my company? etc. This chapter will describe briefly the principal 
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D 1 
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From the above results it can be seen that the three recall tests rank the 
themes much as does the opinion tests. The recall tests rank the first three 
advertisements at the top and the lowest three at the bottom in 15 out of 18 
rankings. These results do not correspond with the results of the recognition 
test. The actual correlations between the results of these tests, as computed 
by the rank difference method are: 

Recognition 
3 Recall Tests Opinion Ttsi Test 

I n m IV V 
J: -59 -40 -43 .40 
" .60 .76 

m 
.10 

•70 .24 
-—.11 

copy testing methods used today in testing magazine and newspaper advertis
ing under the following headings: 

1. Recognilion ami identification tests. Results are reported as the number 
of people who noticed an advertisement, the headline or illustration, or the 
number who read some or all of an advertisement. 

2. Recall tests. Here the scores are the number of people who remember 
having seen the advertising of a particular product, who remember a slogan, 
etc. 

3. Controlled opinion tests. Here the score is in terms of the advertisement 
"most interesting," "liked best," etc. 

4. Inquiry and coupon tests. The criterion is the number of inquiries, the 
cost per inquiry, or both. 

5. Sales tests. The criterion is usually the cost per sale, the rate of sales, etc. 
Differences in what tests measure. Jt is immediately obvious from the above 

that these different tests measure different things. Obviously then, a group of 
advertisements or an advertising campaign might not do equally well on all 
the tests. Here is, for example, a table showing rank orders of recognition, 
recall, and controlled opinion tests of eight advertising themes, { i ] 

RANK ORDERS 

Controlled Recognition 
3 Recall Tests Opinion Test Test 

T/ieme I II HI IV V 

I V 
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The ranking in tests I, II, and III ate based on 200 cases; those in tests 
IV and V on 300 cases. Inasmuch as there are only 8 ranks in each test the 
probable errors of the above correlations are high. The significance of these 
results does not, however, depend on any one correlation but rather upon the 
consistent trend showing a low correlation between the recognition test and the 
recall and opinion tests as contrasted to the relatively high correlations among 
the recall tests and between the recall tests and the opinion test. It is obvious 
that the first four tests are measuring some things in common, but not at all 
whatever the recognition test may be measuring. 

Although there are many instances where results of different tests correlate 
highly, this is by no means the usual situation. The correlations range from 
high positive down to no correlation, and even over to negative correlations. 
The reason for this is simply that the tests measure different things, and that 
since advertisements are not uniformly "good" or "bad" in all respects (initial 
attention, sustained attention, interest, memorial value, immediate action 
power, etc.) the correlations between tests vary downward from the maximum 
possible +1.00. 

What tests to use in a specific situation. Obviously the tests used should be 
selected according to the objectives of the advertising. If the purpose of a 
Buick advertisement is to tell and convince the motoring public that Buick 
is the best car for the money, then a modified Controlled Opinion Test {e.g.. 
What was the story this advertisement told?) and a test of credibility are 
indicated. If the purpose of an advertisement is to show a picture of a new 
product or package, then a readership test or a recall test may be used. How
ever, the purposes of advertisements and advertising campaigns are not often 
simple and easy to define, and consequently the selection, use and interpreta
tion of tests and test results are much more difficult. 

RECOGNITION AND IDENTIFICATION TESTS 

Two continuing services—Starch and Grant—offer such studies on a con
tinuing basis for magazines and newspapers. 

These tests consist essentially in leafing through a newspaper or magazine 
with an admitted reader and recording in detail what the respondent says he 
has seen or read. In the identification test the brand name and other identify
ing features are blocked out. After the respondent has reported seeing an 
advertisement, he is usually asked to identify the brand or product and/or the 
advertiser. Results are usually reported in terms of the percentage of readers 
who have ( i ) seen; (2) read some; and (3) read most of an advertisement. 
In addition, percentages of seen or read are given for different parts of the 
advertisement. In the identification test percentages of people who can name 
the sponsor or brand are also given. 
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Uses. During recent years recognition and identification tests of magazine 
and newspaper editorial and advertising content have become increasingly 
popular. Among the factors evaluated on the basis of test results are: size; 
color vs. black and white; comic vs. display advertising; position in magazine; 
length of headline; type of illustration; type of appeal; comparison of media 
—one magazine vs. another, one newspaper vs. another, magazines vs. news
papers, etc. 

Reliability. Correlations of reliability for these techniques range around 
+ .90. 

Validity. Respondents "recognize" or "identify" advertisements and articles 
which they have never seen before. Some of this is deliberate falsification. 
Some erroneous recognition is due to other advertisements, displays, or signs 
seen which have features common or similar to the advertisement being tested. 
Other factors influencing test scores are; the length of time between the 
original seeing of the advertisement and the time of testing; the number of 
items tested; and the position of a particular item in the series. The principal 
characteristic of these errors, and one which cannot be avoided as these tests 
are usually handled. Is that the errors vary in magnitude from advertisement 
to advertisement. For example, the error for Advertisement A may be 5 per 
cent; and for B, 25 per cent. Therefore, individual scores cannot be "cor
rected" as these tests are usually handled. 

Lucas [2} pointed out the variable characteristics of these errors, their 
nature and size, and listed the factors which produce them. He also developed 
a "Controlled Recognition Test." By his method, advertisements are tested 
before they appear in a publication to determine the inherent error charac
teristic of each advertisement. The advertisements are tested again after they 
have appeared. This makes possible a correction of the after test score for 
each advertisement in terms of its before, or error test score.^ This is the only 
accurate way of approximating the "true" recognition test score for a particu
lar advertisement. 

A smdy by Lucas and Murphy [ 3 ] is well worth examining at this point. 
By special permission, copies of the Saturday Evening Post were secured 
before the general release on Tuesday. Approximately fifty advertisements 
were taken from this issue and mixed with fifty other advertisements of the 
same size already published. On each Monday of successive weeks preceding 

* The formula is: 
„ , . % YES on post-test — %_ YES on pre-test 
% Readerships ——— -—————xoo 

100 — % YES on pre-test 
For example, 20% said YES they saw a Colgate advertisement in the pre-test and 40% said 
YES they saw it in the post-test. The score, instead of being 40% would be: 

40 - lO ^ 
—~ X 100 or 25% 
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the release of the Post on Tuesday, interviewers questioned men and women 
Post readers in their homes. Everyone interviewed had read the "current" 
issue of the Post, but had not, of course, seen the issue of the following day. 
The subjects were shown the advertisements in a folder, and asked: 

"WiU you please identify the advertisements you remember having seen.'' 
It will be noted that this form of the question puts the burden of proof 

on the individual. He Is not asked whether he has seen an advertisement or not, 
but is asked only to Identify or point out the advertisements he has seen. 

At the close of the interview each person was asked whether he had looked 
into that week's Collier's or Liberty. Those advertisements which were to 
appear in the Tuesday Post and which had appeared in either Collier's or 
Liberty were then not included In the computation for those persons who had 
looked into either of these magazines. 

Of the 277 advertisements remaining, 20 were double page, 60 were page 
colored, 94 were page black and white, 53 were half page, and 50 were 
quarter page. With one exception every advertisement which had not yet 
appeared was recognized as having been seen by some of the persons inter
viewed. The over-all average incorrect Identification scores for the different 
types of advertisements are shown in this table by Lucas and Murphy: [3} 

Advertisements Average Incorrect Identification 
Two Pages 20 Per Cent 
Full Pages in Color 24 Per Cent 
Full Pages in Black and White 20 Per Cent 
One-half Pages 20 Per Cent 
One-quarter Pages 17 Per Cent 

More important than these averages, however, is the range of "false recogni
tion," varying from o per cent for a full-page black and white Parke Davis 
to 58 per cent for a full-page colored Coca-Cola advertisement. Grouping the 
scores for all the advertisements we find that: 

Range of Error in Recognition^ 

44 "ads" were falsely recognized by 10% or less of all people 
96 "ads" were falsely recognized by 10% to 20% of all people 
85 "ads" were falsely recognized by iQ% to 30% of all people 
30 "ads" were falsely recognized by 30^0 to 4 0 ^ of all people 
16 "ads" were falsely recognized by 4 0 ^ to 5 0 ^ of all people 

9 "ads" were falsely recognized by 5 0 ^ or more of all people. 

This proof of the great variation in false recognition for different adver
tisements agrees with results from other experiments and indicates again the 

^Adapted from Lucas & Murphy, note [3}. 
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futility of attempting to "correct" for this factor, or even of assuming that it 
is a constant which may in some way or other be measured and allowed for. 
Therefore, if an advertiser by such a test gets a result showing that 70 per 
cent of the people have recognized his advertisement, he cannot tell whether 
10 per cent or 50 per cent of the people were mistaken, unless he has first 
made a test of this kind. 

A table showing this in dramatic fashion is reproduced herewith from 
Lucas; [ 2 ] 

CORRELATIOKS BETWEEN O R D I N A R Y R F I C A O N M O N SCORES A N D C O N T R O L L E D 

RB<:OQNITION SCORES FOR T H E SAKTE M A G A Z I N B A D V E R T I S E M E N T S * 

Cemlatim Coefficients (Pearson 

Recogniiion Scores 
—by Leading Commercial Recognition Service 
—and by Controlled Recognition Method 

Saturday Number Commercial Ratings Compared With 
Evening Post of Test Uncorrected Corrected 
Date (m9) Exhibits Recognition (Controlled) Scores 

r P.E. T P.E. 
March 18 13 +.85 ±.04 +.66 ± . Q 8 

zo + . 8 0 =fc.oj +.36 
April I 1.0 +•75 * . o 7 +.61 ±.09 

Combined 
Three i 3 Full Pages in + .38 ±.11. 

Issues Color 
+ .38 

*There may be a spurious element in correlating a series of advertisements running from black half 
pages up to the more expensive colored pages. When the correlation is computed exclusively on the 
basis of colored pages in the three combined issues, ft faJJs to + . j8 as shown on the bottom line. 

This table shows correlations between scores of commercial organizations 
and those obtained by Lucas with a scrapbook. The uncorrected scores for three 
consecutive issues of the Saturday Evening Post give correlations of +.85, 
+ .80, and +.75. When the Lucas corrected scores are used the correlations 
drop to +.66, +.56, and +.61 , respectively. This is further evidence that high 
or low uncorrected recognition scores do not predict comparably high or low 
corrected scores. 

R E C A L L T E S T S 

Recall tests assume various forms, all of which utilize memory to an 
appreciable extent. However, recall tests are not tests of memory as such, 
but tests of the rememberability of particular advertisements or advertising 
campaigns. As opposed to recognition and identification tests, advertisements 
or test materials are not shown. 
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Oct. 193? Oct. 1938 
Brand Per Cent Per Cent 

Pepsodent 39-4 
Ipana 18.4 18.6 
Dr. Lyon "s 13-7 17-4 
Colgate 6.2. 16.7 
Listerine 4.1 49 
Kolynos 3S 4.1 
Etc. 

Total 100.0 100.0 
Total Interviews 5,000 5,000 

Two points are of significance here. One is the terrific loss for Pepsodent— 
a drop from 39.4 per cent in 1937, twice the number of votes received by the 
closest competitor, to 25.7 per cent in 1938. A special analysis showed 
practically all of this drop due to a loss of radio impact. The second change of 
significance is the gain made by Colgate—from 6.2 per cent in 1937 to 16.7 
per cent in 1938. This gain for Colgate, interestingly enough, was made by 
radio. 

The further question in reference to the brand named, "What did this 
advertising say?" is often asked. The answers give a picture of the specific 
advertising impressions which have been made, although here again experi
ence with the product and other factors influence the answers somewhat. For 
example, here are some of the responses made by the men and women who 
answered "Pepsodent" above: 

Unaided recall. Early tests of advertising (Gale, 1900; Scott, 1908) dealt 
niostly with unaided recall. A person who had read the current issue of the 
Saturday Evening Post was asked, for example, "What advertisements do you 
remember seeing?" This test gives results too general to be of use in solving 
most practical advertising problems. 

Aided recall. A common variety of recall test is the aided recall test. An 
illustration of an aided recall question is: "What brand of aspirin have you 
seen or heard advertised recently?" The principal characteristic of this ques
tion is that it gives a measure of comparative brand dominance. It indicates the 
extent to which any particular brand is uppermost in the minds of the people 
interviewed. Obviously, factors other than advertising, such as the use or the 
prestige of a particular brand, influence the results. Because of this and other 
factors the relative dominance of the various brands does not necessarily corre
late with their relative sales. 

Here are the results, for example, of two studies made twelve months 
apart, [ i ] Each study was made in over 75 cities and towns, properly dis
tributed by city size, geographic areas, 50 per cent men and 50 per cent women, 
properly distributed by socioeconomic groups. The question asked was: "What 
brand of dentifrice have you seen or heard advertised lately?" 
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Ocf. 1937 Oct. ms 
Ptr Cenf Per Cent 

19-7 lO.l 

J5.8 16.0 
10.9 II.6 

6.0 4-1 

6,9 i6.O 

5-S 7.0 

100.0 LOO.O 

COPY TESTING 

Oct. m7 Oct. ms 
Per Cent Per Cent 

69.6 75-4 
8.0 4-5 

5.6 4 1 
7-3 5-5 

100.0 100.0 

Features ef Pepsndent Advertising Recalled 

Brush your teeth twice a day (and/or) see your 
dentist twice a year 

Contains Irium, new chemical, new ingredient 
Gives you whiter teeth; keeps teeth white 
Removes film; removes tartar 
Keeps teeth clean; makes teeth brighter, makes 

them glisten; preserves teeth; good for teeth 
Amos'd "And/,- radio program (no specific fea

ture) 
Etc. 

Total Per Cent 

At a glance one can see what ideas Pepsodent has succeeded, in leaving with 
people. Several points are of interest. First of all, Pepsodent had evidently 
succeeded well in "selling" the idea of Irium—of a new chemical or ingre
dient—by October, 1937. By 1938 this idea, although still outstanding, had 
slipped a little. Again, it may seem surprising that the "Brush your teeth twice 
a day; see your dentist twice a year" idea was so strongly entrenched in 1937 
—some time after Pepsodent had stopped using this theme in an aggres
sive way and on a large scale. This is testimony to the potency of the idea itself, 
evidence of which is available from many sources. The drop of the "Brusii 
your teeth twice a day; etc." idea from 19.7 per cent in 1937 to 10.i per cent 
in 1938 follows a well-established principle in psychology and advertising; 
namely, that no matter how good an idea or how strong an association, re
inforcing at intervals is necessary in order to keep it alive. 

A strikingly different pattern is observed for Dr. Lyon's powder. Here 
the responses were: 

Features of Dr. Lyon's Advertising Recalled 

Clean your teeth with powder—do as your 
dentist does 

Gives whiter teeth; keeps teeth white 
Keeps teeth clean; makes teeth brighter; makes 

teeth sparkle 
Use powder {instead of paste); powder is best 
Etc. 

Total Per Cent 

Here we find mostly just one idea—"Clean your teeth with powder— 
do as your dentist does." Certainly Dr. Lyon's succeeded in impressing people 
with it. Triple Associates Tests made from 1932 to 1938 show a steady increase 
in the penetration of this idea. The preceding table on Pepsodent features 
remembered indicates the "tenacity" of the "dentist" idea. An examination of 
the sales records of Pepsodent during this time reveals a generally downward 
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trend. Dr. Lyon's, by contrast, showed a steady gain of customers during the 
same period. 

Triple associates. This is a special form of recall test developed by Link 
£4] and is illustrated by the question: "What company advertises 'Better 
Things for Better Living Through Chemistry'?" This test can be applied only 
to those situations where an advertiser has used a central idea to carry his 
advertising message. Under these circumstances it gives an excellent picmre 
of the extent to which the advertiser has succeeded in identifying this central 
copy theme with his brand. 

Several years ago the Psychological Corporation was asked to test a news
paper campaign of a soap used primarily for dishwashing. The principal fea
tures of the campaign were: A company representative would make arrange
ments in a town for one of the local home economics experts to give a lecture 
on hygiene, cleanliness, etc., to a group of local women, some church or club 
group. At the end of the lecture, the company representative would put on a 
"scientific" demonstration of the effectiveness of the brand of soap in question, 
compared to other "leading" brands. This test consisted essentially in putting a 
tablespoonful of each of the soaps in a quart jar. One cup of boiling water 
was then poured into each jar. Invariably the advertiser's soap produced more 
and deeper suds than did any of the other "leading" brands. A local photog
rapher then took pictures of this scientific demonstration, including some of 
the more prominent local women. This was then run in the local newspaper 
under the headline and story of "The Deeper Suds Test." 

The first approach was to make a quick Controlled Opinion Test. Several 
variations of the test indicated that the advertisements Interested most house
wives only slightly. Of more importance was the finding that when the name 
of the advertiser was blocked out, there was considerable confusion with 
Super Suds, a competitive brand. On the basis of these findings it was recom
mended that the theme "The Deeper Suds Test" be changed, but the client was 
not convinced on the basis of the Controlled Opinion Tests and asked for 
further tests. 

The following procedure was carried out. Four cities were selected for an 
eight-week newspaper campaign. Immediately preceding the advertising 
300 housewives of the large middle socioeconomic group were interviewed in 
each of the four cities. Interviews were widely scattered throughout each city 
and only women in even-numbered homes and apartments were interviewed. 
Two questions were asked: ( i ) "What brand of soap do you use for dish
washing?" (2) A triple associates question, "What brand of dishwashing 
soap advertises The Deeper Suds Test?" The results, as can be seen from the 
table below, were nothing short of startling and definitely confirmatory of the 
Controlled Opinion Tests. 
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What brand of dishwashing soap advertises: "The Deeper Suds Test"? 

Bejore After 
Advertising Advertising 
Campaign Campaign 
Per Cent Per Cent 

Super Suds (Incorrect) IX 16 
X—The Advertiser! I 

All other brands 3 3 
Don't know 84 79 

Total Per Cent 100 100 
Total Interviews 300 300 

The client refused, however, to be dissuaded. So after eight weeks of news
paper advertising the test was repeated, with women across the street and across 
the hall, that is, with women in odd-numbered homes and apartments. In this 
way the two samples were kept very comparable. The results indicated further 
that the company was doing an excellent advertising job for Super Suds! N o 
further comment seems necessary. 

This illustration indicates several things. First of all, it shows how the 
triple associates technique can be used prior to any advertising in order to dis
cover the degree of confusion, if any, which exists between the centra! idea 
or theme proposed and other advertising which may already have strong claims 
on the idea. Secondly, It indicates the small amount of "guessing" that can 
be observed on the part of the large majority of the people who were uncertain 
and said they did not know. Most triple associates tests indicate a limited 
amount of confusion. 

Reliability. Recall tests show reliability coefficients of approximately -I-.90, 
comparable to the recognition and identification tests. 

Validity. Inasmuch as recall tests measure the strength of associations set up, 
not only by the advertising, but by use and familiarity over a period of time, 
their validity is self demonstrated. The results or responses to the questions 
asked are in themselves evidence of the degree of establishment of these asso
ciations. 

Practical applications or uses. The purpose of much advertising is to estab
lish an association between a need or want and a particular brand of product. 
For example, "I need tooth paste—I'll buy Ipana." That advertiser who can 
establish this type of association most strongly will, theoretically, have pre
determined the consumer toward the purchasing of his particular product— 
other factors being equal. Other factors are, however, very often not equal— 
one cent sales, special merchandising offers, availability, are illustrations 
of factors which come between the establishment of an association and the 
actual purchase and use of a particular brand or product. Therefore, there 
need not be expected a high correlation between sales and these tests. 
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Recall tests are of most value when repeated at periodic intervals so that 
an advertiser can determine not only his comparative ranking in relation to 
his principal competitors, but also any increase or loss of his standing. Fur
thermore, periodic studies will indicate the extent to which particular copy 
themes or ideas, not only of his advertising, but also of his competitors', are 
making headway or losing ground. 

THE CONTROLLED OPINION TEST 

The rating of objects or items on the basis of the opinion or judgment of 
the subject is fundamental to much experimentation in psychology. The Con
trolled Opinion Test, popularly known as the Consumer Jury Test, is based on 
consumers' opinions under controlled conditions. It consists essentially in the 
showing of two or more advertisements to a person and asking questions 
such as: Which advertisement interests you most? Which headline appeals 
most to you? Which illustration do you like best? What is the story this 
advertisement tells? etc. This is not a test of the rememberability of adver
tisements as are the recognition and recall tests. It is a direct measure of 
people's interests, likes and dislikes, the story or idea the advertisement con
veys, etc. 

Reliability. Strong [5}, using imitative as well as actual advertisements, 
secured reliability coefficients ranging from -I-.84 to + .95 with groups of sub
jects as small as 25 in number. Newhall [6] reported 71 coefficients of correla
tion of agreement among various subgroups of 12 to 41 subjects. Excluding 
seven correlations between men and women on advertisements which differed 
in their appeals to the two sexes, the correlations can be described thus: all 
were positive, 91 per cent were above +.50, 80 per cent above +.60, 66 per 
cent above +.yo, 53 per cent above +.So, 23 per cent above -h.^o. 

Validity. Starch [7] reported positive correlations between test rankings 
and sales, coupon, or inquiry rankings ranging from -I-.40 to -l-i.oo, with an 
average of + .79 for twenty series of advertisements. Borden and Lovekin [8} 
reported a study made on seventeen series of magazine advertisements. Each 
series contained from two to five advertisements which showed reliable dif
ferences in sales or numbers of inquiry returns. Tests were made with men 
and women from economic, social and educational groups which included 
consumers for the products advertised. They found that when the article 
advertised was limited in appeal, inquiry or sales rankings and controlled 
opinion rankings agreed in only 36 per cent of the cases. However, when 
the advertised article had wide appeal, controlled opinion rankings and 
inquiry or sales rankings agreed 92 per cent of the time. These differences 
point to the necessity of testing a representative consumer group. 
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Practical application and uses. One of the principal advantages of this test 
is that it can be used to test advertisements bejore they have run—before 
large sums of money have been spent. Rough layouts may be used, which makes 
"pre-testing" relatively inexpensive. In many instances, there are incidental 
benefits over and above the selection of a specific advertisement or advertising 
campaign. For example, only two out of one hundred people mentioned 
"hexylresorcinoi" when asked to tell "the story" of an advertisement in which 
this was prominently featured in the headline. The copy elaborated further, 
giving the "scientific" implications. This was hardly the overwhelming impres
sion an aggressive sales or advertising manager might wish for. 

Several years ago a well-known company had advertised a canned food in 
expensive space, featuring a contest with ten first prizes of paid two-week 
trips to Hollywood. The small number of entrants led the advertiser to wonder 
regarding the reasons. A simple controlled opinion test indicated that 42 per 
cent of the women who used the canned food with some regularity had babies 
oc young children and would have found it very difficult or impossible to go 
to Hollywood! Another 23 per cent didn't want to go without their husbands! 
A supplementary test with unmarried girls 15 to 20 years of age showed 90 
per cent interested in going to Hollywood. But only 17 per cent had ever pre
pared a can of (he food. This advertiser might well have saved from $60,000 
to $100,000 by a simple controlled opinion test of the basic appeal—the 
unwanted trip to Hollywood! 

Warning. This test will give invalid results if the advertisements contain 
themes or claims which elicit "socially unacceptable" responses. Results may 
not be valid, for example, if some advertisements emphasize sex or moral 
values or if infants are used as illustrations, etc. Many advertising men believe 
the test has limited value because it is "artificial," I.e., the respondents become 
advertising critics instead of normal readers of advertising. Like all tests, 
the value of the results obtained depends upon sincere co-operation and interest 
in the test on the part of the respondents. 

INQUIRY TESTS 

Clipping a coupon or responding to an offer buried In the copy is an overt 
response. Many advertising men feel that therefore inquiry tests are particularly 
valid, despite studies which have shown that respondents often are not typical 
of the consumer population. 

Under the category of inquiry tests are included all tests based on advertise
ments which invite a request of some kind from the consumer. The offers are 
so various that it is possible to suggest only a few of the more common: 

1. The product itself, either sample or regular size. 
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2. A booklet describing the product, how it can be purchased, its uses, etc. 
3. A premium such as a picture, pocketknife, or some novelty. 
4. A special bargain, such as a three-year subscription for the price of two. 
These offers may be free, free with some purchase or order, free except 

for a small postage charge, they may involve a sale at the regular price as in 
mail order advertising, etc. 

The form in which the offers are presented also varies. Some of the more 
common are: 

1. A coupon to be clipped or torn out forming a regular part of a newspaper 
or magazine advertisement. 

2. A buried offer, that is, an offer found in the copy itself. 
3. An offer inviting a written request, a telephone call, or asking a person 

to present a coupon at a dealer's, etc. 
Variables which affect inquiry returns. Obviously, there are a great many 

factors which influence the number and the rate of inquiry remrns. On the 
following there seems to be at least general agreement. Some are, of course, 
elementary. 

1. Size. All advertisements tested should be the same size. 
2. Position. Advertisements should occupy the same space since page posi

tion and positron in the paper or magazine influence pulling power. 
3. Same offer. The appearance as well as the offer itself must be the same. 

If a coupon, it should be in the same place in the advertisement and identical, 
if possible, in appearance and wording. If a buried offer, the wording and rela
tive position in the copy, that is, in the last paragraph or paragraph before the 
last, should be the same. 

4. Coupon or buried offer. A coupon will usually bring more replies than 
a buried ofî er. For instance, children and professional coupon clippers will 
often send in coupons. Only those who read most of the advertisement will 
discover a buried offer. 

5. The medium used. The medium in which the tests are made should be 
similar to the media in which the final campaign is going to be run. On the 
basis of previous experience, the tester should know that the findings of the 
test medium can be applied to those in which final copy will appear. 

6. Rate of return. There is quite often a dropping off of inquiries by the 
time the series of advertisements comes to a close; that is, the fifth in a series 
of weekly advertisements in a local newspaper may produce fewer rephes 
because the market has been milked dry, so to speak. In order to take this into 
account, the first of a series of advertisements is often run again at the end 
and a trend line established. Then the advertisements are rated on the basis of 
their relation to the trend line. [9] 

7. The time between advertisements. The time between each advertisement 
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of a series and the following one must be adequate to insure that the bulk of 
inquiries can be attributed to the particular advertisement in question. 

8. Competition from news. A test in newspapers particularly may suffer 
from the competition of unusual news such as the Normandy invasion, our 
recapture of the Philippines, etc. 

9. Seasonal influences. A series of test advertisements may run during 
several months or more. During this time seasonal variations in weather or 
seasonal changes in demands or habits may occur. 

10. Competitive changes. During the six or seven weeks of the test period 
market conditions may vary. In fact, it has been suggested that competitors 
might even introduce special sales in test cities in order to "help" an adver
tising test of another brand or company. 

11. Weather conditions. The test of appeals for the selling of umbrellas 
might be considerably affected by a hailstorm or rainstorm of some magnitude. 
In the same way, cold weather might definitely affect the results of a test of 
antifreeze for automobiles, etc. 

Split-run technique. Many but not all of the preceding variables can be 
controlled by means of the split-run technique, that is, simultaneously running 
two or more advertisements in comparable parts of a magazine's or a news
paper's circulation. For example. Advertisement A appears in half the cir
culation, and Advertisement B in the other half. The advertisements appear in 
the same page position, and appeal to approximately comparable economic 
groups. They run during the same weather conditions and compete with the 
same news or editorial stories. This maximum practical comparability of 
external factors insures that differences in number of returns are due to dif
ferences In the advertisements themselves. There are now a fairly large number 
of magazines and newspapers which make available this type of operation to 
their clients. 

Practical application and uses. The most common use to which the coupon 
or inquiry test is put is to determine the comparative pulling power of two or 
more advertisements, two or more appeals, two or more headlines, etc., in 
preparation for the running of a campaign in more expensive space. Usually, 
the tests are made in magazines or newspapers of small circulation. Recently, 
however, the tendency to utilize the split-run facilities offered by a number of 
magazines and newspapers has tended to increase the circulation of the testing 
media. 

Of all tests this is probably the one the amateur most often goes wrong on. 
In general, he believes that all he need do is to put two ads in two different 
newspapers and observe which produces the most replies. Sometimes, the 
amateur knows that the larger the circulation, the more replies, usually- He 
may know that there are such things as seasonal variations, etc., but very often 
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Starch [lo] Falk [it] Kudol ph [IL] 

Mmth ipi8-ipjo 
January 110 184 114 99 
February 130 157 I I S 144 
March III 107 116 118 
April 99 77 96 104 

85 May 86 67 78 
104 

85 
June 83 65 79 90 
J"l7 83 76 93 91 
August 9^ 91 I I I 9̂  
September 108 95 105 96 
October 116 9^ 

89 
l O I 94 

November 99 
9^ 
89 91 l O I 

December 80 99 7^ 85 
Average 100 100 100 100 

It is quite apparent that indices for seasonal variations differ. Certainly, if 
Falk had used the October index of Starch, based on inquiries of a wide range 
of products, in coitecting for his replies to advertising of plan-cut homes and 
materials for homes, he would have erred considerably. 

Reliability. Reliability coefficients vary considerably, ranging from +.25 or 
-f .30 on the one hand to about +.90 on the other. Coefficients are often low 

when returns are very scattered; for example, when only three or four hun
dred returns are obtained from an advertisement with a circulation of 500,000. 
Under these circumstances, reliability coefficients between split halves or thirds 
tend to be low. If the returns are higher, then the coefficients of reliability 
usually rise. In general, it may be said that the inquiry returns show high 
reliability, usually ranging between + .60 and +.85. 

Validity. Even the spht-run technique does not, of course, insure the validity 
of inquiry returns. The correlations of coupon or inquiry returns from news
paper and magazine advertisements with sales results or with any other 
validating criterion vary tremendously. 

Returns from mail-order advertisements, which require part or all the price 
of the product advertised, approximate and in some cases actually are sales. 
Here face validity and validity approach identity and the correlation between 
coupon returns and sales must approximate + 1 . 0 0 . Coupon or inquiry 
responses are often followed up by mail or personal sales efforts. Here, 
too, validity can easily be determined. By trial and error methods over a period 
of years seasoned advertising men have in many instances determined the 
type of offer, media, and other factors necessary to give inquiry returns high 
validity for a particular product. 

he oversimplifies. In this connection a table which shows the seasonal indices 
determined by three different studies might be instructive. 

TABLES FOR SEASONAL CORRECTION 
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Most advertising situations do not, however, lend themselves to this type 
of validation. Hence the evaluation of the results depends upon the personal 
skill and judgment of the interpreter and tester. The varying abilities of those 
who do inquiry testing account, at least in part, for the varying validity of these 
tests. Here resides, without doubt, one of the major reasons for the divided 
opinion on the usefulness and adequacy of inquiry tests. 

SALES TESTS 

Sales tests try to measure the effects of advertising on sales. Since the purpose 
of most advertising has been to sell, it is easy to understand the high regard in 
which the sales test has been held. The sales test seems offhand an easy test, 
but actually it is extremely difficult because there are so many other factors 
{as in the inquiry test) which influence sales. Sales tests are also much more 
costly than any other form of copy test. Nevertheless, this method has been 
widely used. 

Test cities. The most common form of sales test is one which purports to 
measure the comparative sales effects of two or more advertising campaigns. 
Usually a small number of cities is selected, one or two cities for each of the 
campaigns to be tested. An additional city or two is often selected as a "con
trol"; here either no advertising is run or the regular advertising is continued. 
Cities are usually selected for comparability in size, in average income of 
families, in newspaper circulation, in nationalities of the residents, in types of 
employment available and on the basis of other similar factors which affect 
sales. Other variables or influences which must either be controlled or taken 
into consideration are weather conditions, epidemics, seasonal influences, price 
and price changes, duration of test period, competitive factors, and special 
promotional efforts.^ Unless these critical variables are controlled, or their 
importance known, the sales test may well be of little value. Sales are measured 
before, during, and after the campaign, and the campaigns rated according to 
their comparative sales. 

An example of a sales test. Giellerup wished to discover the best appeal and 
form of advertisement to use in selling a roofing paint. [ 1 4 ] He particularly 
wanted to compare: 

1. "Regular" with "editorial" type advertisements. 
2. Advertisements with logotype to those without. 
Four cities, ranging from 59,000 to 85,500 in population were selected as 

test cities. The buying power per capita, the number of homes, the number of 
rented homes, the circulation of the newspapers used and other relevant 
facts were obtained for each of the four cities, 

'For a more detailed treatment see note [13I. 
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Town 

A 

fi 
C 

D 

*R, Regular type of advertisement. 
R,L, Regular type of advertisement with logotype-
Ed, Editorial type of advertisement. 
Ed,L, Editorial type of advertisement with logotype. 

As a result of this sales test, Giellerup was definitely able to say for this cam
paign: 

1. That "editorial" copy was better than "regular" copy. 
2 . That advertisements without logotype were superior to those with, 

aside from costing less. 
Methods of measuring sales. Sales before, during, and after a sales test are 

measured in one or more of the following ways: 
I . Company sales. Sales of the company to retailers, wholesalers, and 

jobbers are used as a basis for measuring the effects of sales tests. Obviously 
this is a crude means of measurement because of the unknown lag between 
sales by the company and sales to the consumer due to warehouse inventories, 
dealer inventories, uncertainty of areas serviced by specific jobbers, etc. At the 
present time this measuring device is seldom used. 

Circula Testl Test 2 
Popula Buying Tower tion Ad* Sales Ad* Sales 

tion Per Capita of Paper Per Cent Per Cenf 
60,667 576 7,574 R II R H 

1,490 16,304 R 8 Ed 46 
59.184 1,048 6,377 Ed 61 Ed,L 2.7 
77,17a 894 i2.,776 R,L 

Total 
9̂ 

100 
R,L 13 

100 

Four advertisements were prepared and each run four times on the same 
days in each of the cities during an eleven-day period. An exact record of 
weather conditions was kept. 

One of the advertisements was of the editorial type without logotype. The 
other three were the regular type of advertisement, one with logotype, and the 
other two having the name of the company at the bottom. An accurate store 
record of the sales was kept—extending for a period of two days after the 
last of the four insertions. 

The results indicated that the editorial type of advertisement was definitely 
superior. 

A second test. Using the results of the first test as a basis, four advertise
ments were made up, all with the headline "Put An End to Your Roof Trou
bles." Two of these advertisements were the editorial type, identical except that 
one had a logotype of the name of the paint at the bottom. The other two 
were more the regular type of advertisement, and identical except that one also 
had a logotype of the name of the paint at the bottom. 

These four advertisements were run three times during a one-week period 
in the same towns as before—starting two and one half weeks after the finish 
of the first test. 
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2. Sales of retail outlets. A sample of retail outlets in the test and control 
cities {or on a national basis) is inventoried periodically to measure the flow 
of merchandise. An important contribution has been made here by the A. C. 
Nielsen Company in the dmg, grocery, and hquor fields. Sales are measured 
by means of bimonthly inventories in a large number of retail outlets scat
tered throughout the United States. (The most important defect for some 
products is the refusal of certain chain outlets to co-operate.) Results are 
reported by brand in terms of units sold, and also in terms of dollar volume. 
Many companies use the Nielsen service for measuring results of their sales 
tests rather than setting up a separate sales checking system. 

3. Measurement of consumer purchases. A recent trend has been to check 
sales tests by means of consumer panels or by means of repetitive studies in 
comparable groups of homes. The two most widely recognized regular com
mercial services are the National Consumer Panel by Industrial Surveys Com
pany and the Psychological Corporation Brand Barometer smdies—both 
described more in detail in special chapters in this book. In consumer panel 
studies arrangements are made to have regular records kept by family mem
bers of all purchases, or of all purchases of certain kinds (e.g., dmgs, cos
metics, house furnishings, etc.). These records are then tabulated, analyzed, 
and the results interpreted accordingly. In the periodic Brand Barometer 
studies, questions on recent purchase or usage are asked in 10,000 urban homes 
scattered throughout the country and sales trends recorded accordingly. 
In both these procedures information of the advertising influences to which the 
family members have been exposed can be obtained, and more accurate 
analyses of advertising influences therefore made. Probably the most important 
characteristic of these modes of measurement is that they occur at the terminal 
point, the consumer, who is the person to whom most advertising is addressed. 
By these methods the effects of advertising can be measured in terms of socio
economic stams, age, sex, educational level, etc.—all important to the adver
tiser but not obtainable by other modes of measurement. 

SUMMARY 

There are many variations of the six types of tests discussed above. In 
addition, there are other less commonly used methods of testing advertise
ments. It may safely be said of all forms of copy testing that no one is the 
final answer to the problems of the advertising man. 

Most of these tests show fairly high reliability coefficients but their validity 
is much harder to demonstrate. However, test results often "make sense," not 
only to practical advertising men but also to scientifically trained research 
men. 

Copy testing, like medicine and engineering, belongs to "the arts of prac-
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tice." It has not attained scientific status. It may never achieve such status. 

Nevertheless, even in its present undeveloped and ill-defined state, copy test

ing gives valuable clues to advertising men, partly because many of the 

questions arising are of even a grosser nature than the copy testing tools 

employed to solve them. 
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Chapter X 

T H E OFFICE OF R A D I O RESEARCH 

A Division of the Bureau of Applied Social Research 

Columbia University 

MARJORIE FISKE AND PAUL F. LAZARSFELD 

Office of Radio Research 

THE rapidly increasing development of the radio industry in the past two 
decades has opened up a new and increasingly important area of com

munications. Radio is accessible to more people than any other kind of com
munication. Its effects are therefore of increasing importance to the sociologist, 
the educator, and the politician. And since radio in America is a privately 
owned and operated industry, its impact Is also a matter of importance to net
works, advertisers, advertising agencies, and others concerned with its com
mercial effectiveness. 

The Office of Radio Research has been functioning for seven years, during 
which it has been concerned with a wide variety of radio research problems. 
In some instances these problems could be solved by a relatively simple adapta
tion of techniques used in other fields of research. In others it was necessary 
to develop new techniques to fit the special characteristics of this new 
medium. It will not be possible within the scope of this chapter to enumerate 
all such adaptations and innovations. W e shall, rather, touch upon a few 
which illustrate the interrelationship of radio and other fields of communica
tions research."^ 

THE OBJECTIVES OF RADIO RESEARCH 

It is manifestly impossible to study either the content or the effect of every 
radio broadcast that goes on the air. The larger body of knowledge, the over
all picture, has to be built up over a period of time, segment upon segment, 

^ The authors are indebted to Dr. Bernard Meyers for his assistance in organizing this 
material. 
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each segment representing a study of a particular program or a particular 
group of listeners. Furthermore, studies of particular programs or particular 
groups of listeners may be done from the different standpoints of the educator, 
the politician, the sociologist, the psychologist, and the businessman, each 
seeking answers to different questions. Rarely is one program or one group of 
listeners studied from all of these viewpoints, but each study contributes to 
the sum total of knowledge of radio's role in our culture. Each contributes 
new techniques which can be used by the other. Altogether, they are gradually 
weaving together to form an increasingly important part in the general pat
tern of communications research. 

Soj/ie examples of the several approaches to radio research. The Office of 
Radio Research has had occasion to do research from all of these several stand
points. In smdies reported in Radio and thePrinted Page [ i ] radio was viewed 
from the standpoint of the educator; reading and listening habits were com
pared and new insights gained as to the relative roles of radio and print as 
informational media. It has studied a particular program, the Orson Welles 
"Invasion from Mars" broadcast, for example, from the standpoint of the 
psychologist to gain insight into how different kinds of people react to a given 
stimulus situation. [2} This broadcast, It will be recalled, resulted in near 
panic in certain parts of the country. To determine how it came about that a 
radio drama could spread genuine terror through a substantial part of the 
population, detailed Interviews were made with many different kinds of 
listeners who reacted in a variety of ways. The results not only shed light on 
the power and potentialities of radio as a medium of communication, but 
enabled the psychologist to gain insight into the general psychology of panic. 

Or, again, certain programs and certain kinds of listeners have been 
studied from a broad sociological standpoint, as in the not yet published study 
of the Kate Smith all-day bond-selling appeal, wherein a particular broad
cast of a popular entertainer was subjected to scmtiny. In this study the con
tent of the program was analyzed to determine the variety of Its appeals, and 
the listeners were interviewed at length to determine the relative impact of 
these appeals, and how they came to decide to buy a bond from Kate that day. 
In the course of the analysis it became apparent that a particular radio enter
tainer may epitomize the social force of radio, reflecting certain trends and 
concepts in our culture, and at the same time reinforcing them. Kate, for 
example, lays great stress on the sacrifices and sacredness of motherhood. 
Indeed, for many of her listeners she has come to typify motherhood: "Only 
a mother could plead the way she does," even though most of them know she 
is not a mother, in this extolling of motherhood she not only reflects one of 
the basic concepts of our time and our culture, but at the same time she rein
forces and strengthens It, 



T H E O F F I C E O F RADIO R E S E A R C H 1 3 9 

The program sponsor and the advertising agenq* study radio from yet 
another angle. They are concerned with the extent to which their "messages" 
get across, and with the extent of acceptance or rejection of their particular 
programs. Here the research focuses on the immediate response reactions of 
the listeners. An effort is made to determine the extent to which a program 
is liked or disliked and why, and its effect on the subsequent attitudes or 
actions of those who heard it. Studies of this kind involve either program 
research or the testing of commercials, techniques which we shall consider 
shortly. 

Viewing radio as a whole, it is apparent that its content is the product of 
contemporary culture and customs. Its content reflects this culture because 
the people responsible for it are in turn the products of it. Analyses of the 
content of radio broadcasts, therefore, provide the sociologist with a better 
understanding of society. On the other hand, this content has an impact on 
millions of radio listeners, and by studying the effects of radio on listener's 
habits and attitudes the sociologist also gains insight into the way in which 
it is changing, modifying, or reinforcing the cultural pattern. 

THE TECHNIQUES OF RADIO RESEARCH 

Surveys of general listening habits. The most general kind of listener survey 
involves a simple count of how many people listen to a given program. Such 
counts, known as program ratings, are based on careful samplings of the 
population, and are made systematically by a number of research organizations. 
Program ratings and fluctuations are thus made available regularly to private 
clients.- The OlSce of Radio Research, however, while it does make use of 
such ratings in some of its more quantitative studies, e.g.. The Social Stratifica
tion of the Radio Audience, by Hugh Beville, {3] confines itself largely to 
studies of a more detailed psychological nature. 

Surveys of general listening habits may be made for several reasons. One 
may wish to compare the influence of the various media of communication on 
a given area of behavior. How, for example, does the Influence of radio 
compare with the influence of newspapers and magazines on voting behav
ior.'' [ 4 ] Or, one may want to measure changes in listening habits resulting 
from program changes or to gain insight into the role of radio among certain 
groups of people. In this case one must also survey general listening habits 
over a period of time. Whatever the purpose of such general sur%'cys, the 
procedure is the same; something akin to a "listening diary" must be pro
cured from a representative sample of the population one wants to study. 

Several studies of this kind, both commercial and noncommercial, have 

= See Chaps. XI. XII, XIII, and XIV. 
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been made at the Office of Radio Research. A good example of this is the 
question of listening in the daytime. If the whole listening pattern of women 
were taken into consideration, they would fall into three large groups. 
Daytime listeners include those who listen to serials, those who listen to other 
programs and others who because they are at home in the morning could 
listen but do not. Thus radio acmally does not reach a third of the available 
morning audience and, at the same time, has to cater to two rather 
different kinds of audiences. How to reconcile the interests of these two 
divergent sectors of the audience is a problem that leads to a large number 
of interesting and still partly unsolved research problems. 

Another survey of general listening habits was concerned with the question 
of who listens to small local stations. This involved interviewing a cross 
section of the radio audience in a given locality about their radio listenership 
over a period of time, and comparing different age, sex, and socioeconomic 
groups in respect to station preferences. [5] It developed that people on the 
lower socioeconomic strata tend to listen to such stations more than do those 
who are better educated and better simated financially. 

A study of a somewhat different nature recently completed by the Office 
of Radio Research [ 6 } also falls into this category. Here the problem was to 
determine (a) the degree of satisfaction with current radio offerings, (b) 
attitudes toward commercial advertising on the radio, and (c) general recep
tivity toward a proposed new plan by which the listener would subscribe to 
a service which would provide him with three types of radio programs with
out any advertising. 

Still another kind of general listenership survey is designed to determine 
the role of radio in the lives of particular groups—children, for example, or 
housewives, or certain socioeconomic groups. Such a study usually involves 
careful and detailed case histories of representatives of the group under study. 
This kind of investigation is well exemplified in two Office of Radio Re
search smdies. Listeners Appraise a College Station [ 7 ] , and "Radio Comes 
to the Farmer" [8}. In the latter, it was possible, by use of the detailed inter
view method, to determine the extent to which the acquisition of a radio 
changed the habit and thought patterns of a group of Iowa farm households. 

A similar type of survey is indicated when a sponsor or a group of sponsors 
wants to measure the impact of his radio appeals, or to compare it with 
appeals in other media. It was found possible In one study, for example, to 
gauge both the actual results of radio advertising and to get some idea of its 
potentialities. [9} The investigators went into a representative, moderate-
sized community and interviewed several hundred housewives at great length 
about their listening habits, their awareness of retail merchandising over the 
air, their varying degrees of receptiveness toward the various kinds of retail 
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advertising and the extent to which such attitudes influence their buying 
habits. Among other things, this study indicated that certain kinds of pro
grams are better adapted to the selling of retail merchandise than others and 
that certain kinds of merchandise lend themselves better than others to ad
vertising over the air. 

In the course of such studies it has become clear that nonlisteners are also 
an important factor in radio research, both from the standpoint of particular 
programs [ 1 6 ] and from the standpoint of nonlistening in general. If we 
know why certain people do listen to a given type of program and how 
many people do not listen for these same reasons, we can plan program 
changes that may not only improve content level but .it the same time increase 
the total amount of listencrship. Similarly, if an extensive survey were made 
of people who seldom or rarely listen to the radio at d l , we could round out 
our picture of radio as a cultural expression and a cultural tool. 

The nature of program research. Such broad audience surveys as those out
lined above cannot possibly encompass the more specific problems of listener 
likes and dislikes, listener gratifications or the extent to which listener atti
tudes are changed or modified by radio listening. Therefore, the investigator 
finds it increasingly necessary to study particular programs or series of partic
ular programs. In doing so, however, he comes face to face with research 
problems which are not especially peculiar to radio but have their counter
parts elsewhere in the communications field. How do you measure listener 
reaction to a program? What specifically does a listener mean when he says 
he liked or disliked a certain program? How can one measure the "effective
ness" of a given informational program? How determine the cumulative 
effect of a series of programs? 

There are three different ways of learning what a program means to people: 
by subjecting the program to a content analysis, by making a differential 
analysis of the personal characteristics of the groups that listen to the pro
gram, or by asking people directly what the program means to them. Wher
ever possible, all three methods should be used simultaneously. 

Content analysis of radio material involves essentially the same techniques 
as are used in the analysis of printed materials and are usually based on 
scripts or transcripts of the broadcasts (unless one is studying all programs 
for the occurrence of a certain type of content in which case one has to 
resort to "monitoring"). From analysis the investigator is able to list most 
of the affective factors of a broadcast. Thus the content analyst, after listening 
to a few instalments of a daytime serial script, may learn that It stresses an 
individualistic, competitive type of social relationship, that the surgeon hero 
wants to be a great man and stand high in a prestige hierarchy, that his 
interest is in himself and not in humanity. Or he may discover that the Negro 
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character depicted in the series is a servant whose chief characteristic is dog
like devotion to his master with Uttle or no portrayal of any individual 
thoughts, feelings, or individuaUty of his own. In another study a content 
analysis of a Kate Smith script reveals that she sometimes uses the word 
"America" or "American" as many as seven times in five minutes, thus 
building up an associative complex that contributes to her reputation as a 
patriot. 

But, as we have already suggested, content analysis Is important largely as 
the first step in the study of any particular program or series of programs. 
In subjecting the script or scripts to a preliminary content analysis, the in
vestigator accomplishes two objectives. He is able to distribute his questions 
on the various components of the broadcast with some regard to their fre
quency and importance. Secondly, a thoroughgoing content analysis permits 
certain inferences about what the listeners may get out of the content, or at 
least will give the investigator some idea of what not to look for. Because it 
provides both balance and perspective, content analysis is usually the first 
step in program research, whether it be an investigation of one program or of 
a series of programs. 

The second way to find out what a program means to people is to deter
mine what sex, age, and social groups listen, to it. Much is known about the 
psychological differences among various strata of the population, and if the 
program is listened to by some of this group more than by others, the namre 
of its appeal can be more readily understood. If, for example, the audience 
of one of two comedians is more highly educated than the audience of an
other, then it can safely be assumed that the first offers a more sophisticated 
kind of humor- The characteristics to be isolated will of course vary with the 
problem at hand. In a study of the audience for a child guidance program, 
for example, whether or not the listener has children was a pertinent factor. 
Quite a number of childless women were found among the regular listeners, 
hence the conclusion that the practical advice offered is not the only appeal 
in this program. Some women, regretting their lack of children, derived a 
vicarious satisfaction from hearing child problems discussed, while for 
others the broadcasts had general educational value. 

If more general listening habit surveys included detailed information 
about the listener, such as reading habits, leisure-time activities, community 
participation, and so on, this material would become a useful tool for the 
further analysis of what certain kinds of programs mean to listeners. 

One of the major problems of program research is how to get the respond
ent to indicate what, in the program or series of programs under study, is 
responsible for his reactions to it. It means little or nothing to the program 
planner, for instance, if he is told that 70 per cent of the respondents smdied 
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liked a program very much, 20 per cent liked it moderately well, and 10 per 
cent did not like it at all. It does not tell him what could be done to improve 
the attitudes of the other 30 per cent or whether changing it to meet their 
taste would not at the same time antagonize the 70 per cent who liked it in 
its original form. After considerable experimentation, however, the Office of 
Radio Research has developed a technique that seems to contribute to the 
solution of this basic problem. This technique involves the adaptation of the 
polygraph frequently used in experimental psychology, and Is known as the 
Lazarsfeld-Stanton Program Analyzer. 

The Program Analyzer is an apparatus that enables a group of respondents 
to record their reactions to a radio program as they listen to it, by pressing 
red ("dislike") and green ("like") buttons, or by not pressing buttons, 
which signifies indifference to what is being heard. The push buttons are 
connected with pens that move along a roll of tape synchronized with the 
radio program, thus making a permanent record of the reactions of all mem
bers of the group. [10} 

Such a record alone, while interesting as a picture of the high and low 
points of the program as far as a given group of listeners is concerned, is 
comparatively meaningless from the standpoint of program improvement. 
The important thing for the program planner or the educator to know is 
what it was about a particular part of the program that the listener found 
dull or interesting and why—in terms of the listener's own background and 
experience. The Program Analyzer Technique is therefore nearly always 
combined with a focused interview" in which the trained investigator, using 
the Program Analyzer graph for reference, is able to determine just what 
it was about the program that caused the reactions indicated on it, and 
just what these reactions mean in the experience of the listener. Every 
research man who has tried to determine the "why" of reactions to a particu
lar experience will recognize the advantage of this method. It gives him a 
picture of reactions that occurred simultaneously with the experience, and 
obviates a frequent difficulty in retrospective interviewing: to wit, that the 
respondents often fail to remember how they felt in the earlier parts of the 
experience. Like many techniques developed in one field of communications, 

^Th« "focused interview" is a term applied to the technique of determining reactions to a 
particular communication or experience (a motion picture, a radio program, printed material 
and so on), which is known to the investigator—as distinguished from the more diffuse type 
of interview which is required when studying listening habits or attjtudcj which may be the 
result of several different experiences which are usually unknown to the investigator. The 
focused interview is a rather complicated procedure, and the O.R.R. is now in the process of 
codifying the results of its experience with this technique with various media of communi
cation. The results of this systematization will be available in the form of a handbook sometime 
in 1946. 
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this one is useful in others as well and has been used successfully by the 
Bureau of Applied Social Research in testing reactions to motion pictures. 

The Program Analyzer, of course, can be used to study reactions to any 
kind of program. It has been found useful in determining the effectiveness 
of educational broadcasts, in analyzing the appeal of entertainment programs, 
and in measuring the impact of commercial announcements. The usual pro
cedure is to interview l o or 20 groups of people (10 to 15 in a group) care
fully selected to be representative of the audience the program is designed to 
reach. Tbey first listen to the program, recording their reactions with the 
Program Analyzer push buttons, and are then questioned by a highly trained 
interviewer with all remarks recorded by a stenotypist. Their comments are 
then analyzed in conjunction with Program Analyzer graphs, and the investi
gator can thus determine what the effective components of the broadcast were 
and can make recommendations as to which parts of the program should be 
changed, or eliminated for more satisfactory results. 

When a radio investigator wants to probe deeper, to determine the grati
fications of certain segments of the radio audience, interviews of a more 
elaborate kind are in order. Such studies usually involve two steps: detailed 
and expJoratorj' case smdies, followed by less detailed interviews with a 
larger sample, for statistical verification of the hypotheses developed from 
the qualitative data. This combination of qualitative and quantitative research 
has two advantages. On the one hand, the first step enables the investigator 
to gain rich psychological insights which enable him to cover the wide range 
of possible responses in the statistical survey. O n the other hand, the qualita
tive material enables him to understand, clarify, and illustrate the quantita
tive data more fully. The combination of the two types of research has 
proved so fruitful that it has become established procedure in many of the 
studies undertaken by the Office of Radio Research. Perhaps the best way to 
illustrate its value is by way of a concrete example. 

An example of program research. The problem was to determine the 
gratifications of the millions of women who listen to the serial stories broad
cast throughout the day by the major networks. As a first step, 100 women 
from various age and socioeconomic groups were interviewed intensively. 
{ 1 1 ] Analysis of their reports about their listening experiences and the 
satisfactions they derive from it indicated that there are three major types of 
gratification in listening to daytime serials. Some listeners enjoyed them 
primarily as a kind of emotional release. Burdened with their own problems, 
they claimed it "made them feel better to know that other people have 
troubles, too." A second and more obvious form of enjoyment of the serials 
comes from the vicarious experiences they supply. A third gratification was 
entirely unanticipated by the investigator and constitutes a good illustration 
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of the value of this kind of intensive interviewing. Many women listened to 
serials because they provide standards of value and judgment, and help them 
to solve everyday problems. They learn things from these stories which they 
use later in solving their own problems: "Bess Johnson shows you how to 
handle children. She handles^ll ages. Most mothers slap their children. She 
deprives them of something. That is better. 1 use what she does with my own 
children." Or they provide comfortable philosophy for use with one's self 
or others: "When Clifford's wife died in childbirth the advice Paul gave him 
I used for my nephew when his wife died." 

In this way, by providing such "leads," the intensive interviews opened 
up the areas for investigation on a more quantitative basis. Later, when 2,500 
listeners were inter/iewed [ 1 2 ] , 41 per cent claimed to have been helped by 
daytime serials, thus giving statistical validity to a gratification that might 
have been overlooked altogether had the intensive interviews not been made. 
With the larger sample it became possible to make cross-tabulations which 
showed what kind of women found the serials helpiul in this way. Thus, for 
example, it developed that the less formal education a woman has the more 
help she derives from the serials. The quantitative material also made it 
possible to analyze the nature of this help, and it developed that listeners 
find these programs useful in several ways: getting along with people, help
ing people with their personal problems, learning how to handle themselves 
in particular situations, learning how to accept misfortune with a smile, and 
so on. 

Analysis of listener reaction combined with content analysis [ 1 3 ] of the 
scripts themselves then led to certain inferences about the role of such 
programs in our culture. It was found, for example, that these so-called true 
life stories do not deal with basic social or economic problems. They do not 
show a woman how she can improve her economic stams, nor do they give 
her a better understanding of the current problems of our time—such as 
those of minority groups. They tend, rather, to imbue the listeners with a 
fatalistic philosophy of life: this is how it Is, we aren't as badly off as we 
might be. They help the listener to accept her fate by universalizing i t — 
"husbands never understand their wives." Thirdly, they encourage the 
listener to live life through ready-made formulas for behavior rather than 
helping her to develop a critical sense that will enable her to determine what 
is good or bad for her in a particular situation. 

The field of program research, however, has been by no means completely 
explored. Little, for example, is known about the maximum potential of 
radio from an educational and cultural standpoint. We know, to be sure, that, 
by and large, the programs that are known and promoted as "educational" 
reach a relatively small proportion of the radio audience, chiefly those who 
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would make a point of acquiring tlie same information from another medium 
if it were not available to them over the air. £14} ft is known that such pro
grams will not reach even these relatively few listeners unless organized efforts 
are made to "build" an audience. [ 15} But what about the utilization of such 
already accepted programs as the daytime serials as a means of raising, rather 
than catering to, the cultural level of the average listener? The sponsor feels 
he would thereby lose some of his audience. But the fact remains that few 
have tried to improve them and there is as yet no proof that the sponsors are 
right or wrong. 

Effect Studies. Another, more specialized form of radio research pertains 
to the effectiveness of one section or element of a program. The commercial 
sponsor may want to determine the effectiveness of his commercial announce
ment. He may want to compare the effectiveness of two or more different 
presentations. The program planner may want to determine the extent to 
whicli his program depends upon the popularity of any single feature in it. 
He may want to compare commentators or announcers to determine which 
one is most acceptable to the greatest number of listeners. In all these cases 
the research procedure, as in most stimulus-response studies, involves the 
holding of all factors constant except the one under study. Thus, to determine 
the relative appeal of two commercials, matched groups of respondents (or 
sometimes the same respondents) will listen to two broadcasts which are 
alike in all respects except the commercial. If there are no extraneous factors 
involved, all differences in reaction to the two will be the result of differences 
in the appeal of the two commercials. 

If the sponsor does not have two or more specific commercials which he 
wants to compare, but wants, rather, to determine the effectiveness of a 
particular one, the problem is somewhat different. In the first place, he must 
decide whether he wants to measure the effectiveness of the commercial in 
terms of the number of sales of his product which it induces or is likely to 
induce, or whether he is concerned only with the extent to which the com
mercial is liked or disliked. (The relationship between liking a commercial 
or any other kind of persuasive appeal and being induced to act as a result 
of it is, incidentally, a problem which needs much further exploration. 
Studies done to date indicate that one may dislike a commercial intensely— 
"spot" announcements, for example, or singing commercials—and still be 
influenced by them.) If the investigator is primarily interested in sales effects 
rather than in what elements of the commercial make it effective, a con
trolled check is commonly used. A section of the population is "exposed" to 
the appeal and sales figures for the product in that area are checked against 
those in a comparable area where the population was not so exposed. An 
alternative to this procedure involves interviewing buyers of the product to 
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determine how they came to buy it. Most advertisers, however, seem to oper
ate on the theory that there is a connection between liking a commercial and 
buying the product it extols. Consequently, they are interested in research 
that will determine the degree of acceptance or rejection of the commercial 
announcement itself. 

If the advertiser is concerned only with the interest aroused by the com
mercial in a given program context, the Program Analy2er technique is in 
order. The graph will show clearly the relative position of the commercial 
within the framework of reactions to the program as a whole. From the fo
cused interview that follows he can then learn much about what was liked or 
disliked about the commercial and what in terms of the listeners' own experi
ences caused the favorable or unfavorable reaction. This technique is useful 
also in determining the effectiveness of commercials placed at various stages 
of the program—e.g., is the commercial placed at the beginning, end or 
middle of the program more effective.^ Should it follow a peak of interest in 
the program to capitahze on the high degree of attention at that point, or 
would such an approach cause a "letdown" on the part of the audience which 
might boomerang with resentment that "something is being put over" on 
the audience? 

Another technique for smdying commercial announcements has been 
found especially useful in testing reactions to "touchy" subjects, very personal 
products, or in testing institutional advertising. This involves an intensive 
"depth" interview, which is made immediately after the subject has read or 
heard the advertisement, and is equally useful for printed advertisements. 
Here the interview is customarily of an associative nature. What words or 
ideas are taboo? What words cause unpleasant associations which might in 
turn result In an unfavorable attitude toward the product or sponsor? This 
technique, incidentally, has suggested the interesting possibility that certain 
matters can be discussed in print which are not acceptable over the air and 
that, contrariwise, some approaches are more effective orally than in print. 

By and large, however, it has been found that the best way to make people 
articulate about commercial announcements, a subject that often leaves them 
lethargic at best, is to have them compare two or more. Most people are not 
sufficiently interested in such matters to become very talkative about their 
reactions, and the necessity of making a choice between two or more often 
provides the necessary impetus to self-examination as to why they selected 
one or the other. 

Another type of program research problem to which we have already 
alluded involves the program series. To investigate just one of a series of 
educational or entertainment or dramatic programs would not be a valid test 
of the effectiveness of the series, for reactions to a given program may be 
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partly predicated on remembrance of what went before and expectation of 
what is to come. Then, too, if the investigator is interested in changes of 
attitudes as a result of a program series he will get little from merely testing 
one program. The technique that has been developed to solve this problem 
is called the "panel," [ 1 4 ] which, reduced to its barest essentials, involves the 
selection of a group of people who agree to listen to a series of broadcasts 
and then report their reactions to the various programs. They may agree to 
come to a given place in a group and participate in a group interview using 
the Program Analyzer, or they may agree to record their reactions to various 
programs on formal questionnaires (the latter is, of course, in order when a 
nation-wide sampling is desired). Thus a virtually constant and identical 
group is made available for the examination of a series of programs, and 
detailed comparisons of one program with another in a series can be made. 
Obviously, one can also procure other information from such a group—read
ing habits, program preferences, movie attendance, and so on, which is 
helpful in evaluating variations in listener reactions. 

Special characteristics of radio. There are at least six distinguishing char
acteristics of radio which have to be taken into consideration when smdying 
its effectiveness from any particular standpoint. Each of these qualities has 
both positive and negative aspects from the standpoint of effective com
munication. 

Perhaps most significant of these characteristics is radio's accessibility. 
Nearly every person in the United States has access to a radio. There are few 
geographical or economic barriers to its use, once the initial investment has 
been made. In a sense, then, radio is more readily available than the other 
mass media, for each magazine, newspaper, and motion picmre must be 
purchased separately. But in another sense radio is less accessible than these 
other media. Once one has bought a newspaper or magazine one can keep it. 
It may be read at any time and an interruption or a lack of comprehension of 
a passage is not a serious matter, for it can always be reread. But a radio 
program is as ephemeral as time itself. If the telephone or doorbell rings just 
when John Kieran is about to answer a baseball question or just when the 
mystery is about to be solved, one cannot set back the needle to pick up what 
has been lost. Motion picmres also are ephemeral in this sense, but the cir
cumstances under which they are seen tend to offset this factor: one is not 
likely to be interrupted in a theater, and if a moviegoer so desires, he can 
always sit through a second showing. 

Another special characteristic of radio is that it relies on auditory percep
tion. The human voice is a more personal, direct, and potentially more stim
ulating means of communication than the printed word, but this does not 
necessarily mean that radio is a more effective means oi transmitting all kinds 
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attention it was seen. 

of communication to all kinds of persons. Studies done by the O.R.R., for 
example, indicate that people in the higher social and economic brackets 
more often prefer to read factual information rather than to hear it. 

A third characteristic of radio is in part the outgrowth of the first two. 
Its accessibility combined with its reliance on auditory perception enables 
people to listen while carrying on a variety of other activities which do not 
necessarily interfere with their perception. But at the same time this quality 
of nonmterjerence leaves the radio program liable to a low degree of atten
tion. The listener may become so conditioned to it that he no longer hears it 
with any degree of acuity. This poses a problem for the investigator and 
necessitates a thorough probing of the seemingly fartual statement: "Yes, I 
listened to that program" to determine the degree of concentration concealed 
behind it.^ 

A fourth characteristic of radio is that it continues in time. This means that 
a series of programs may become part of the daily or weekly habit patterns 
of the listeners, that cumulative effects can be built up over long or short 
periods. But it also means that it is liable to surfeit. It may be true that "if 
you hear a thing often enough you will come to believe it," but it is probably 
equally true that If you hear a thing too much you may not pay any attention 
to it at all after a time. Just where repetition ceases to be effective, just when 
saturation points are reached, is still a problem that has to be faced anew for 
each kind of program or message. 

There are two other characteristics of radio which develop from its accessi
bility. A national network may reach into homes all over the country, but if 
it does so it must confine its appeal to a general one. This national quality 
prevents it from appealing directly to local interests and experiences. Theoret
ically, of course, the potential audience is great enough for a nation-wide 
program to be beamed at special groups such as fishermen, students, or stamp 
collectors and still reach a sizable number of people. But since the aim of the 
networks is to reach as many people as possible at a given time, their special
ized appeals are confined to large groups such as farmers or housewives who 
are known to constitute the majority of listeners at certain times of the day. 
Appeals to smaller groups are left for the local stations which cannot hope 
to compete with the networks on their own ground. The coming of frequency 
modulation might bring many changes in this respect. 

The discussion of the nature of the problems met in the field of research 
and some of the techniques developed to meet them may be sufficient to 
bring the reader to two conclusions already evident to social scientists con-

^Tlie problem of developing techniques to gauge degree of attention to radio programs is 
becoming a matter of great concern to television producers, who want to know not only 
whether and how well a program was heard, but also whether and with what degree of 
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cerned with radio. First, there is a growing awareness of the necessity of 

systematizing the knowledge and experience accumulating in this field: a 
conviction that such self-conscious rigorization of procedures will be of value 

not only in the field of radio research alone, but to the science of communica

tions in general (and perhaps even to other fields of social research). Sec

ondly, as this formulation and formalization of procedures and problems 

proceeds, the sociologist and psychologist working in radio research become 

increasingly humble about what they do not know. But even at this com

paratively early stage of its development, radio research activities have already 

stimulated magazine and newspaper pubhshers to do more research than ever 

before, and it is possible that in the not too distant future not only will tech

niques and problems be exchanged between these two fields, but funds and 

research institutions may be merged for the greater benefit of both, 
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Chapter X I 

T H E N E W C O O P E R A T I V E A N A L Y S I S O F 

B R O A D C A S T I N G 

A. W. LEHMAN AND GEORGE H. ALLEN 

Cooperative Analysis of Broadcasting 

THE Cooperative Analysis of Broadcasting, the only co-operative, non
profit organization measuring radio listening, expanded in 1944 both 

its field of research and the information in its reports. The expansion, to 
what is virtually a new C.A.B., is founded on sixteen uninterrupted years of 
experience in investigating and reporting the size of radio audiences. 

By this expansion, the C.A.B.'s Board of Governors has directed its sights 
toward postwar perfection of its program ratings. The expansion, according 
to the board's announcement, is "an essential . . . stride toward its eventual 
goal of a rating service representing a true cross-section of all American 
homes, urban and rural, telephone and non-telephone." Thus the C.A.B. has 
set down for its members the forthcoming pattern of research in radio list
ening. 

Years of experimentation have led the C.A.B. to rely more and more on 
the coincidental technique in its investigations. Many experiments with vari
ous techniques have resulted in the open-minded realization that each method 
carries its own limitation. For example, C.A.B. ratings for late-at-night pro
grams in the Eastern Time Zone are the result of the combined use of the 
day-part recall and coincidental techniques. All other ratings are produced by 
coincidental telephone interviews, producing an average audience rating. 

At present, the dialings on which the C.A.B. bases its ratings exceed 
6,300,000 a year. The sampling is nearly three times the coincidental quota 
for C.A.B. reports in 1943 and is 60 times as large as the 100,000 used 
in its early days. 

Interviews are distributed among 81 cities of 50,000 or more in population 
in contrast with the previous field of 33 cities. The sample is spread so that 
the number of calls in cities of each size group is proportioned in accordance 
with the population contained in the cities within that population group. 



DISTRIBUTION BY SrzB OF CITIES 

Population 
Former Sample New Sample Pts. Chg. from 

Population 33 Cities 81 Cities 33 to 81 Cities 
Per Cm Per Cent Per Cenf Per Cent 

35 10 36 + 16 

M — 1 0 

35 S6 34 —2.1. 

16 0 z6 + 1 6 

100 100 100 

1 5 2 H O W T O C O N D U C T C O N S U M E R A N D O P I N I O N RESEARCH 

City Size 

Over 1,000,000 

500,000 to 1,000,000 

100,000 to 500,000 

50,000 CO 100,000 

Total 

By thus giving each city-size group its true representation, the C.A.B.- has 
achieved what it considers an adequate representation of the United States 
cities of 50,000 population and up. As the table indicates, the sample in cities 
of 1,000,000 or more had to be increased 16 percentage points from its 
former proportions to produce a representative base. In contrast, the sample 
in the intermediate groups of cities (100,000 to 500,000 and 500,000 to 
1,000,000) was reduced percentagewise, although, as a result of the over-all 
increase in dialings, the sample is numerically larger. 

A similar adjustment occurred in the distribution of the new sample in 
nine geographical areas defined by the United States Census. The C.A.B. 
formerly used four geographical areas as a basis for its sectional rating reports. 
The new distribution is shown in the following table where it is contrasted 
with the allocation of the former sample: 

DISTRIBUTION BY U. S. CEtJsus GEOOSAPBICAL A r b a s 

N e w Englaod 

Middle Atlantic 

East North Central 

West North Central 

South Atlantic 

East South Central 

West South Central 

Mountain 

Pacific 

Total 

Former Sample Nem Sample Fts. Chg. from 
?opiilatim 33 Cities SI Cities 33 to SI Cities 
Per Cent Per Cent Per Cent Per Cent 

7-4 8.8 7-4 - 1-4 
31.6 X 0 . 6 33.6 + 1 3 . 0 

14-7 ^3-9 + 5.1 

7-1 14.7 7-4 - 7-3 
8.7 8.8 8.1. - 0.6 

3-4 5-9 3.0 - ^-9 
5-7 11.8 6.0 - 5-8 

1-3 0 1-5 + i-S 

9-5 M-7 5.0 - 5-7 

100.0 100.0 100.0 

Thus, for example, 16 per cent of the sample is collected in cities of 50 ,000 
to 100,000 in keeping with the location of 16 per cent of the urban popula
tion in cities of that size. Incidentally, none of the 33-city sample was allo
cated to cities in that group. 

The proration of the sample according to city s i z e is shown in the follow
ing table, with an interesting comparison of the distribution of the 33-city 
sample: 
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As with the redistribution of the sample among cities, the new apportion
ment among geographic areas testifies to the adequate and representative 
quality of the new C.A.B. base. By the same token, of course, it reveals the 
inadequate allocation of any base that does not properly represent the dis
tribution of population, by sections of the country, and by city-size groups, 
etc. The C.A.B. continues to report its ratings by the 33-city sample as well 
as those recorded from the massive base in 81 cities. The ratings reckoned 
from the lesser base have been retained on a somewhat temporary footing to 
provide comparative continuity with the ratings recorded prior to the expan
sion in April, 1 9 4 4 . 

The present cross section is a foundation on which the C.A.B. can expand 
its sample without distortion. The ultimate goal, of course, is to include non-
telephone homes in all urban areas and to extend coverage to rural areas and 
urban communities of less than 50,000, In its current reports, the C.A.B. 
specifically suggests that the 8i-city ratings represent only the listenership 
registered in the telephone-home population of the C.A.B. cities. The C.A.B. 
reports carry even more firm warnings against the recurring temptation to 
project audience ratings over the nation's total number of radio homes. 

Tripling the dialings has resulted, of course, in a similar increase in the 
base for rating individual programs. The nighttime sample for each half hour 
of broadcasting has been enlarged 1 5 9 per cent while the quarter-hour day
time unit figured as five broadcasts a week on Monday through Friday, is now 
measured by a base 1 5 8 per cent larger than in 1 9 4 3 . 

Ratings for each half hour of nighttime broadcasting are now computed 
from a foundation of 4,020 calls in 81 cities. Programs of lesser geographical 
scope are measured with a base proportionately smaller. In proportion to the 
program's coverage. Less extensive broadcastings are rated thus In the acmal 
terms of their potential audiences. 

Because the C.A.B. now covers one, two and three network as well as four 
network cities, it was decided to Include in the city schedules on which a 
program's rating is based, the cities covered "effectively" from without. 
"Effective coverage" is reckoned separately for day and night broadcasting at 
regular inter\'a]s throughout the year and is the first time in network radio 
that a network's coverage from without a city has been measured. The pro
cedure first measures the average listening to a given network in a city where 
it does not have an outlet. This average is then compared with its average in 
all other cities where the network has stations. If the average in the non-
station city is at least on a par with the average in station cities, the network 
is credited with effective coverage. Thus the base for rating the networks 
offerings is extended to such nonstation areas. 

The nighttime C.A.B. sample of 4,020 calls per half hour represents, of 
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course, the dialings for that time span in two calendar days in the two inter
viewing weeks covered. A 15-minute nighttime broadcast running five times 
a week has as its 8i-city sample a total of 10,050 calls. The hour program, 
produced once a week, has simply twice as many dialings in its base as the 
half-hour program. All ratings are based on the results of two full weeks of 
interviewing. 

The daytime base is exactly half the size of the nighttime sample. Thus 
the five-a-week programs of 15 minutes' duration are measured with an 81-
city sample of 5,025 calls. The former 33-city base, incidentally, was 1,950. 
Daytime programs broadcast on Saturday and Sunday, however, are rated 
from a base equal to the nighttime sample. 

The C.A.B. uses the coincidental method of investigation. Interviewers 
ask what program and what station are being listened to at the time the tele
phone rang. People who answer "Don't know" are included in the sample. 
Homes dialed and found "Busy" on the phone are excluded from the sample. 
The investigation periods run continuously through the day for programs 
originating from 9:00 A.M. to 10.30 P.M. The sampling is collected at ran
dom from the telephone homes in the 81 cities forming the C.A.B. national 
cross section. 

Programs broadcast in the Eastern Time Zone between ro:30 and 11:30 
P.M., however, are rated by the equivalent of their coincidental audience. 
The first step In reckoning the late-hour coincidental for Eastern seaboard 
broadcasts Is to record their coincidental ratings in the Central Time Zone. 
The same programs are then rated by the day-part technique the next morn
ing In both the Eastern and Central Time Zones. Listeners are asked to recall 
the programs they heard the previous night in the hour ending with 11:30 
P.M. The Central coincidental rating on each program is divided by the Cen
tral day-part rating on each program. The resulting factor, the quotient, is 
used to adjust the Eastern day-part rating. The formula thus employed gives 
a product that represents the estimated coincidental rating of the late-night 
programs in the East. 

The new 81-city sample, the largest cross section of the nation ever used 
for a continuous survey of network audiences, has also afforded many corol
lary benefits to the C.A.B. member. 

Ratings three times a year are now released on network programs for each 
of four city-size groups—for cities ^0,000 to 100,000; 100,000 to 500,000; 
500,000 to 1,000,000; 1,000,000 and over in population. Ratings are also 
released three times a year for the first time, based on seven United States 
geographical areas as contrasted to the normal four geographic areas to which 
network radio has become accustomed. 

This added and intensive C.A.B. coverage of more cities, and more types 
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of cities, has resulted in the C.A.B.'s being able to release to members twice-
a-month ratings on limited network and regional network programs, ratings 
by the company sales territories of national advertisers, and ratings on nation
ally broadcast Ihe or transcribed "spot" radio programs. All of these innova
tions have now become a standard part of the C.A.B.'s national research 
service. 

Another decided innovation has been the publication by the C.A.B. of six 
reports a year on the radio audience in each of the 81 cities in which it 
surveys regularly. These individual city reports reflect the audiences of ap
proximately 300 radio stations, and evaluate the average program popularity 
of these stations six times throughout the seasons of the year. A particular 
innovation to the local radio scene is the strict comparability of all of these 
local data by time of day, date of interviewing, interviewing method, etc. 

Of special interest during 1944 has been the doubling of the participation 
in the C.A.B. of advertisers, agencies, and other organizations interested in 
network radio. This 100 per cent increase in the mmiber of participating 
concerns marks a healthy step forward for all advertising toward the goal of 
a more efficient postwar marketing system. Network radio in particular seems 
to be preparing itself for a more intensive evaluation of its audiences post
war as well as now. 



Chapter XII 

THE COINCIDENTAL METHOD OF MEASURING 

RADIO AUDIENCE SIZE 

C E. HOOPER 

C. E. Hooper, Inc. 

A MERICAN advertisers spent an estimated $228,764,705 in the purchase 
of radio time in 1943. [ 1 } One company alone spent $10,825,222 for 

this service. {2} The purchase of radio time is guided largely by audience 
measurements obtained by use of the "coincidental" method. Probably no 
other act based on sampling human behavior carries so heavy a burden of 
financial responsibility. 

The coincidental method gets its name from the fact that all Interviews 
used in determining the characteristics of the listening audience are obtained 
while the program is being broadcast. It was not the first method for obtain
ing program audience measurements to make its appearance. Both the un
aided recall (which was changed to day-part) and the aided recall, or printed 
roster, preceded It. It is, nonetheless, now the most widely used of the 
methods for obtaining audience measurements, both for individual program 
audiences and for station audiences. Its wide acceptance and use makes Its 
examination the more necessary. 

The coincidental method, developed for most part by C. E. Hooper, Inc., 
has recently (1944) been adopted by the Cooperative Analysis of Broad
casting, but because the C.A.B. experience Is so recent, the method will be 
discussed here as it has been used by C. E. Hooper, Inc., continuously since 
1934. The method has many outstanding advantages which appeal to research 
men. First, being an interview, it gets data from direct contact with the 
respondent, the only person qualified to report the fact of listening or not 
listening. Secondly, it is a short simple Interview with a minimum of influence 
on the respondent and requires a minimum of effort on the part of the re
spondent. Third, it has a fundamental characteristic found in no other 

«3"5 



THE COINCIDENTAL METHOD 157 

method: it measures listening to the radio during the time each program is 
on the air—the only time at which the program's audience exists. Fourth, the 
interview may be conducted readily by telephone or by personal interview. 
Currently most of the interviewing is done by telephone. 

The coincidental questions used by C. E. Hooper, Inc., are the following: 

1. WERE YOU LISTENING TO YOUR RADIO JUST NOW? 
2. TO WHAT PROGRAM WERE YOU LISTENING, PLEASE? 
3. WHAT STATION PLEASE? 
4. WHAT IS ADVERTISED? 

5. HOW MANY MEN, WOMEN AND CHILDREN IN YOUR HOME WERE 
ACTUALLY LISTENING? 

When a Hooper interviewer attempts to contact a home by telephone, any 
one of a number of conditions may be encountered. 

1. The operator may report that the telephone "has been disconnected." 
2. There may be no answer. 
3. A "line busy" signal may be obtained. 

4 . The ring may be answered by a man, a woman, or a child. 
5. The respondent may refuse to be interviewed. 
6. The respondent may report that he is (a) not listening to the radio, 

(b) listening to the radio. 
7. If he is hstening to the radio, he may report (a) the program name or 

the name of identifiable talent or (b) that he does not know the name. 

8. He may report (a) that he does or (b) that he does not know to what 
station he is listening. 

9. He may report (a) that he does or (b) that he does not know who 
sponsors the program to which he is listening. 

10. He will usually report how many men, women, and children are list
ening. 

From the above responses a wide range of useful figures are developed. 
1. Disconnects. All "disconnects" are eliminated from the sample and 

treated as though the call had never been made. These data are used only to 
yield an index of family movement within the given locality. 

2. Don't answer. If there is no answer after the telephone has mng six 
times, it is assumed that there is no one "at home and awake." Such homes 
are classed as "nonlistening" homes. By subtracting the per cent of "not at 
home and awake" from the total sample, the per cent of "at home and awake" 
is obtained. This is an important segment of the population to the radio 
advertiser and is called the "available audience." It gains its importance 
from the fact that the advertiser can recruit his listening audience only from 
the available audience. The smaller the available audience becomes, other 
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things being equal, the smaller is his opportunity for recruiting a listening 
audience of given magnitude. 

3. Line busy. A "line busy" signal also conveys important information. 
Such a signal is assumed in the Hooper operation to show that someone is "at 
home and awake." While we do not discover whether or not these homes are 
listening, it is further assimied that listening in these "at home and awake" 
families is distributed as it is in other "at home and awake" families. That Is, 
"lines busy" are prorated to "listening" and "nonlistening" instead of adopt
ing the more drastic alternative of dropping them out of the sample. 

Let us consider the basic assumption made—that a "line busy" signal 
shows that someone is "at home and awake." First, it is clear that complete 
justification of this assumption would require that all residence main tele
phones be private lines. Even before the war, this was not the case. During 
the course of the war, the per cent of party lines increased somewhat. A "line 
busy" signal on a party line shows only that some one of the parties is talking 
and not necessarily the party called. Since "lines busy" may constitute 10 per 
cent of the sample, it is sometimes thought that we introduce an important 
source of error as the number of party lines increases. 

This problem has recently been considered in detail in an article which 
appeared In Broadcasting Magazine. This article points out the following: 
We know from our available audience figure that, depending on the time 
of the day and season of the year, someone is "at home and awake" in from 
70 to 85 per cent of the homes. We know this from past experience before 
we start calling. It would be expected to be as true of a sample of homes 
in which a "line busy" signal is subsequently obtained as it would for a 
sample where no "line busy" signal is subsequently obtained. That is to 
say, regardless of intelligence conveyed by the signal, we know from 
our available audience figure that in the evening in September, for example, 
someone is "at home and awake" in 75 per cent of these homes. With 
this knowledge we would not be justified in dropping more than 25 per 
cent of the "lines busy." 

But the probability that someone is "at home and awake" in such homes 
does not stop there. Suppose, for example, that 50 per cent of the residence 
main telephones in a locaUty are private wires and 50 per cent are party 
lines. A "hne busy" signal on the former shows that someone is "at home 
and awake" in all of them. It is, therefore, only the remaining 50 per cent 
party lines to which we should apply the 75 per cent probability, which is to 
say 37.5 per cent. This, added to the 50 per cent, indicates that under these 
circumstances 87.5 per cent of the "lines busy" would logically be allocated 
to "at home and awake." 

But even if we adopt 75 per cent, a most conservative figure, and, as in 
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Table I, calculate program audience sizes, first (Column i ) , by prorating 75 
per cent of the "lines busy" and, second (Column 2), by prorating all the 
"lines busy" we obtain the figures shown for a high, a medium and a low 
rating evening program and for a high and a low rating daytime program. 

T A B L E I 

EFFECT OF DIFFERENT TREATMENTS OF "LINES BUST" 

ON 3 1 - C i T Y "NBTWORK HOOPERATINGS" 

Evening Programs 
Fibber McGee & Moiljr 
Truth or Consequences 
Spotlight Bands 

Daytime Programs 
Right to Happiness 
Vic and Sade 

Column 1 
Prorating? 5% 

of "Lines Busy" 
30.1 
11,1 
1-7 

7 4 

3.0 

Column 2 
Prorating 200% 

cf "Lines Busy" 
30.3 

1-7 

7-5 
3.0 

Column 3 
Eliminating 

All "Lines Busy" 
1.9.8 

1.6 

7-3 

It appears from the results in Table i that, in comparison with the most 
conservative conditions, prorating of all "lines busy" does no injury to the 
calculation of audience size. 

If, however, we calcialate the audience size omitting the "lines busy" en
tirely we obtain results shown in Column 3 of Table i . The difference be
tween these and either Column i or 2 becomes slightly more marked. In this 
case the audience size appears to be uniformly underestimated. 

While some sampling organizations eliminate "lines busy" from their 
sample. It is difficult to perceive grounds for doing so other than the fact 
that it simplifies the calculation and reduces costs somewhat. 

4. Phone ansivered. When the phone is answered, we know whether the 
respondent is a man, woman, or child. Question 5 above determines age and 
sex of actual listeners, which varies widely by programs, time of day, day of 
week, season of year. The fact of answering tells us someone is "at home 
and awake," and Is, therefore, available for listening. 

The daytime and evening trends of available audience from January, 1942, 
through October, 1944, are shown in Charts I and II respectively. Examina
tion of the available audience trend lines shows that they tend to be highest in 
January and February and lowest in July and August. The range of variation 
in the evening over this three-year period has been from 70.2 in July, 1944, 
to 83.2 in January, 1943. The range of variation for daytime during the same 
period has been from 68.9 in August, 1944, to 75.6 in February, 1943. It 
will be noted that available audience in both daytime and evening has de
creased as the size of our armed forces and industrial employment have 
increased. 
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5. Refusal to be Interviewed. If the respondent refuses to answer because 
she is busy with the baby or other activity, we know that there is someone "at 
home and awake." Therefore, the refusal becomes a part of the base for 
calculating available audience. 

Every method of radio audience measurement is dependent upon the co
operation of the public including both listener and nonlistener. It becomes 
necessary for the measurer so to conduct himself as to preserve a public free 
from hostility or expressed irritation. The public is extremely co-operative 
except in localities where it has been abused by overinterviewing. Hostility 
can be expected of interviewing if conducted before 8:00 A.M. or after 10:00 
to 10:30 P.M. in most communities. 

6. Listening or not listening. If the respondent reports that he is not list
ening to the radio, the call also becomes part of the base for calculating the 
available audience. If, on the other hand, he reports that he is listening, the 
call may be used not only in calculating the size of the available audience but 
also in calculating the per cent of homes listening to some program at the 
given time. This figure, showing average listening during a given time period, 
is called "sets-in-use." The daytime sets-in-use trend from January, 1942, 
through October, 1944, is shown in Chart III, while that for evening hours is 
shown in Chart IV, 

It will be seen immediately that there is far more listening in the evening 
than in the daytime. It will also be noted that sets-in-use undergo much more 
violent seasonal changes in the evening than in the daytime. In part, this 
results from the fact that many high-rating evening programs are not broad
cast in the summer but are replaced by substitutes. Daytime programming, 
on the other hand, remains much the same from winter to summer. 

7-8. Program-station identification. If the respondent is listening to the 
radio, he may or may not be able to report the name of the program or ideiT-
tifiable talent. If he cannot, he may report the call letters or the dial setting of 
the station to which he is listening. Or he may know the name of the pro
gram's sponsor. 

All these pieces of intelligence serve to identify the program to which he 
is listening and to form the base for calculating the size of the audience list
ening to specific programs or to specific stations. This figure shows the per 
cent of total homes called which were listening to a specific program and is 
called the "Hooperating." As was pointed out above, "lines busy" and "re
fusals" are a part of the "at home and awake" segment of the sample, but 
since we have no listening reports from them, it is assumed that their listening 
is distributed in the same manner as is that of the much larger part of the 
"at home and awake" group. That is to say, they are prorated over all the 
programs reported. 
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The average 32-City "Network Hooperatings" trends for daytime and 
evening are shown in Charts V and VI, respectively. Like sets-in-use, average 
ratings tend to be higher for evening than for daytime programs and seasonal 
fluctuations are greater for the evening. It is interesting to note that while 
listening to the radio (sets-in-use) was about as great in 1944 as in previous 
years, ratings were lower in r944. This results from the fact that many new 
programs were added in 1944 and new programs start with low ratings, 
pulling down the average. 

Identification of the program or station listened to also provides another 
measure. This per cent is called "share-of-audience." This Is quite difî erent 
from the audience size figure, or rating, which is based on total homes called 
(excluding disconnects). Similarly, the use of the figures is quite different. 
For example, a program obtaining a rating of 8.0 in the daytime would have 
a 50 per cent share-of-audience if 16 per cent of the sets are in use; a program 
obtaining the same rating of 8.0 on Sunday evening when sets-in-use are 40 
per cent would obtain a 20 per cent share-of-audience. Further, a program 
might get a rating of 10.o in February with a 35 per cent share-of-audience. 
In August the rating might have fallen to 6.0, but the share-of-audience 
might still be 35 per cent. Share-of-audience is a measure of a program's 
"pull" against its coincidental competition, and its usefulness as such is en
hanced by its freedom from influences of change in the size of the total 
listening audience from season to season. 

9. Sponsor identifcation. When the respondent reports the name of the 
advertiser or the name of the product advertised or that he "does not know," 
these data furnish the base for calculating the Sponsor Identification Index. 
This figure shows the per cent of those who were found listening to the 
program who: 

1. Identified the advertiser or the major product advertised. 
2. Partially identified the sponsor. 
3. Misidentified the sponsor. 
4. Did not know the sponsor. 

10. Who is listening. When the respondent reports on the number of men, 
women, and children listening to the program he furnishes data for analysis 
of the composition of the audience in the following ways: 

1. Average number of persons listening per listening set. 
2. Average number of women listening per listening set. 
3. Average number of men listening per listening set. 
4. Average number of children listening per listening set. 
5. Per cent of all homes sampled with men, women, md children list

ening. 
6. Per cent of all homes sampled with men and women listening. 
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Men 
Only 

Women 
Only 

Men and 
Women 

Men.Women 
ond Children 

Children 
Only 

1.0% 

T9.3X 

54.0% 

12.4% 

Chart V I I shows the composition of "Lone Ranger" audience. This pro
gram is designed primarily to reach young folks, and It does. But it also 
reaches adults very well. 

Currently, women predominate in audiences in the evening as well as in 
the daytime, though to a lesser degree. 

USE OF COINCIDENTAL DATA 

Numerous audlence-sIze measurements are required In the radio field, each 
of which has a use quite distinct from that of any other and each of which 
must, therefore, be obtained from a different sample. Four are described 
below. 

I. ^2~City "Network Hooperatings." The first type of coincidental tele
phone radio audience measurement to be produced by C. E. Hooper, Inc., was 

7. Per cerit of all homes sampled with men and children listening. 
8. Per cent of all homes sampled with women and children listening. 
9. Per cent of all homes sampled with men only listening. 

10. Per cent of all homes sampled with women only listening. 
11 , Per cent of all homes sampled with children only listening. 
From these data it is possible for the advertiser to determine with some 

accuracy whether or not his program is reaching the audience who form the 
potential market for his product. 

CHART VII 

A G E A N D S E X G R O U P S IN 

H O M E S LISTENING TO " L O N E R A N G E R " 

WAr-AUGUST, 1943 
100% = 3d3 homes rulgning to "Une Ranger" 
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what has now come to be known as the "32-City Network Hooperating." 
The function of this figure is to show for a network program the "pulling 
power" or attraction value of the program under conditions of wide but 
uniform freedom of choice between programs. 

In order to obtain such a measure of network program attraction value, it 
is obvious that the sample can be taken in only those places where maximum 
freedom of choice can be exercised. For example, if only one network can be 
heard in a given locality, the only choice the listener can make is to listen to 
the network show or not to. If two networks can be heard in the locality, the 
choice is greater. But not until we reach cities in which all four networks are 
heard with ease do we have conditions of maximum freedom of choice be
tween network programs. T o say it another way, in these cities it is possible 
to eliminate to a maximum degree variations in network competition. They 
are, in short, areas of maximum network competition. 

Another factor that must be controlled in measuring the audience pulling 
power of a program is the variable of differences in "coverage ' between pro
grams. Obviously, if a program is carried on 135 stations of a network it 
would be expected to have a bigger audience than if it were carried on 32 
stations of the same network; but that would involve no change in the pulling 
power of the programs. It follows that the measurements of attraction value, 
or audience pulling power, must be made under conditions where differences 
in program coverage also ate controlled. 

As a result of intensive and extensive studies of listening areas in the 
United States, C. E. Hooper, Inc., selected 32 cities, in each of which there 
is a local outlet for each of the four major networks, as satisfying the stand
ards required for developing such ratings. Within the 5-cent telephone zones, 
those cities are free from variations in program coverage because the network 
outlet can be heard everywhere the sampling is done. In every respect they 
present as uniform conditions of network competition as it is possible to 
obtain. They are "areas of uniform network competition," but it should be 
borne in mind that they are also the "areas of maximum network com
petition." 

Under conditions where the variables of coverage and competition are 
controlled with as high degree of precision (as they are in the C. E. Hooper, 
Inc., 32 four-network cities), and only under such conditions is it possible 
to obtain ratings which are measurements of network-program audience pull
ing power, or attraction value. 32-City Network Hooperatings are such a 
measure. 

Reports containing coincidental data as obtained under these standard 
conditions are called "Network Hooperating Reports." They are published 
twice monthly for evening programs. Subscribers to this network program 
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rating service are: the networks, national advertisers, advertising agencies, 
radio talent, radio station representatives, and the government. 

2. Oty Hooperatings. In the early days of radio audience measurements 
the interest was almost entirely in sponsored network program ratings. 
Radio station popularity was measured largely by incoming mail. How
ever, it soon became apparent that radio listening habits were, to a large 
extent, local in character rather than national. For example, Denver and 
Salt Lake City are two areas of "equal network opportunity" in the 
Mountain region. However, Station KSL in Salt Lake City may deliver a 
local rating of 40.0 to "Lux Radio Theater," while Station KLZ In Denver 
may deliver only a 22.0. Numerous local factors, even in the same geograph
ical area, play an important part in determining the size of the audience 
attracted by a program in each locality. The interest in local measurements 
was further facilitated by the rise of spot broadcasting and by the needs of 
the local stations which have no neti '̂ork affiliations. 

To meet this demand, C. E. Hooper, Inc., developed in i^f^o a "Continu
ing Measurement of Radio Listening" service for individual cities. In this 
service the local stations of each city studied are furnished with { i ) com
parative day-part indexes to station listening for individual stations for the 
morning, afternoon and evening hours, and (2) programs and time-perfod 
ratings. 

The utility of these studies was demonstrated by the fact that the local 
stations in jo large cities adopted them. Another 200 cities which are too 
small for continuous study subscribe for intermittent day-part Station Listen
ing Indexes. 

3. Area Hooperatings. The inherent limitation of the city reports lies in 
the fact that they measure mainly listening in the city proper. Station signals 
go beyond city limits. Area Hooperatings have, therefore, been developed to 
determine program audiences in the total area served by the station—this 
area being defined by the station. [2] 

The telephone coincidental which provides the swiftest and most econo
mical audience measurements in the big cities has, of necessity, been sup
planted in the area Hooperatings by a different method. After exhaustive 
research we have chosen the "diary" or family listening record. (The use of 
this technique, foe this specific purpose, was suggested by us as far back as 
1943 in Chapter IX of a book. Radio Audience Measurement, which every 
station manager has on his desk.) 

The audience measurements provided by the diary correlate very closely 
but at a higher level with the findings of the telephone coincidental method. 
A ma/or reason for the higher level results from part-program listeners in 
any quarter-hour periods being equally weighted with listeners during the 
entire quarter-hour. On the other hand, the diary technique develops some 
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interesting by-products of its own. These include "flow of audience" ("from 
where" and "to where"), "duplication" of listeners of different programs 
and "frequency" of listening to individual programs. Most of the inflation 
present in diary records as a result of "tuning" unaccompanied by "listen
ing" has been wrung out as a result of perfections we have introduced into 
the technique. 

In area Hooperatings provided for stations located in cities which we 
service with city reports, the diary results of the area survey are converted 
to the coincidental base. This permits direct comparison between city and 
total area audiences. Jn other communities where the station city-size is 
inadequate to support city Hooperatings, only the diary results are published. 
These reports warn against the misinterpretation of diary findings as audi
ence measurements comparable with coincidental measurements. 

4. National Hooperatings. This service is designed to give advertisers a 
measure of the tmly national audience to specific network programs. It is the 
final, long step in radio audience measurement, and it is our expectation 
that this service can be put into operation during 1946 on a practical, 
economical basis. 

National Hooperatings would be based on "diaries" in 7,500 or more 
radio homes, carefully selected to represent, In proper balance, network 
service, population distribution, etc. It is essentially an extension of the 
technique already thoroughly established in connection with area Hooperat
ings. I^iaries would be installed for a one-week period for each report, of 
which there would be two, or at most three, per year. Interim national 
audience estimates could be provided through correlation with "network 
Hooperatings" in 32 cities, a service which would, of course, be continued. 

This plan for a national Hooperating service. Immediately recognized as 
a new measurement of actual program listening on a truly national basis, has 
already been discussed with the research directors of the four networks. 

Those who are primarily interested in the technical problems of radio 
audience measurement, such as comparative validity of different methods, the 
adequacy of techniques of sampling by telephone and by personal interview, 
the variables encountered in the broadcast situation, the reliability of sample 
size and similar scientific matters, can find them discussed at length in Railio 
Audience Measurement, Stephen Daye, New York, 1944. 

The writer has attempted In this chapter to show only what the coincidental 
method is and the purposes for which it is most commonly used. 



Chapter XIII 

THE PERSONAL INTERVIEW-ROSTER M E T H O D OF RADIO 

MEASUREMENT A N D ITS APPLICATION 

SYDNEY ROSLOW AND NELLE KELLY 

The Pulse, Inc. 

IN 1941, after a series of successful experiments with personal interviewing 
by means of an aided recall roster method, the Pulse of New York,^ under 

the direction of Dr. Sydney Roslow, entered the field of radio audience meas
urement with its monthly survey of listening in the metropolitan New York 
area. At that time there were already in existence other means of audience 
measurement, namely, the telephone recall and telephone coincidental. The 
personal door-to-door interview method has certain advantages over both of 
these. 

// reaches both telephone and nontelephone homes. In any measurement 
of public habits and attimdes, an adequate sampling of all elements of the 
population should be obtained, in order to achieve accurate results. The 
telephone survey reaches only that 40 per cent of the population (in New 
York City) who own telephones, and these telephone homes are not 
representative of the total population. Acmal breakdowns of audiences to 
many programs show significant differences in the listening habits of the 
telephone and nontelephone groups (see Tables i and 2) . 

"Class" programs, such as symphonic music, forums, etc., are given a 
higher rating by the telephone method in relation to sets-in-use than they 
actually deserve, while programs like the Make Believe Ballroom, consisting 
of popular recordings, show up to disadvantage because the bulk of their 
audience comes from the lower income nontelephone portion of the popula
tion. 

Better rapport between respondent and interviewer can be established by 
means of a personal interview, and more information can be obtained for 

' Now The Pulse, Inc. 

172 



T H E P E R S O N A L I N T E R V I E W - R O S T E R M E T H O D 173 

(March-April averages, 1944) 

T E L E P H O N E C O I N C I D E N T A L PTTLSE ROSTER 

Ratings Sets-in-Use Ratings Sets-in-Use 

m a k e b e u e v e b a l l r o o m % % % % 
WNEW, Moo.-Fri. 6-6:15 3.0 1 5 . 1 5-5 13.9 

TOWN MEETING OF AIR 
WJ2, Thurs. 8:30-9:30 PM 3.1 39.8 3.6 

5 M 

JOHN CHARLES THOMAS 
WABC, Sunday, ± -.^0-^ :oo PM 5.8 10.0 4-9 1J3.9 

GOOD WILL HOUR 
WMCA & WOR, Sun 10:15-10:30 PM 4-9 38.8 6.7 37-5 
CONTENTED HOUR 
WEAF, Monday 10-10:30 PM 6.8 J 4 . I 

5-1 31.. I 

purposes of classification. Telephone interviewing is restricted to the simplest 

and briefest form of question because of the need of making a given quota 

of calls within a limited time period. Such questions as age, socioeconomic 

status, education, and nationality cannot be obtained over the telephone. 

Therefore, the distribution of the sample cannot be tightly controlled. A per

sonal interview can be made more leisurely, however, and many of these vital 

T A B L E 3. 

AiroiENCE B R E A K D O W N S B Y T E L E P H O N E A N D N O N T E L E P H O N E H O M E S 

(Pulse Ratings) 

Telephone Homes Nontelt !phone Homes 
GREAT MOMENTS IN MUSIC 

Telephone Homes Nontelt 

WABC, Wedoesday 10:00-10:30 PM 7-1 3-5 
CRESTA BLANCA CARNIVAL 
WABC, Wednesday 10:30-11:00 PM 7.8 3.1 

KAY KYSER COT T FGE 
WEAF, Wednesday l o - n :00 PM 15.8 ^0.8 

MY TRUE STORY 
WJZ, Mon.-Fri. 3:15-3:45 PM 1-9 3-4 
USA SERGIO 
WQXR, Mon.-Fri. 9:00-9:15 z.o .6 

classification data can be recorded by the interviewer from her own observa-
tion. 

In telephone surveys the respondent is likely to be surprised and confused by 

the unusual nature of the telephone call. It takes some time and explanation 

T A B L E I 

C O M P A R I S O N OP R A T I N G S O B T A I N E D B T T E L E P H O N E C O I N C I D E N T A L 

A N D 

PERSONAI, I N T E R V I E W - R O S T E R T E C H N I Q U E S 
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before he can regain composure and answer intelHgently. Furthermore, there 
is always the unknown factor about the status of the respondent in the family. 
His authenticity and acceptability as a respondent are seldom established. These 
are additional forces which raise doubts about the rapport established in a 
telephone survey but which can adequately be handled in a face-to-face 
simation. 

The personal interview roster method of audience measurement ensures 
a balanced sample from quarter hour to quarter hour. Since each roster covers 
all the quarter hours within the time period being studied, and each respon
dent's listening for the entire roster period is recorded in one interview, a 
coherent and continuous flow of listening can be obtained, and comparisons 
between quarter hours in this roster period are valid because the sample is 
identical for each one. This is not possible in the telephone coincidental 
method of interviewing, which is primarily a record of instantaneous listening 
at the moment of the call. It is physically impossible to obtain absolutely bal
anced samples of respondents by telephone interviewing. Fluctuations in 
ratings of hour or half hour shows regularly occur. 

Since the personal interview-roster method makes it possible to control the 
sample obtained, the equivalence of samples is assured, or at least their lack of 
equivalence is known. Thus the ratings of programs obtained by means of 
interviewing different but equivalent samples may be directly compared. On 
the other hand, random telephoning guarantees nothing about the equivalence 
of the various samples drawn. Comparisons of ratings of different programs 
are made with considerable injustice often done to programs because the 
particular samples drawn may favor one program more than another. 

The personal interview-roster method obtains a record of "psychological" 
rather than mere physical listening to programs. Many listeners habitually tune 
out a given program when the concluding commercial begins, and turn to the 
station that carries the next program they want to hear. For a period of perhaps 
five minutes, while the station announcement and terminal commercials are 
being made, the respondent is psychologically "deaf," and cannot be con
sidered a true listener until the program proper that he tuned in comes on the 
air. This deaf interval would be recorded and given equal value with the 
previous and following listening by the Neilson Audimeter, which is a 
mechanical device for measuring physical radio tuning. It would be wrongly 
recorded as the actual listening by a telephone coincidental interviewer who 
called after the original program was turned off and before the new one began. 
On Station Y, Program B is closing. The new tune-in is not psychologically 
listening to this program. He is not aware of its contents or its commercials and 
does not report it in the roster interviewing technique. Meter records this as 
if it is equal listening with that from 8:00-8:25 '̂̂ '̂  from 8:30-9:00. Tele-
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phone coincidental made at any moment in this period makes respondent 
aware of "listening" he is really not doing. In both instances incorrect reports 
are obtained. 

DIAGRAMMATIC PRESENTATION OP PSYCHOLOGICAL "DEAFNESS" 

IN RADIO TUNING 

8:00 8:30 

Station X 
Listeners to Program A 

8:15 at 8:2.5, ^̂ ^̂  
in Station Y 
to wait for 
Program C 

Program 
B 

Station Y 
Program C 

5:30 

A personal interview would not record such physical tuning because the 
respondent would remember that he heard program A and then turned to 
Program C. Only by the aided roster recall method of interviewing does 
psychological listening assume its true value. 

Interviewing by the roster method obtains a record of continuous listening 
over a period of several hours. Studies of flow of listening from program to 
program can be made, and various degrees of listener interest In specific 
programs or stations can be studied. The meter, which on the surface should 
also permit such flow studies, fails because its minute-by-minute account 
records meaningless dial-twisting and unintentional and deaf listening as dis
cussed above. Thus, flow of audience would be incorrectly traced. 

Criticisms of the roster method of Interviewing frequently stress the fact 
that it relies on the respondent's memory, which is likely to recall "name" 
shows and network stations at the expense of lesser known programs or 
independent stations. These criticisms are true of unaided recall interviewing 
and of incomplete rosters, but experiments have proved that the method 
adapted by the Pulse in its regular surveys does not allow these inaccuracies 
to occur. 

The Pulse roster is a complete listing of all available stations and programs 
by quarter-hour periods, as shown at the top of page 176. 

Each interviewing day is divided into parts or roster periods, and inter
viewing for each daytime roster period is done immediately after the period 
closes, and for the night roster, at 9:00 A.M. the following morning. First 
the interviewer obtains a record of coincidental listening at the time of the 
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% Horns % ListtntTi 

KYW News, Music, Sports 1.1 10 
WCAU Robin Flynn Sports •̂5 11 
WDAS News, Day's Hits .7 4 
WFIL Terry and the Pirates 4-4 i l 
WIBG Danceland 1.4 12. 
WIP War Extra 1.Z I I 

WJZ News, J. Kennedy 9 
WOR Sydney Moseley -5 2. 
WPEN Bond Giveaway 1.6 *3 
Misc. 1.4 7 
Sers-in-Use 20.5 100 

9:00-9.-l5 A. M. 

WOR V . H. Liadlahr, health talk 
WABC News—J, King 

WHN Gloom Dodgers 

WINS B. Chester Orch. 

WMCA News, Alice Hughes 

WNEW Dick Brown, Songs 

WEAF Mirth & Madness 

WQXR Angeline Dougherty 

WOV The Cipuduzzas 

WJZ The Breakfast Club 

W U B This is How 

W H O M Italian Variety Houi 

WAAT News, Nan Lupo 

WPAT Musical Scrapbook 

W N Y C Masterworks Hour 

interview [ i ] and slie then proceeds to determine at what times, if any, during 
the period she is studying her respondent listened to the radio. Instead of rely
ing upon unaided memory, a method that would obtain results distorted 
in favor "name" shows—the interviewer leads her to reconstmct her activities 
during the period in cjuestion. 

After the respondent has determined at what times she had the radio on, 
the interviewer shows her a complete roster of the programs for each quarter 
hour mentioned, and asks which programs the respondent or other members 
of the family listened to at that specific time. 

In this manner, for each roster period, completed interviews with respon
sible adults are obtained for every quarter hour period over seven days of the 
week. Thus in Philadelphia a total of 8,400 roster Interviews are made, each 
of which measures listening over a period of 16 quarter hours or more. To 
obtain the same number of telephone coincidental calls for each quarter hour, 
a total of 201,600 telephone coincidental interviews are required. 

In its published monthly reports The Pulse gives the following informa-

PH]IJII>BIJ?QIA, DBCBMBBB, 1943 

6:00-6:15 P.M. 
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tion: a "rating" or per cent of homes of the total number of interviews for 
each weekday quarter hour; a weekly rating based on a five-day total of inter
views for each quarter hour from Monday through Friday; and a rating for 
each Saturday and Sunday quarter hour. A second figure indicating the per 
cent of listeners each program obtained is listed beside the rating. 

The base in this instance was 5,000 radio homes. The first figure, or rating, 
was obtained by dividing the actual number of listeners to each station by 
5,000, and the second figure, per cent of audience, was obtained by dividing 
the same number by 20.5, the sets-in-use figure for this particular quarter 
hour. 

The application of the personal interview-roster method points to the 
ultimate in radio audience measurement. The collection of additional data 
facihtated by the personal interview makes possible numerous extensions of 
this technique; 

( 1 ) Age, sex and family status of listeners. A single question elicits this 
information whenever a home reports listening to the program in question. 
Consider these findings in connection with the Lone Ranger: 

"THE LONE RANGER,'" WJZ, Moo.-Wed.-Fri., 7:30-8:00 P.M. 

AGE AND SEX OF LISTENERS 

% % 
Male 54 Under 10 38 
Female 46 10-19 M 

30-44 40 
45 & over 8 

It is apparent that the major part of this audience is composed of adults. 
It is likely that when children control the radio, the adults listen along with 
their children. However, there is no doubt that adults listen intentionally to 
this program too, and there are records of adult listening without the presence 
of children. It is unwise to presuppose the age and sex of an audience without 
any research data. 

(2) Socio-economic composition of audiences. It is sometimes valuable 
to know what kind of an audience is reached by a program. The controlled 
sample obtained by the personal interview-roster method can be tabulated to 
reveal size of audience in the socioeconomic levels, and in telephone and non-
telephone homes. The figures below are an example of this type of analysis: 

"FRED WARING" PROGRAM, WEAFMon.-FH. 7:00-7:15 P.M. 

SIZE OF AUDIENCE BY SOCIO-ECONOMIC LEVELS 

% of Harms 
Listening to Fred Waring 

A II.7 

B 6.5 
C 3.6 
D 3.3 
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Whether this is a good audience or not depends upon the intention of the 
advertiser. Certainly the mass of the consumers of this program's sponsored 
product is in the C and D group. Yet there may be other reasons for designing 
a program which may appeal to selected groups. 

( 3) Other attributes of the radio audience. In what Idnd of home do the 
listeners live? What about educational level and occupational status.-* Do they 
have an automobile or not? AH those can be obtained in the personal inter
view. Here is an example of listening by automobile and nonautomobile 
families: 

"VOICE OF FIRESTONE/' WEAF, Monday 8:30-5:00 P.M. 

SiZB OE A u D i B N C B IN AUTOMOBILE AND NONAUTOMOBILE FAMILIES 

% of Hemej Listening to 
Voice of Firtstone 

Aaiomob'ie Homes 8.0 
Nonautomobile Homes 4.0 

(4) Depth interviews with bona fide listeners. It is often desirable to know 
how listeners react to a program. Do they like certain features and dislike 
others? What are their reasons for their listening? It is possible to compile 
a list of homes which listened to a particular program and to revisit them and 
conduct a depth interview. This has been done in numerous Instances. For 
example, in March, 1944, a musical program featuring a popular local band 
and a short morale-stimulating talk by local leaders was broadcast over several 
stations located in an area dominated by a particular industry and inhabited 
largely by people of a particular national extraction. Was the program a good 
one? The answer was sought not only in terms of ratings indicating audience 
size, but also in reaction to the music and talk features of the program. A 
roster survey was made. Whenever a listener to this program was found, this 
listener was questioned further to determine his attitude and acceptance of 
the music and talks featured. The responses indicated a satisfactory reception 
of the program. Here are a few typical comments referring to the musical 
feature: 

Our Frankie loves the Polkas 
My husband wants to go to the broadcasts—he's crazy over Polkas 
It's good—I'm waiting to hear Jolly Jack and the gang when they 

will be at the theatre 
I enjoy Polish music more than anything else 

and here are several referring to the talk feature: 

They are very interesting—to hear soldiers who are back from the front. 
It's all about the industry and what they are doing. I think they are very 

good and interesting. 
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ADJACENT LISTENING!!.] T O "HIT P A R A D E " 

W A B C , 9:00-9:45 P.M. 

Hobby Lobby 
Truth or Coa-equeoces 
Swap Night 
Others 
Not Jisteniag 
Total Hit Parade Audience 

Audience comes from 
S:4i-9:Q0 P.M. 

% 
1.1 

3̂ 

7 

100 

W A B C Sat. Night Serenade 
W E A F National Barn Dance 
WJZ News—J. McDonald 
Misc. Others 

Not listening 
Total Hit Parade Audience 

Audience goes to 
9:45-10.00 P.M. 

% 
60 

1 

4 
5 

1.9 
100 

In this case, two significant events are observed. The program succeeds in creat
ing a huge new audience which was not listening to the radio prior to the 
program. It also attracts a somewhat larger share of its audience from Tmth 
or Consequences on W E A F rather than from Hobby Lobby on the same sta
tion. The psychological reason for this may be the common bond in the Hit 
Parade and in Truth and Consequences. It Is the contest element present 
in the two programs offering a challenge to the listener. 

(6) Sales effectiveness. The best commercial measurement of radio listen
ing will be not simply listeners, but listeners who buy. An example of this 
type of measurement is shown in the following study of the sales effectiveness 
of the Jack Benny program in relation to Grape Nuts Flakes. T w o equivalent 
groups were interviewed with respect to the purchase of this product. The 
groups differed only in the fact that the first group listened to Jack Benny, 
while the second group did not. 

Total 

Jack Benny Listeners 
Nonlisteners 

^54 
366 

Difference 

% Buy Grape Nuts Flakes 

9-4 

5-5 

3.9 (additional purchasers in 
each group of 100 listeners). 

Sometimes people I know talk. Once our Priest was on. 
Whenever I listened they were interesting. 
Very good yesterday when the soldier from the hospital talked. 

( 5 ) Adjacent listening. The listening behavior of a program's audience 
during the previous and following quarter hours or over an extended period 
is often revealing as to the particular appeal of a program. Does it gain a 
large new audience or "tune-in"? Does it "steal" listeners from other stations? 
Does it simply benefit by following and being placed in a chain of good 
programs on one station? For example, let us consider the Hit Parade audi
ence: 
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The program rating is 41.0. This means that in the total market of all possible 
buyers of Grape Nuts Flakes, 41 per cent listened to the program. Therefore 
the net increase in buyers due to the radio program is computed by multiplying 
3.9 (the additional purchasers in every 100 listeners) by 41.0 (the number 
of listeners in every 100 possible buyers in the market). This figure is 1.6, 
the number of additional buyers secured by radio in every 100 possible buyers 
in the market. [3] 

This analysis is effective and becomes meaningful only with repeated meas
urements. The single instance does not afford a sure basis for interpreting 
causal relationships. However, if repeated investigations indicate that among 
listeners there is a rising use of the product, whereas among the nonlisteners 
there is not, then causal interpretations may be made. In this case, a repeat 
made some time later indicated that among nonlisteners it had declined 
slightly to 5.3 per cent. 

In the end, the measurement of the radio audience should be made in the 
unit of listeners who buy. A frequent complaint against low ratings is the 
point that the advertiser is satisfied because it is selling his product, and the 
low rating must therefore be wrong. This is not correct reasoning. It is more 
likely that the low rated program in this case is not carrying "excess baggage." 
A large proportion of the listeners must be responding by purchasing the 
product. 

(7) Duplication in listening. A sponsor has a program on Station X at 
5:30 P.M. He is interested in a second program on Station Y at 12:30 P.M. 
The question namrally arises whether the second program will reach a new 
and additional audience. The type of program is different and the time of day 
is different- It is expected that it does reach a different audience. Such a ques
tion can be answered when the two programs are in the same roster. In this 
particular case there was practically no overlapping in audience of the total 
audience in the two programs, only 3 per cent listened to both of them. 

The above applications of the personal inter\'iew roster method, measuring 
the radio audience, point to the expanding developments in radio research. It 
is not stopping with "nose counting" alone. 
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Chapter X I V 

THE RADIO PANEL 

S A M U E L G. B A R T O N 

Industrial Surveys Company 

THE marketing, advertising, and radio broadcasting industries have for 
several years been equipped with several indexes of the relative popularity 

of local and national radio programs. 
Advantages of speed, accuracy, flexibility, and economy had firmly estab

lished, by 1939, audience measurements based on telephone contacts. Direct 
questions determined to which program the respondent was listening at the 
moment his home was called. 

Limitations of the method were apparent. Studies were made (primarily 
in local areas) using field interviewers in an effort to include nontelephone 
homes as well as telephone families. Methods for measuring other audience 
dimensions also were sought. These included estimates of the net cumulative 
total radio homes or people listening at any time during the program, and a 
measure of the distribution of families or people according to the number of 
minutes of listening during any given period. 

In addition to technical difficulties, the practical limitation of cost was 
a major deterrent on collection of data through personal interview, despite 
the gains to be derived from a broader universe and the possibility of studying 
audience characteristics and movement (see Charts I and II). 

The cost of direct interview also appeared to impose limitations on the 
extent of geographical area that could be economically surveyed resulting in 
a tendency of the industry to employ the field inteiview technique primarily 
in larger urban communities and in the more densely populated counties 
lying within a short radius of the city limits. 

It was well known that the listening areas of any two radio stations are 
not coextensive. This means that any arbitrary selection of counties close to 
city boundaries would (by varying degrees) be unrepresentative of the exact 
listening area or potential total audience for any station. 
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CHART I 

ProFib of R>9JarAu(fcnce Composition 
of 

T h e NewMx-k PhaKKmoric 

M>d>l944 

FramlhtMKchRADIO FKNEL 

To construct the above visualization of the characteristics of the N e w York Philharmonic 
audience, w e have taken the proportion of families listening to one or more broadcasts of 
the Philharmonic during March in the United States as loo. Proportion listening in each sub
division of the United States is then expressed as a ratio of the United States average. 

W h i l e the above limitations were perhaps of minor importance, the desira

bility of measuring certain other radio audience dimensions resulted in the 

common need for a third method of data collection and a third technique 

of measurement. 

T h e radio field needed measures of audience turnover between multiple 

broadcasts of a program series, together with analysis of the nature of flow 

of audience from quarter hour to quarter hour between competing programs. 

A strong need existed for more facts about audience composition: sex, age, 

educational level, income, and other individual listener characteristics. A n ex

tension of these requirements included the need for data about the value of 

listeners as consumers of any given type of commodity. It was felt that in 

many cases the namre of the program was poorly correlated with entertain

ment preferences of the type of person whom the advertiser hoped to reach. 

Dur ing 1939 the research staff of Industrial Surveys Company began a 

series of experiments applying scientific treatment to the generally misused 

and rejected procedure of collecting data by mail. T h e treatment involved the 

fol lowing basic factors: 
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CHART II 

l 8 3 

FVofile of Audience Composition 
of 

Right 1o Happiness 

FROT) Sepleniwr RADIO PANEL 

The above visualization of audience composition of the radio program, Right to Happiness, 
was constructed by taking the proportion listening to any one broadcast in the United States 
as loo. The proportion listening in various subgroups of the United States is then expressed 
as a ratio of the United States average. 

1. Predetermination of the sample based on random or quota selection 

within population strata. 

2. Permanent identification of the sample selected by means of a control 

or serial number indicating stratum, block and cell number and group 

sequence. 

3. Compensation of the respondent, either /*« advance of work completed 

or upon return of the desired data depending on the nature of the study. 

4. Repetition of contact with variation of incentive or compensation to 

those members of the sample w h o had not returned a previous mailing. 

5. Double sampling or subsampling of those members of the sample not 

responding after completion of the series of repetitive mailings. The 

subsampHng of nonrespondents being conducted by direct investigator 

contact. 

A battery of experiments resulted in the development of the Controlled 

Mail Method of data collection. It was first applied nationally on the Columbia 

Broadcasting System county-by-county station audience survey conducted dur

ing the spring of 1940. In this survey, which Included every county of the 
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United States, a national return of 83.4 per cent was achieved. A minimum 
remrn of 50 per cent was developed in every county and a return of 70 per 
cent or more obtained for each state. 

Technically, this study also demonstrated that on surveys where geo
graphical distribution of the sample is essential, cost per case is lower for con
trolled mail than for collection by field investigators. A degree of co-operation 
was developed which exceeds the actual degree of representation obtained in 
the usual door-to-door survey. This is due to the high proportion of individuals 
and of entire families not available to the interviewer in the usual one call 
survey made during normal working hours. 

Employing the controlled mail system of data collection. Industrial Surveys 
staff then began experiments in the application of panel technique mmg both 
the recall and the diary method of obtaining program listening data. 

Panel technique, while long used in other research fields, had not been 
applied with any success in consumer research. This was due primarily to 
the high cost of continuous collection of data from the same sample. The 
development of the controlled mail system made the panel technique a valid 
form of data collection which would permit a repetitive and continuous con
tact with the same sample of participating people. Panel technique requires 
daily or weekly collection of data for a high level of accuracy. This, however, 
results in a relatively high field cost. In mrn the volume of detail which must 
be processed to obtain summary or average measurements for any period of 
listening time is far greater than that found in the nonpanel procedures. 

In 1940 the research staff conducted the Des Plaines Study. All radio 
homes in the city of Des Plaines, 111., were used in the concurrent comparison 
of all commercially used radio audience measurement techniques. 

The coincidental (momentary recall) technique with data collected by tele
phone interviews among homes so equipped, and by personal contact among 
nontelephone homes, was taken as the standard for comparison. The following 
techniques and methods were compared to the standard: 

DES PLAINES STUDY—i^Aa 
Techm^lM Misthad af Data Collection 

Standard: CoincidentaJ Telephone and direct personal interview 

I . Recall—aided Direct personal interview 
1. Recall—aided Controlled mail 
3. RecalJ—unaided T>iTeci personal ioierview 
4. Recall—unaided Telephone interviews 
5. Recall—unaided Controlled mail 
6. Diary Investigator* 
7. Diary Controlled mail 

*By either method of collection, the actual record of listening was prepared by the participating 
family. At each pick up it was checked by the interviewer with some member of the family. 
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The purpose was to obtain a measure of the relative accuracy of the various 
techniques and methods, and to develop an accurate basis for comparing the 
costs of measuring various spans of listening time. Though techniques were 
found to show levels of total listening volume which varied beyond sampling 
error, agreement as to the distribution of listening by station ran high. Rank 
correlation of station by time periods averaged over .98 with the correlations 
tending to be lower between recall techniques and standard Coincidental. 

Recall techniques had a strong tendency to underreport the listening to 
programs of relatively low acmai popularity and to overstate, to a smaller 
degree, programs of high actual popularity. No significant differences were 
found in distribution or level of audiences between methods of data collection 
within the same technique. 

Through use of comparable cost tables it was concluded that each method 
held commercial advantages dependent upon the specification of the research 
problem. For studies involving short s^ans of listening time, the diary was 
found to be the most expensive per quarter hour and least expensive for 
surveys where an extended time span Is to be covered. 

Several valuable technical conclusions were also drawn which formed the 
basis for employing additional sample controls in subsequent controlled mail-
panel-diary studies. 

In October, 1942, Industrial Surveys staff began an extension of the ex
periment on panel technique on a national basis, directing a roster type aided 
recall survey to its established National Consumer Panel using controlled 
mail. In the same year, in co-operation with Columbia Broadcasting System, a 
further test of the diary-controlled mail method was made at Washington, 
D.C. Concurrently, a telephone coincidental survey was conducted each day 
from 9 A.M. to 10:30 P.M. during the week of the test. 

The results clearly reflected the benefits in accuracy derived from the advance 
sample control of factors found to be highly correlated with listening volume. 
These included: 

A. Number of radios In the home. 

B. Number, sex, and age distribution of members of the participating families. 

These factors, among others, are controlled in the sample selected for 
tabulation of the acmal listening reports. The findings of the various tests were 
also of material aid in our operation of the 1942 and 1944 CBS county-by-
county radio station audience surveys. 

In 1943 Industrial Surveys Company began the continuing panel radio 
surveys published monthly as the Radio Panel. This series covers network 
programs. Panel studies were also begun in local market areas and have be
come known as "Listener Diary Surveys." 
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During 1944 the Radio Panel was converted from a bimonthly measure
ment to a weekly measurement and the Listener Diary Surveys have begun 
repetitive operation in several smaller markets as well as in most principal 
cities. 

The types of audience measurement being drawn from the panels include; 

1. Total audience listening to a specific broadcast (net cumulative—one 
broadcast). 

2. Average audience to a series of broadcasts (Monday—Friday average) 
(four week average) (six-month average), etc. 

3. Net weekly audience (proportion listening to any one broadcast of a 
multiple-day program). 

4. Net monthly audience (proportion listening to any one broadcast dur
ing a four-week period). 

5. Net 13-week audience. 
6. Audience Turnover—weekly, monthly, annual, etc. 
7. Distribution of families by number of broadcasts heard during any 

number of weeks or months. 
8. Duplication (between two or more programs of the same sponsor 

or between competing product's programs). 
9. Audience flow (source and dispersion of the audience to any program). 

10. Audience compositioa by age and sex. 

11. Audience composition by geographic location, size of community, 
economic class, educational level, and occupation of family head. 

12. Radio-magazine-newspaper correlations. 
13. Program-commodity purchase correlations. 
14. Program-product correlations. 

During the period of years when the controlled mail panels were being 
developed, the A. C. Nielsen Company and others were experimenting with 
mechanical means for recording the operations of radio sets in homes. Their 
developments in recording devices have been directed toward many of the 
needs for additional audience dimensions outlined above and for the additional 
measurement of minute by minute flow, turnover of audience within a pro
gram period, and the distribution of families by number of minutes of listen

ing. The limitation as to dimensions, measurable by the recorders, evidently 
is solely that of omission of measurement of individual person listening and 
the present inability to function In homes unequipped with i lo-volt electricity. 
Broadly, the objectives of the Panels and the recording devices are the same. 

In this connection it is worthy of note that despite some criticism which 
has been leveled against the recorder technique on the basis of showing the 
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radio in use when not being heard, companies receiving reports of both the 
recorders and the Panel have found close agreement between the two. They 
report that the two series when tabulated for the same sample geographical 

area agree both as to total level of listening and as to distribution of audience 
by programs for most hours of the day and most days of the week within the 
limits of standard sampling error. 

LIMITATIONS OF THE PANEL 

While the controlled mall panels can be based on samples controlled by 
income and purchasing power, the self reporting technique limits the represen
tation of the system to literate homes. This limitation has little effect on the 
volume of reported listening to most programs. It does result in a tendency to 
overestimate somewhat the audience to the few programs which have their 
greatest appeal in upper social classes, and to understate somewhat those with 
strong appeal in the illiterate brackets. These limitations are obviously minor 
deterrents in view of the system's ability to represent literate families with 
battery-powered radios as well as radio families in electrified homes. 

DIFFERENCES IN THE USE OF BATTERY RADIOS 

The panel measurements have indicated marked differences in the use of 
radio between rural homes with battery radios and rural electrified homes. 
From nature of the listening pattern it has been concluded that owners of 
battery radios are conserving their batteries during the war time shortages. 
This results in consistent peculiarities in the amount of listening and in selec
tion of news programs with radios being mrned on and off shottXy before and 
after the news broadcast. 

During normal times, other researchers have found major differences 
between the listening to battery and all-electric radios effected by the two 
factors of tendency to conserve the batteries and secondly the difference in 
quality of reception of the two types of receivers. 

With the increasing attention being given to programming by both large 
and small broadcasters and the possibility of accurately studying the fitness of 
the program for the market and job it is assigned to do, it Is likely that the 
controlled mail-panel system will be widely employed during subsequent 
years for qualitative analysis and control. 
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T H E S U R V E Y A P P L I E D T O E D I T O R I A L P R O B L E M S 

H. C. L U D E K E 

The Curtis Publishing Company 

THERE is an increasing use of the sampling survey to solve problems 
which hitherto have been considered the province of the journalist or 

literary man. This increased use is particularly evident in the field of magazine 
publishing. 

A distinction should be made between editorial research engaged in by a 
writer to gather economic, historical, or social data for inclusion in a particular 
article or story; research designed to verify the accuracy of statements made by 
writers who have submitted manuscripts to a periodical for publication; and 
research designed to guide editors and publishers in the construction of 
periodicals which will yield greater satisfaction to the prospective reader. We 
are here concerned only with the last-named type of research. This is essen
tially "product" research. Its purpose is to ascertain the likes and dislikes of 
the market (prospective readers) and to generalize this information so that it 
becomes a working tool for the editor. Wherever we use the term "editorial 
research" it refers to this product marketing operation. 

Because editorial research is ordinarily concerned with the attitudes of large 
numbers of people, it usually must rely for its data on the sampling survey 
rather than upon a complete census. This is especially true of periodicals of 
national circulation running into the millions, but it is also true of sectional 
papers and those catering to selected professions, trades, or social groups. As 
a rule it is important to smdy the nonreader as well as the reader, and this 
implies a sampling of whole populations. 

The methods of editorial research are basically the same as those of market 
research, or, more broadly speaking, those of social research. They differ only 
in surface aspects as the namre of the problem calls for this variation or that, 
in order to make the tool usable. 
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The application of the scientific method to editorial problems has been 
retarded by a feeling on the part of some that editorial problems were so 
unique, so much a matter of creative spirit that they could not be analyzed 
and studied coldly with a "nuts and bolts" approach. One editor is reputed to 
have said, "There are at least a million people who feel as I do. If I make this 
magazine to suit myself, it will please this million just as well." Modern 
editors no longer take this view. They realize that there are many aspects of 
editing which can be planned in advance and many decisions made on the basis 
of ascertainable facts instead of by guesswork and Intuition. 

The job of editing still, however. Is an art and probably always will be. 
Even after the editor has the facts he has to know what to do with them. His 
is still the task of assembling into a single composite unit all the editorial items 
that go to make up the magazine. Many considerations go Into the selection 
of the separate items and the form of their presentation, such as titling. Illus
tration, position, and the area they are to occupy. Additional considerations 
affect the number and kind of items which are to be assembled and the 
manner in which the whole is to be "packaged." 

The alert editor knows that he needs all the help he can get on these matters. 
He doesn't shun research, doesn't feel he is editing "by slide rule" if he 
uses It. After all, every editor thinks he knows certain things to be true about 
his trade. Often this knowledge is merely folklore of the business and at 
best based on limited observation. Research merely substitutes for this loose 
sort of "knowledge" verifiable facts based on carefully observed and recorded 
data from an adequate number of cases. Such facts no more Inhibit the indi
vidual expression of the editor than notated scales and theory hamper the 
work of a composer. 

Many problems In the editorial field still defy solution by scientific means, 
but only because the proper tools for working on them have not yet been 
invented. Social research, to use the broad term, is still in its infancy. As new 
techniques and methodology are developed (and they are being developed 
constantly), and as we gain familiarity with our data, the areas in which the 
scientific survey cannot operate will diminish. Meanwhile there are countless 
editorial problems which can be solved by the sampling survey. 

Let's take an actual example of a survey made some time ago at the request 
of the editor of Country Gentleman. We will take the problem as it was 
originally presented and show what steps were taken to provide the answer. 
The conditions which prompted the survey, of course, no longer hold, and the 
survey data have no current value. Nevertheless, we can see. In outline, the 
nature of an editorial problem as it is presented to the research man and the 
way in which such a problem can be handled by the survey method. 

The editor had been in charge of the publication for about one year. During 
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this time he had made several minor changes: an increase in the amount of 
space devoted to illustrations, the addition of certain feature items or columns 
which appeared regularly from month to month, and a change in the cover 
illustrations from paintings to photographs. 

Such gradual changes are the rule rather than the exception in editorial 
operations, and for very good reasons. Any publication which measures its 
readers in the hundreds of thousands or even millions holds those readers 
largely because they accept the publication as it is. Radical changes in the 
publication stand an even chance of being unwelcome to the current reader. 
Furthermore, such changes are immediately visible to the present reader, but 
they are not apparent to the nonreader whom the editor might like to win, 
until the changes have been brought to his attention by advertising, by 
sampling, through conversation, or merely by chance. In the ordinary coucse 
of events this is likely to produce a time lag which, from the short-term view, 
may actually result in a circulation loss. 

In this instance the editorial "changes had been made without benefit of 
research in advance of their adoption. Although they might have been pre
tested, the editor preferred to give these changes an actual trial mn so that 
the reader could judge from actual experience over a period of time whether 
they were desirable or not. 

The editor's prime concern therefore was whether or not these changes 
had met with favor or disfavor among current readers. At the same time he 
was anxious to have any additional information which would enable him to 
strengthen the publication's hold on this group. 

The first step was to list the specific questions which the survey was to 
answer. Each member of the editorial staff contributed. From this list a pre
liminary plan of action was drawn up. After field pre-testing, the final issues 
of the study were agreed upon; 

1. Which type of covers is preferred, photographs or art work? 
2. With the growth of pictorial journalism is the magazine lagging behind 

the demands of readers in the amount of space devoted to illustrations? 
3. Most of the editorial space is devoted to factual articles rather than 

fiction. Should the current relationship be changed? 
4. Length of articles has been cut down. Do readers approve? Do they want 

a return to the longer article or do they want them still shorter? 
5. Serials or continued fiction stories are expensive compared to short 

stories per unit O i ' space they occupy in the magazine. What is the rela
tive popularity of serials and short stories? 

6. Are women readers of the magazine satisfied with Country Gentle
woman, the special section devoted to homemaking interests? Is it 
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properly balanced with respect to the space devoted to the various aspects 
of homemaking? Is the material practical? 

7. One of the regular farm features dealing with crops, livestock, poultry, 
etc., has been given a pictorial treatment in various issues of the previous 
year. Do the readers approve? 

S. Several new departments have been added to the magazine. Are they 
being read? Are they useful to the reader? 

9. What is the over-all evaluation of the magazine compared to that of its 
competitors? 

A twofold approach was decided upon: questionnaire and observation. The 
specific questions of the editor were incorporated into an interviewing schedule 
(see Fig. A and B ) . So far as possible the reader was to be presented with 
alternate choices specifically stated. The number of opportunities for a "free 
response" was purposely limited. The pre-test had demonstrated that the 
average person has difficulty in expressing his likes and disUkes In editorial 
material. To some extent this is perhaps a matter of having given the matter 
little thought. To a greater extent it is a matter of vocabulary. People are 
aware of the net impressions the magazine makes upon them, but they cannot 
define the elements which produce it. Over and above this is a feeling of awe 
for things editorial. There is a tendency to take for granted things seen in 
prinL This causes reluctance in suggesting how the magazine might be 
changed. A good deal of the inarticulateness was overcome by bluntly putting 
questions: "Which will you have? This, this, or this?" 

In addition to the questionnaire we also planned to secure a record of 
observation and reading of every item of editorial content in three consecu
tive issues of the magazine. This record was to be gotten from readers of the 
magazine. It would be a record of what they had done as contrasted with how 
they felt about the questions on the schedule. 

It was necessary to work out the details of how the information was to be 
gathered. With readers located In every state of the Union the use of a 
mailed questionnaire would have been very convenient. However, the danger 
of a majority of the replies coming from the more ardent readers and from 
the better educated was too great to permit serious consideration of this 
method, even If there had not been other considerations. It was decided the 
only feasible method was the personal interview. 

One thousand interviews had to be so distributed that they would fairly 
represent the entire readership of over two million copies of the maga
zine distributed monthly from coast to coast. Since over nine out of ten 
copies of the publication were sold on a subscription basis, the problem could 
be narrowed down to sampling subscriber homes. The distribution of sub-
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scriber homes was compiled by rural culmral regions so that the relative 
importance of each, as a source of circulation, was available. 

These rural cultural regions are those described by A. R. Mangus in the 
report Rural Regions of the United States, based on a study conducted by the 
Division of Research of the Works Project Administration, pubhshed in 
1940. The advantage In using these regions, instead of the conventional census 
regions, lay in the fact that they are constructed on the basis of type of farm
ing, standard of living, land value, tenancy, and race—all of which can be 
assumed to have a bearing on reading habits and tastes. Census regions on the 
other hand are drawn merely on political boundaries. 

Cost considerations prohibited use of every culmral region. By confining 
the sample to those containing 3 per cent or more of the subscribers, we 
could, however, work with a group of fifteen regions which together accounted 
for 80 per cent of all subscribers. The counties which statistically most closely 
matched the regions in which they were located were chosen as the inter
viewing points. 

Instructions for conducting the interviews were prepared In written form. 
Women interviewers were recmited and trained for their specific task by 
supervisors who were sent to the areas where the interviews were to be made. 

Interviewers represented themselves as employees of the Editors' Research 
Council, a fictitious name used to avoid biasing those interviewed in favor of 
Country Gentleman. They were furnished with galley sheets of C.G. sub
scribers for the county assigned to them. Each was assigned a quota of inter
views by towns and farm areas of the county and asked to interview the same 
number of men and women over 17 years of age. Otherwise, selection of names 
from the subscriber lists was to be "random." 

The following quotation from the instructions will ser\'e to explain the 
method employed to insure an unbiased selection of homes to be interviewed: 

In filling your quota of farm homes, first determine by talking with local farm authorities 
(County Agent, etc.) which is the mosl typical rural route out of town. By "typical" we mean 
those with farms near the average in worth and engaged in raising the crop typical of the 
vicinity. Then sort out the farm names on the list which are located on the rural route, O H on 
these homes as they come—regardfess of (heir appearance oc type. This will be made easier 
for you if, before you start, you have had the help of some local person Jn arranging the 
names in the order in which you should come to them on the road. 

In following this general procedure you will have to exercise some Judgment. For example, 
if you find that calling at every home on the list will fill your entire quota before you have 
gone more than a few miles from town you should skip every second or third name, etc., so 
that you get a good spread over the whole route. If, on the other hand, every name on this 
typical route is still insufficient to fill your quota, start out on the next most typical route, etc. 
Keep in mind that the reason behind any routing plan is to include in our work all kinds of 
farms in their proper proportion—big ones as well as little ones, good ones and poor ones, 
remote ones as well as those near town. 
The same ptincipte holds for selecting names to 6!I your non-farm or "in town" quota. 

Find out locally which is the average residential street (or streets) in town, not the i>i?j/ nor 
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4- ^ I n 9-
7- ! 10-

1. Was cheeked cop? acquired 
p r i m a r i l y f o r t h i s respondent? 

Tea 
Ho 

2 . About how Ivtg has rdapoadmt 
been a reader o f cheeked 
pub l i ca t ion? 

Leaa than two yeara 
Two yeara or more 

About how of ten doea reepondent 
read a copy of checked p u b l i c a 
t i o n ? (Approximately) 
Every iaaue or eve ry o t h e r iasae| 
Leas f r e q u e n t l y 

Does reapondent intend t o read 
•lore i n t h i a l a s u e ? Tea 

Ho 

5. Beapondent's Sex? l l a l e . 
Fenale 

6. Reapondtnt's Color o r Race? 
« l i i t e _ 
Other 

? • Reapcndent's A£e? 10 t o 1U_ 

15 t o 1 9 _ 
20 t o 2U_ 25 t o 29_ 30 t o 34_ 35 t o 39_ 40 t o 45 t o i,9__ 50 t o 5'._ 55 t o 59_ 
60 t o 6 l t _ 
65 * Over 

8 . Relat i<»ship t o Family Head? 
Family Head 
Wife 
Dauehter_ 
Son 
Other - Ua le . 
Other - Famale_ 

9. H l ^ e a t Grade of School 
Caqi le ted t y Reapondent? 

1 0 . Satft oa HOMi On Fana_ 
Hot on Farm. 

Owned by Fami ly_ 
Rented by Family. 

Coda 

2 

12-1 

13-1 

H-1 

15-

U . B r n n n a i c S ta tus? 
Fam Hyi-Fara 

i 4 0 & Over pe r idc. .•30 t o J39 per * . 
t 1 E' *n C T O n a i > i i l r . 
.•30 t o 539 per wc.. 
.115 t o »29 pe r * . 
""•ter (15 pe r wk. 

1 2 . 4. Chief Source o f Family 
L i r e l i h o o d : Farming 

Other . 

b . I f •raimlng" desc r ibe kind 

Code 

17-1 

I f "KHher" desc r ibe occu
pa t ion and k ind of bnsineaa. 

I S . 19-

I 20-
, 21-

13. Reapmdent'a E^iloyneob: 
Houaework. 
Student 
Ret i red 
Farmer. 
Other ( a p e c i f y occupation 

and kind o f business) 

22-1 

24-
Reap'a Haoie. 

Rural Boute o r 
S t . 4 Kuaber 

P.O. or 
Town S t a t e , 

Fubl . Checked. _Iaaue . 

Date o f I n t e r v i e w . 

Interv iewer ' f . ' 
S ignature 
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CHOICK BBTWBBN 1940 AND 1941 C. G. C0V8RS 

BY SEX BY ACS 

Total Males Fsmales Under 30 30-44 45 & Over 

Total Answering: 100% 100% 100% 100% 100% 100% 
Choices 

1941 

1940 

Both Equal 
Don't Know 

6i 

It 
IS 
3 

70 

13 

3 

34 
z8 
16 
z 

65 
i6 

9 

€z 

11 

13 

3 

60 

19 

17 

4 

yet the poorest. Pick your names at random from those streets. D o not, however, pick or even 
attempt to pick the homes on the list which you or anyone else thinks is that of a representative 
family. This usually results in selection of a family well above average. 

Each interviewer carried with her copies of competing publications as well 
as of Country Gentleman in order to give the impression that more than one 
magazine was included in the survey. They also carried a portfolio containing 
the following C.G. covers: 

1940 Isstus 1941 Issues 

January May 
May August ' 
July September 

Her first step was to explain her association with the Editors' Research Coun
cil and then to show the copies of the magazines, asking "Do you ever see 
these magazines?" If the answer was "No," she asked to see someone else in 
the house. 

If the answer was "Yes," she asked if the person had by chance looked into 
any one of these particular issues. If the person had looked into only the com
peting magazines, the interviewer excused herself on the ground that her quota 
of those interviews was complete. 

If the person had looked into that issue of Country Gentleman, the inter
view was started by spreading the portfolio of C.G. covers before the respon
dent for cover preference. The other questions then followed. 

It may be of interest to look at some of the results of this study, and later 
to see what action was taken because of them. A complete analysis of all the 
questions on the schedule or of the results of the page-by-page checking of 
the three copies of the magazine is beyond the scope of this chapter. We can, 
however, examine briefly certain of the more significant points. 

The 3941 photographic covers proved considerably more popular than the 
1940 painted covers. While several reasons were advanced for this preference, 
the outstanding and most logical reason was that the photographic covers 
"looked more namral." 

T A B L E I 
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A sniBI OF THB CODRTBT GEBTIEttH 
1. Ber« are two seta of eorers fron tbe Coimtrj GenClemii. One set 

rBpreaenta the l̂faO eerlee and the other the 19^1 eerlee. Hhlch of the two tjpoa of eovera do you lISo better? 
I9U0 
19'H Both Eqial. Don't Know_ 

Why do you choose t h i s typo? but X aa BAoy ae ere g lTen.) 
(Do not offer theee answers, 

Like painting better then photographs like photographs better than paintings Like the mibjocte bettor Look more natural to me Look more like a farm msgaslne. Picture can bo cut out , Other: (Please specify) 

Don't E)ow. 
2> How do you feel about the emount of pictures used to illustrate Country Gentleman articles? Would you IJke: 

MDfiE PICTOPES AND lESS PRINTED TEXT?. I£SS PICTURES MD H3RE PBIUTED TEXT? 
BO CHAHttE? 
Dnde elded , No Opinion. 

3. This year Country Gentleman in Its regular monthly section on Crops, Pcniltry, Llveetock, etc. called "Along the Farm Front" has boon running more pictures end loss tort than formerly, Ho« do you feel ftbout this choDse? Would like; pBTOFN TO H3RE TEXT AHD FEWER PICTURÊ  STILL M3RE PICTURES AND LESS TE1CT_ KEEP IT AS IT NOW IS Undoolded_ IIo Opinion. 

Code 

2 5 ^ 

ga-il 
- 5 
- 3 . 



2 0 0 H O W T O C O N D U C T C O N S U M E R A N D O P I N I O N R E S E A R C H 

U. Thinking of the amount of fiction and art lc lca in Country Contloman 
as i t 18 today, which would you personally lllte bettor: 

TORE APTICIZS AND I£SS PICTIOS? 
LESS flETICUS AHD W3BE FICTION! 
KEEP IT AS rr IS nOH? 
Undecided 
No Opinion. 

5 . ThlB year Country Centleaan has bean publishing ahqj^er art Idea 
than fonnerly, but there bave been more of them In each I B S U C . 

'Bow do you fael about this? 
WCULD RATHER HAVE ftETICISS MJRE COMPrETE 

(EVEP IF IT MEANS FEWER OF T m M T 
WOULD RATHER HATE ARTICLES STILL SHORTER 

AHC tms OF THEM JS EACH ISSUE 
KEEP rr AS IT 13 BOH 
Undooldod 
No Opinion 

6 . In e*Mi^ l '^ lcb do you l ike better In monthly magaiinea: 

SHORT STORIES? 
CODTDIOED S T O R I E S ? , 

Undecided 
Bo Opinion 

7 . As a rn le f which do you l i k e b e t t e r : 

F i m O B WITH A HISTOHICAL SErTIBG?_ 
FICTION WITH A PREHIT-DAY SETTINOi. 
Iftideclded 
Bo Opinion 

d. ft. So you read the norle column "Facta about Current and 
CoBlng Motion Pieturea"? 

Regularly, 
Sonet ImsB.. 
Never 

b. Hov do you feel about It? Like 
n e u t r a l . 
Dlellkfl 
Undecided _ 
No Opinion 

e . Bftve you ever used It in aeeldlng "hethor or not you 
(or Boma mejnber of your family) would aee a certain movIeT 

Yea. 
No_ 
Don't Shov. 
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9. a. Do you read the new iepartoent "The Fam Engineer?" 

Regularly. 
Somet Imes. 
Uever 

b. How do you feel about I t? 

c. Do you find the Information useful? 

Like 
Ileutral 
Dlellfce 
Undeelded _ 
Ho Opinion. 

Frequently 
Occasionally^ 
Bevar 

10. a. Do you read the new department ealled "Handy Work?" 

Regularly. 
Sometimes. 
H s T a r 

b. How do you feel about I t? 

c. Do you get ideas frcm It you can usa7 

1 1 . Do you happen to road The Farm Journal? 

Llks 
neutral 
Dislike 
Undecided 
No Opinion 
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Yes_ 
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Fam Journal 
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Either One, 
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0 . What In particular appeals to you In Country GentlonanT 
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Total Answering 

Ktasmt Jot Prtftrtnet 
Look more natural to roe 
Look more like a farm magazine 
Like photographs better than paintings 
Like the subjects better 
Picture can be cut out 
Other reasons 

Men Women 

100% 100% 

61 S3 

S3 49 
36 40 

31 18 

4 10 

3 I 

While 1941 covers ostensibly appealed because of their "namralness" the 
subjects portrayed could well have played a prominent part in the choices. For 
example "Looks more like a farm magazine," one of the most common reasons 
for preferring them, is ĉ uite possibly an expression of approval of the sub
ject illustrated. If so, then these reasons in combination with the clear-cut 
references to subject matter would make subject matter the outstanding attri
bute of the 1941 covers.^ 

Most regular readers of a publication are probably satisfied with it. The 
people interviewed in this smdy were for the most part regular readers of 
Country Gentleman. Therefore, in answer to the question; 

"How do you feel about the amount of pictures used to illustrate Country Gentle
man articles? Would you like more picmres and less printed text? Less pictures and 
more printed text? No Change?" 

it is not surprising that 61 per cent answered "Keep it as it is" (Table 3 ) . 

T A B L E ; 

R A T I O OF PICTUBES TO T E X T I N ARTICLES 

Tota] Answering: 

Attitude 

"More Pictures Less Text" 
"Less Pictures More Text" 
" N o Change" 
"Undecided" 
" N o Opinion" 

BY SEX BY A G E 

Total- M^let Females Under 30 30-44 4i liTOver 
100% 100% 100% ioo% ioo% 100% 

2.5 13 31- 31- 11 
I I 5̂ 8 

61 
5 9 13 

61 39 

8 

61 63. 
36 63 

I I 1 — I 
1 1 I I I I. 

'The average person gave more than one reason for his preference, which accounts for 
the fact that the figures in Table 2 total to more than 100 per cent. 

Men were somewhat more partial to the photographic covers. Older persons 
were less inclined to choose between the two types, but those who did choose 
showed the same strong preference for the photographic covers shown by the 
younger people. 

T A B L E 1 

R E A S O N S FOR PRHFHRHING 1941 COVERS 
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Total Answering: 

Attitude 
"More Articles Less Fiction" 
"Less Articies More Ficcioa" 
"No Change" 
"Undecided" 
"No Opinion"' 

BY SEX BY AOB 

Total Males Females Under 30 30-44 45 &• Over 
100% ioa% 100% ioa% 100% 100% 

^9 18 1.x 14 
19 16 u. 30 18 
54 51 S6 46 S4 SS 

•L z 2. - I X 

1. L 2. X X X 

A small majority, as Table 4 shows, suggested the ratio be kept as it is now. 
That this majority should be somewhat less than on previous questions can 
possibly be explained on the basis that interest patterns on fiction and on 
articles vary sharply with age and sex. Previous research indicates this to be so. 
Consequently, any publication offering both fiction and articles to an audience 
varied as to age and sex will have some difficulty in arriving at a Fiction-
Article Ratio that suits everyone. 

Among the men approving a change, more would prefer that change to 
involve an increase in articles than an increase in fiction. Women interested in 
changing the ratio would, on the other hand, prefer an increase in fiction 
although the women were much more evenly divided on this point. In fact 
it would be safer to conclude that as many women advocated an increase in 
articles as advocated an increase in fiction. This is particularly interesting 
because it is generally felt that women are more "fiction minded" than men. 

In the matter of age it appears that the older the reader the less tlie desire 

Furthermore, this is a safe answer. It is difficult to say in advance how you 
would feel about a change, especially when there is no opportunity actually to 
see the nature of the changes proposed. Nevertheless, we can probably assume 
that among the majority there was no active demand for the changes suggested. 

On the other hand, the most acceptable change is clearly an increase in pic
tures at the expense of printed text. This proposal was considerably more 
acceptable to women than to men and considerably more acceptable to younger 
persons than to older. 

Only persons who had been readers of Country Gentleman for at least two 
years were queried about the Fiction-Article Ratio. Their attimde is indicated 
by the answers to the question: 

"Think of the amount of fiction and articles in Country Gentleman as it is today, 
which would you personally like better-—more articles and less fiction or less articles 
and more fiction?" 

T A B L E 4 

Fieri ON-ARTICLE RATIO 



204 HOW TO CONDUCT CONSUMER AND OPINION RESEARCH 

Total Answering: 

Attitude 
"More Articles Less Fiction" 
"Less Articles More Fiction" 
"No Change" 
"Undecided" 
"No Opinion" 

By Farm Residence By Primary-Secondary Readers 

Farm NIWJ Farm Primary Secondary 

100% 100% 100% 100% 

i6 IS 2.6 18 
18 1 1 18 u 
5^ 58 53 55 

Z •L I 

1 3 1. 3 

It seems worth mentioning that primary readers,^ while giving a majority 
vote to no change, also preferred the increase in articles to a somewhat greater 
degree than they did increase in fiction. 

Only those men who had been reading Country Gentleman two years or 
more were presented with this question: 

"This year Country Gentleman has been publishing shorter articles than formerly, 
but there have been more of them in each issue. How do you feel about this ? Would 
you rather have articles more complete, even if it means fen-er of them ? Would you 
rather have articles still shorter and more of them in each issue or keep it as it is 
now?" 

The "no change" vote fell just short of winning a majority, but on the 
whole, those willing to see a change seemed to prefer shortening the articles 
still more (and having more of them). This, however, seems to reflect the 

^The terms "primary readers" and "secondary readers" will require explanation. As we 
have used the term, a primary reader is the person in the home whose interest in the Country 
Gentleman is primarily responsible for its being there. Other readers are considered "secondary." 
The primary reader is, therefore, a very important person to the editor. 

for a change in the present Fiction-Article Ratio. The group most actively 
interested in a change were those under 30 years of age, and the change they 
suggested was toward fewer articles and more fiction. The older group, with 
less interest in change, however, voted for increased emphasis on articles. This 
agrees very neatly with what we beheve to be youth's greater interest in 
fiction and the older person's greater interest in articles. 

In Table 5 we examine the question of the Fiction-Article Ratio from the 
standpoint of residence and from the standpoint of primary versus secondary 
readership. The reader living on a farm indicated a slightly greater interest 
in a change in the ratio, and the change favored seems to be to increase articles 
at the expense of fiction. The reverse seems to be true of readers not living on 
farms although in neither instance are there clear mandates for one course or 
the other. 

T A B L E 5 

FICTION-ARTICLE RATIO 
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BY FARM RESIDENCE 

Total Answering: 

Attitude 
"Prefer More ODmplete" 
"Prefer Still Shorter" 
"No Change" 
"Undecided" 
"No Opinion" 

Total Undergo 30-44 45 & Over Farm NonFarm 
100% 100% 100% 100% 100% 100% 

19 2.8 17 18 1.1 14 
31 36 31 33 Z 9 

46 35 43 48 45 54 
I 6 r I L — L — 3 I I 3 

preponderance of older persons in the group interviewed. The younger group 
showed more inclination for a change, but they were almost deadlocked on 
which direction the change should take. 

Those living on farms show more inclination for a change than those not 
living on farms and seem to prefer further shortening of the present length 
of articles. Town people seem better satisfied, but evidently those willing to 
see a change prefer to see shorter articles. 

What does an editor do with information of this sort.' One thing is fairly 
certain. He doesn't rush out to the printing department and remake the next 
issue then and there. He will more than likely proceed with considerable 
caution, all the more so if his publication has been successful. It is risky to 
quarrel with success, but the progressive editor will constantly make improve
ments in line with the desires of his market and in line with the objectives he 
has set for himself. 

Changes In a magazine may also be retarded by previous long term commit
ments or by altered circumstances in the market such as the advent of war. In 
this case there seemed to be a preference among Country Gentleman readers 
for covers illustrated with photographs. This idea was not crystal clear, but 
it was a fair assumption. However, several months before the survey was made, 
contracts had been signed with twelve American artists, to paint a series of 
harvest scenes, each typical of a different region of the country. These twelve 
paintings were to serve as cover illustrations for the twelve consecutive issues 
of 1942. 

These paintings were run as scheduled in spite of the survey. They probably 
would have been run even if the survey had been made earlier; it is conceived 
to be the duty of an editor to lead as well as to follow. The proposed paint
ings apparently offered an unparalleled opportunity to bring to rural America 
some of the finest examples of native contemporary art. The editors believed 
that Country Gentleman readers should have this opportunity. They exercised 

T A B L E 6 

SQORTBR ARTICLES 

(Only men who have read Country Gentleman i years or more) 
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T A B L E 7 

PROPORTION OF " F R O N T OP THE B O O K " ARTICLE SPACE DEVOTED TO T E X T * 

(Pre-Survey Year 1941 Considered as 100) 

Index 

1941 (Pre-Survey Year) 100 
1941. loi 
1943 99 

1944 Cist 6 mosO 91 
*"Fronc of the Book" refers to the section betweea the lead article and the first advertising page. 

Table 7 shows the tendency of the editors to reduce gradually the proportion 
of article space devoted to text and conversely to devote a larger proportion 
to illustrations for "Front of the Book" articles. These articles include general 
interest articles on broad national problems as well as articles on more 
specific problems of farming. It Is a section of high interest to men readers, 
and it will be recalled that men proved less interested than women in an 
increase in the space devoted to illustrations. 

T A B L E 8 

PBOPORTION OF COUNTRY GENTLEWOMAN ARTICLE SPACE DEVOTED TO T E X T * 

(Pre-Survey Year 1941 Considered as 100) 

Ituiex 

1941 (Pre-Survey Year) 100 
1941 91 

1943 91 

1944 (ist 6 mos.) 87 

*Cauntry Gentlewoman section devoted nearly entirely to homemakiag advice. 

In Table 8 the tendency to reduce the proportion of space devoted to text 
is also apparent. Here the reductions are somewhat more pronounced than 

their right to lead, and their judgment seems to be vindicated by the fact that 
there was subsequently an unprecedented demand for reprints of these covers. 
Still, three-quarters of all covers run in the following year were illustrated with 
photographs. 

Another point brought out in the survey was that if any change was made 
in the picture-text space ratio of articles the most acceptable one would be to 
increase the proportion of space devoted to illustrations. This, it will be 
remembered, was not the will of the majority, but of the minority who were 
willing to see some change. Hence it would have been folly to have made 
sweeping changes in this direction. Instead, there has been a slight reduction 
in the proportion of article space devoted to text. 



T H E S U R V E Y A P P L I E D T O E D I T O R I A L P R O B L E M S 207 

T A B U S 9 

PROPORTION OF EDITORIAL SPACE DEVOTED TO FICTION 

(Pre-Survey Year 1941 Considered as 100) 

Index 
1941 (Pre-Survey Year) 100 
1941 81-
1943 83 
1944 (ist 6 mos.) 86 

Since the entire space of a magazine can be thought of as devoted to either 
articles or fiction, any increase in the proportion of one Is at the expense of the 
other. Table 9 indicates that between the pre-survey year of 1941 and the first 
six months of 1944 there occurred a 14 per cent reduction in the proportion of 
space devoted to fiction. 

One of the most difficult editorial tasks Is to reduce the number of words In 
a manuscript written by a skilled writer so that the given subject is covered 
adequately, clearly, and without too much loss of the writer's style. In the 
survey we are discussing, readers expressed a desire for shorter articles. 

T A B L E 10 

A v s K A O E LENGTH OF COUNTRY GENTLEMAN ARTICLES 

(Pre-Survey Year 1941 Considered as 100) 

Index 
1941 (Pre-Survey Year) 100 
1941 IQ6 
1943 no 
1944 (rst 6 mos.) 108 

Table 10 proves that this desire was not fulfilled in the period immediately 
following the survey. There were, however, extenuating circumstances. This 
post-survey period found the country engaged in war, and agriculture became 
one of the critical industries. The editors felt a keen sense of responsibility 
for the job of keeping their segment of the farm population well informed. 
Farmers not only had to be convinced of the need of increasing the production 
of foodstuffs, but they had to be instructed in methods of raising special new 
crops which they had never before raised. They needed information on 
methods of increasing total production in the face of a dwindling supply of 
farm labor. The dangers and methods of avoiding inflation of land values had 

they were in the "Front of the Book" section, which is in line with the greater 
acceptability of such a change among women readers. 

A sizable number of readers had shown an interest in an increase in the 
total space devoted to articles, at the expense of a reduction in fiction. 
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to be pointed out. As a consequence, material which In normal times might 
have been more condensed could not, In the editor's opinion, be abridged with
out the risk of losing comprehensiveness or understandabllity. 

These examples of survey findings and the action taken on them will serve 
to show how research has funrtioned on one editorial problem. We have seen 
how pertinent information can be supplied to an editor. We have also seen 
that the application of these findings Is the editor's function. He may accept 
them or reject them according to the situation In which he finds himself. The 
essential thing Is that whatever he does, he does in the full light of the facts. 
The survey method materially reduces the editor's uncertainty. If he adopts a 
course which is contrary to the wishes of his readers, he knows that he is doing 
just that. And we have seen that an editor does not edit "by slide rule" when 
he uses research. He can still lead his readers, but he knows where he is 
going, and he knows how many are following. 



Chapter X V I 

H O W M A N Y READERS? 

C O R N E L I U S D U BOIS 

Life Magazine 

CHAPTER X V in this volume deals with "readership" measurement in 
terms of thoroughness of reading editorial matter, and Chapter IX con

cerns readership of advertisements in the magazine. The present chapter is 
concerned with measures of readership in terms of the number and types of 
readers themselves as ascertained in surveys comparing two or more magazines.. 

PURPOSES 

The common aim of all such smdies is to delineate the magazine's market, 
or some aspects of it, sometimes for the publisher's guidance, but usually for 
the edification of advertisers. 

Many of the basic facts about magazines can be known without any market 
research at all. From the Audit Bureau of Circulations, a user of magazine 
advertising space can obtain rehable facts showing how many copies of each 
issue were sold, by what means they were sold, how much the reader paid. 
He can also obtain the geographical distribution of the sales of a typical issue 
by states and by city size; and the larger publishers at least are accustomed 
to providing the circulation figures in still more detail, showing the sales in 
individual towns and counties. For trade and technical publications, audited 
analysis of reader occupations is also available. 

But advertisers are an inquisitive lot, and the questions they ask seldom 
stop with the audited circulation figures. They want to know the answers to 
questions such as these: What is the duplication of reading between Magazines 
A and B? What opinions do grocers have for Magazines M and N? How many 
readers per copy are there for Magazines X and Y? They can tell from the sales 
figures which magazines are relatively strong in big cities compared to rural 
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ateas, but they need to know how the magazines compare with each other in 
reading among young women or young men, or among owners of automobiles, 
or among the youngsters who will be tomorrow's consimiers. 

To answer questions like these has required all the ingenuity that market 
research technicians could muster. 

PROBLEMS 

Magazines are edited for states of mind, and hence their audiences are 
among the hardest things to measure accurately. 

Sampling. When you are trying to measure the market for a brand of 
tooth paste you have to design an accurate-sample because the users of tooth 
paste vary in different parts of the country. But the variations in tooth paste 
users ate as nothing to variations in magazine reading. If you talk to college 
graduates, you may find that four in ten have read an issue of a certain maga
zine, but if you talk to those who never went beyond grade school you may 
find less than one in ten. 

This sampling problem becomes still more acute in the case of magazines 
because of the nature of the research assigrunent. In many market studies 
it does not matter much whether you find 15 or 20 per cent of the people 
doing the things you are trying to measure. It often does not matter whether 
you find 33 per cent of the upper income group and 18 per cent of the lower 
income group saying your product is worth buying, or whether you find that 
the figures are 38 per cent and 23 per cent. Whatever the actual figures, you 
will have demonstrated a difference, provided clues to the exploitation of a 
market. But in magazine measurements, as in the public opinion polls, the aim 
is often to provide a*numerical measure. You cannot be satisfied in learning 
that Magazine A has more readers than Magazine B, because your assigrunent 
is to find out just how many readers there are with the smallest possible margin 
of error. And since magazine reading varies so greatly with different elements 
of the population, it becomes overwhelmingly important to make sure that 
the sample is representative for the varying elements of the population. Some 
of the more important variables which must be controlled are geographical 
(section of the country, city size, distance from market center, etc.). Others 
are personal characteristics (sex, age, race). And, most importantly, it is 
necessary to control culmral and economic factors (income or economic level, 
and education). 

Prestige. The prestige factor poses a particular problem in magazine 
measurement. It is tme, of course, that a certain number of people will claim 
to use tooth paste because they think it is the proper thing to say. This factor 
is much more likely to inflate claims to magazine readership. Among quality 
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magazines, more people than actually read the Atlantic Monthly or Harper's 
claim to do so. And in the mass field, this is the case with Life, the Saturday 
Evening Post, or Good Housekeeping, and a number of others. Conversely, a 
kind of negative prestige operates with some important magazines. People 
read them, but do not wish to admit it. 

Confusion. The element of confusion creates another measurement prob
lem. The confusion that exists in people's minds between two issues of the 
same magazine will invariably be greater than that existing between two 
brands of tooth paste or of breakfast food. While this confusion is not nearly 
as great as the confusion between two advertisements of the same advertiser, 
it is a factor which has to be taken into account, because a significant number 
of people will honestly think that they have seen the January 25 issue of a given 
magazine when in fact it was some other issue that they saw, 

METHODS 

The sampling factor, the confusion factor, and the prestige factor must all 
be kept in mind while evaluating the prevalent methods of measuring maga
zine readers. Only with these in mind can the meaning of the figures that 
result from each method be properly assessed. 

Although the measurement methods are almost infinitely varied, they fall 
into three broad categories which can be labeled objective measurements, atti
tude measurements, memory measurements. 

Objective measurements. Almost without exception the methods which can 
be grouped as objective measurements represent various attempts to circum
vent the confusion and prestige factors. 

The favorite method of this type is the magazine inventory. The usual 
procedure Is to get into the house on some pretext or another and make a 
record of what magazines are acmally found in the home. Physical presence 
of the magazine is the only acceptable evidence—claims made by respondents 
are not considered. (Some practitioners, however, modify the technique to 
include respondents' statements that certain magazines have been in the 
home, but have since passed along to others.) 

This technique does not measure reading by the individual, and it misses 
those people who were exposed to the magazines outside their own home. But 
it does enable the researcher to describe the kinds of homes in which different 
magazines are found and in which they are presumably read. 

Under certain circumstances the inventory technique contains a major weak
ness. While ostensibly completely objective, it can and often does include 
a sampling bias inherent in the method, a bias caused by the prestige factor. 
This was demonstrated several years ago when a magazine inventory was 
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attempted in connection with Life's Continuing Study of Magazine Audiences 
(see page 215) . At that time, in addition to the usual audience measurement, 
it was decided to include a magazine inventory. About two thousand of the 
interviews included this feature, all of which had subsequently to be dis
carded. They could not be used even as part of the regular audience sample. 
The audience figures obtained from these particular interviews went sky
rocketing compared to other audience figures obtained on the same magazines 
at about the same time with the same kind of sample allocation. 

Further investigation in the next wave of interviews showed clearly that 
there is a big difference in botJi quality and quantity of reading between the 
people who will invite you into the house to look at magazines and those who 
will allow themselves to be interviewed on the doorstep or elsewhere. Those 
who read very few magazines or who read only those with negative prestige 
can find plenty of excuses for not permitting a magazine inventory. 

This by no means invalidates the inventory completely. If the magazine 
inventory is conducted as part of a larger smdy, so that magazine prestige 
cannot affect the cooperation or non-cooperation of respondents, then the 
inventory technique can be counted as valid and useful. 

In trying to remove the prestige bias from the inventory technique and 
to circumvent the stigma, factor which affects certain magazines, some practi
tioners have given the technique an added filUp. In this variation an inter
viewer comes to the door offering to pay cash for back numbers of certain 
magazines. This method has worked with pretty fair success, unearthing copies 
of magazines about which people do not like to boast. But, on the other hand, 
it can understate the penetration of magazines which have a real prestige, 
with which people do not care to part for a pittance. 

Some magazines, particularly those with a large subscription circulation and 
little or no newsstand sale, have smiled their readers more or less objectively 
through subscriber panels. Information about the subscribers is obtained by 
interview, by direct mail, or sometimes by credit reports. In the last case the 
subscriber does not even know that he or she is a member of the panel. This 
technique has been useful to individual publishers in learning facts about the 
age, sex, income, education, occupation, etc., of readers. But most such panels 
are conducted individually for one magazine, thus making it difficult, if not 
impossible, to compare magazines by this method. 

In a further attempt to be objective, several people have been experimenting 
lately with mechanical or chemical gadgets to measure the reading of maga
zines or the traffic through them. These are similar in intent to the machines 
which measure the use of the r?dio. So far none of these experiments have 
borne public fruit, but there is reason to believe that they will do so in the 
not too distant future. 
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An account of an experiment along similar lines was published by Time in 
1934. In this experiment a professional fingerprint expert was retained. Call
ing at the homes of subscribers, the expert and his staff gave each subscriber 
a fresh copy of the magazine in exchange for one which had been in the home 
for about a week. Back in the laboratory, the magazine was subjected to an 
elaborate chemical tteatment to develop the latent prints on the paper. Each 
copy was then analyzed primarily for the volume of traffic through it, as indi
cated by the number of prints on each page. As a by-product, the expert dis
covered the prints of 3.26 Identifiabjy different people inside the average 
copy. 

Objective enough to be classified as such is the consumer diary technique, 
in which a carefully selected panel of people is paid premiums to keep records 
of all magazines entering the home. Confined to magazines, this technique is 
subject to the same weakness as the inventory. As part of a larger smdy, its 
usefulness increases. The Industrial Surveys Company uses this technique in 
its national consumer panel, in which the primary reason for paying people is 
to keep a record of their grocery and drug purchases. 

Attitude measures. The second major category of magazine measurement is 
the attitude smdy. Under this heading it should be recognized that even the 
question of "what magazines do you read regularly" is in essence an attitude 
question. People's definition of what constimtes reading and what constitutes 
regularly may vary greatly between individuals. And the same individual, 
influenced partly by prestige, may even interpret the term differently for 
different magazines. 

When a magazine enjoys such prestige that too many people claim to read 
it, it is in a fortunate position indeed. The question might arise whether a 
magazine is entitled to exploit this prestige by using questions to bring it 
out. The answer, of course, Is "Yes"—provided the results of the questions 
are presented in prestige terms, and not in terms of absolute measurement of 
coverage. 

In such general questions, whether they are done by personal interview or 
by mail, the magazines with more prestige will usually profit more from 
free answer questions than from check list questions, although in most of 
the paired tests of the two approaches, the rank order has been about the same. 

Some of the attimde questions which have been frequently asked are: 
What magazine do you prefer? 
What are your favorite magazines? 
What are your first and second choice magazines? 
Of all magazines published in the U.S. today which do you consider the 
most important? 
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In which magazine are you most likely to read what's on every page includ
ing the advertisements? 
What magazine do you get the most out of? 

If you could have only one or two magazines which would they be? 
Which magazine do you think is best read by your customers? 
Which magazines would you like to have your company advertise in? 
As you can see from the questions themselves, they are usually designed 

to bring out the strong points of one or more magazines, and they should 
almost always be taken to represent an opinion rather than a fact. 

Very often in such attimde measures the researcher (or promoter) is inter
ested in only one or two questions. Such measures therefore lend themselves 
to direct-mail rather than interview questioning. The samples for such smdies 
are usually more or less homogeneous, such as attempts to get the opinions of 
Pontiac dealers, or customers of the J. L. Hudson Company, or graduates of 
Smith College, or doctors under 45 years of age, or business executives of 
certain kinds of companies. To reach such lists is not only feasible, but also 
more economical by direct mail. 

There Is always, of course, the question as to whether those who answered 
by mail are typical of the whole group. Jt is undoubtedly true that those who 
will answer a mail questionnaire about magazines are better readers than those 
who will not bother to reply. Tests have shown that the competitive rank order 
of magazines among the nonanswerers conforms to the rank order among those 
who do answer. Since the purpose of such studies is not to get a numerical 
measure, but to get competitive or comparative ranking, the direct mail tech
nique is usually considered valid and appropriate. 

Memory measures. The third category of magazine measures is based on 
memory. Although these methods are also subject to prestige and confusion 
factors, they have the virtue that they do not accept mere yes or no answers 
regarding magazine readership. They attempt to classify the person as reader 
or nonreader on the basis of memory of items within the magazine. 

Least successful of these methods is the attempt to get people spontaneously 
to recall stories or articles in a certain issue. This method will bring out 
the impact of the very strong story, but it counts too much on people's 
memories to serve as a reliable measure of readership. 

Others have tried using a descriptive check list of stories, or table of con
tents. These methods ignore the fact that magazines are visual and that memory 
of magazines is also largely visual. 

Another device is to show a portfolio of covers asking people which they 
remember having seen. But this, on the one hand, may pick up people who 
have merely seen the covet on display and, on the other hand, may miss people 
who did read the issue, but did not happen to remember the cover. 
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Then there is the device of a scrapbook of articles clipped from a magazine, 
sometimes including the cover as one page in the scrapbook. These clippings 
may be pasted full size; again they may be reduced photographically. Both have 
been used with pretty fair success, but they have the disadvantage that memory 
does not come in detached pieces. Showing people articles removed from 
their context may destroy some of the clues to memory. 

The most successful method in this field is the one which has been adopted 
by the Magazine Audience Groups for the Life Continuing Study of Magazine 
Audiences (C.S.M.A.) and for the Good Housekeeping Study of Women's 
Magazine Audiences. Here the entire magazine is shown to the respondent, 
thus providing all possible cues to memory. But the respondent is not 
asked, "Did you read this issue?" He is asked, "Will you look through this 
copy and tell me which articles, if any, you definitely remember having seen?" 

While this method provides accurate memory cues, it does not in itself get 
rid of the prestige and confusion factor. Consequently, the studies super
vised by the Magazine Audience Group employed a device known as confu
sion control. This applies the same interviewing techniques to issues of maga
zines which have not yet gone on sale, measures the error, and corrects accord
ingly. 

These confusion control interviews can also be a help in evaluating methods 
of questioning. For example, when the Continuing Study of Magazine Audi
ences was first conceived, it was felt that showing the cover of the magazine 
would probably increase the amount of confusion, because so many people 
would have a chance to see the cover, even though they had not seen the inside 
of the magazine. Accordingly, some 2,000 interviews were made in which the 
covers were stripped off the magazines, and a large scale confusion test was 
also conducted on this method. All the figures were too high. While some 6 
per cent of the people were confused about the magazine with the cover on, 
over 15 per cent were confused when the cover was taken off. The "raw" 
uncorrected figures were also high. Obviously, in removing the cover, one of 
the cues to accurate memory had been removed. Consequently, the coverless 
method was abandoned, and all subsequent interviews were made with the 
magazine intact. 

"The weakness of the Magazine Audience Group's method is that it can be 
applied to very few magazines in one interview. But there are three such 
studies, two of which have reached publication, and nearly a dozen leading 
magazines are being separately measured in groups of three or four. 

Because it has gained such acceptance as the standard of magazine audience 
measurement, the Magazine Audience Group method is worth further study. 

' Consisting of Dr. Theodore H. Brown, chairman; Acchibaid M. Crossley, Dr. Raymond 
Franzen, Dr. George Gallup, Dr. Paul F. Lazarsfeld, Elmo Roper, and Dr. Samuel S. Wilks. 



2 l 6 HOW TO CONDUCT CONSUMER AND OPINION RESEARCH 

Here is the group's own description from a recent C.S.M.A. report: 
The interviewing method finally developed is a very simple one. The interviewer 

carries with him one copy each of Collier's, Liberty, Life, Satevepost. These copies 
have been on sale approximately three and a half weeks at the time of interviewing 
— a time lag which tends to iron out the difference in the issue dates of the maga
zines and gives the total audience a chance to accumulate. 

After the usual preliminaries in which the respondent is convinced that the 
interviewer has nothing to sell and no axe to grind, the interviewer asks: "Have you 
read or looked through any issues of these magazines within the last two months?" 
This lead-in question gives the blow-hards a chance to blow. If they want to impress 
the interviewer, or if they otherwise bias the answers, they can do it on this first 
question. For that very reason, the answers to this question are of doubtful value 
and are not presented. 

The second question, the one we are really interested in, is worded as follows: 
"We are interested in learning whether or not you have read this particular issue. 
Because several weeks have elapsed since this issue was put on sale, would you 
check through and if you have read or looked at it, point out to me those pages you 
definitely remember." 

Notice that the interviewer is not asking for a quick "yes" or a quick "no." He is 
asking the respondent to look through the issue before giving an answer, and to 
give the answer in terms of the pages which he or she saw. The same procedure is 
followed with each of the four magazines in rotating order, regardless of the 
answers to the first question. 

After the first report was issued, this method of questioning was further inten
sified, and interviewers were instructed not only to get respondents to look through 
the issue, but to get them to go through the entire issue, page by page. This refine
ment resulted in greater accuracy, as indicated by the smaller amount of confusion 
which resulted. 

All the rest of the questionnaire is made up of census and economic data for the 
purpose of checking the sample and for cross-tabulation. 

Some of the newer interviews were made with a modification of this technique in 
which respondents were asked to do exactly the same thing—to go through the 
entire issue—but to give their answers in terms of individual items (stories and 
cartoons) in the magazine rather than in terms of pages. Severe tests showed that 
the results of this technique could safely be combined with the old technique and 
could be used in the future in cases where quicker interviews are desirable or where 
additional information is to be obtained in the same interviewing time. 

To find Out how much inflation must be removed from the answers, separate 
"confusion control" interviews were conducted with the same techniques. Three of 
the magazines are four weeks old at the time of interviewing; the fourth magazine 
has not yet gone on sale and will not go on sale for at least another thirty-six hours. 
Date lines on all four copies used in these "control tests" are unobtrusively masked. 
Each of the four magazines has been thus tested to the point where stable figures 
resulted. 

In the "confusion contror' all conditions are identical with the main survey, all 
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conditions except one: the magazine being tested has not yet appeared; the public 
could not have seen it, and any people who say they saw it, or something in it, are 
obviously inaccurate about this one magazine.^ But remember that the control test 
contains this one impossible condition. It measures confusion before publication day 
(36 hours before).^ Subsequently the magazine does appear. If the same confused 
people were interviewed after the magazine appears, they will still say they had seen 
it, and most of their answers will still be wrong, confused answers—most, but not 
all. Some will really have seen the magazine and their positive answers will be 
correct. This is allowed for in the method of applying the "confusion control" as 
follows: 

1. Before publication 4 persons out of 100 say they have seen something in Maga
zine A . 

4 "yes" 96 "no" 

2. Ajter publication, all other conditions equal, 16 out of 100 say they have seen 
something in Magazine A. 

16 "yes" 84 "no" 

3. We subtract the confused persons, leaving twelve reliable "yeses"' in a total of 
96 reliable answers, or 12.50^. 

12 "yes"' 84 "no" 

In the first three reports, this method of applying the confusion control was used 
to correct every single figure in every breakdown. Beginning with the fourth report, 
the above method was used only twice for each magazine, to correct the figures for 
adults and for children. These corrected figures are then used to tell the amount of 
confusion which should be eliminated, the page-by-page information being used to 
eliminate, in the proper quantity, the people whose answers were based on the least 
evidence. Following the example given above, this new method of application would 
be used to eliminate the 3.5% whose answers were based on the least evidence, to 
arrive at for Magazine A the 1 2 . 5 ^ of people whose clairos to reading Magazine A 
were based on the most evidence. 

By this device the C.S .M.A. is enabled to tabulate not only a corrected 

quantity of readers; but also to tabulate in terms of individuals. Many de

tailed cross-tabulations can be run which would be impractical if every single 

figure had to be corrected by formula. Since adopting this device, the 

C.S .M.A. has become more and more analytical, and the number of factors 

which can be related to audience has greatly multiplied. 

^But not necessarily about the others. There is no evidence that people confused about 
Magazine A are more than normally confused about Magazines B, C, and D. This gives us 
really a control of our control. The people who were confusion-tested about Liberty, for 
example, gave answers about the other magazines that conform satisfactorily with the results 
of the mail survey. 

3 It was necessary in these tests to watch release date catefully in each community. Wherever 
newsdealers or boys were unofficially or officially selling copies early, or posimcn were making 
early deliveries of subscription copies, we had to cancel interviews, and as a double precaution, 
all control tests were made at least 36 hours before the sale of each nugazine. 
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Along these lines, those in charge of the study have recently spent con
siderable time in studying the apparent determinants of reading, by cross-
tabulating with each other each of the factors which are significantly related 
to size of audience. This process has served to clarify a great deal of think
ing. There is, for example, an apparent relationship between age and the 
reading of Life. The younger the person, the more hkely he is to be a mem
ber of the Life audience. When age is cross-tabulated with education, how
ever, this relationship disappears. The higher audience percentages in the 
younger age groups can be accounted for entirely by the greater educational 
levels attained by the younger people compared with the older ones. A similar 
cross-break of education and economic level again shows education to be 
the dominant factor, but in this case there remains a perceptible influence of 
economic level Itself. 

A study which aims so ambitiously at precision must take special safe
guards. During 1944 and 1945 the Magazine Audience Group was en
gaged on behalf of Life's C.S.M.A. in a two-pronged sampling experiment 
aimed both at the problem of selecting communities and at the problem of 
selecting respondents within the community. It is constantly necessary to 
validate and revalidate the sample, to examine interviewing techniques, to 
study possible causes of error in the interview situation. A few years ago 
a question was raised in a Committee meeting as to the possible effect of in
terview fatigue on the audience figures. Accordingly, a special test was mn 
to determine whether a magazine which comes fourth in the order of ques
tioning suffers because of the order. As a test it was inconclusive: there did 
seem to be a slight tendency for audience figures to be lower at the end of the 
Interview than at the beginning, but the difference was statistically Insignifi
cant. In order to play safe anyway, a system was adopted of rotating the 
order in which each magazine was shown to the respondents, according to a 
system developed by Professor Wilks, a member of the group. 

To make sure that the interview procedure creates no more exaggeration 
and confusion than can be eliminated by the confusion control, several 
parallel tests have been run. In one of these scrapbooks were used containing 
articles from the current issue of the magazine and also from an advance 
issue so that the respondent could be tested simultaneously for true recollec
tion and confusion. Preparation of these scrapbooks requires time, and the 
time is extremely short during which advance material from weekly maga
zines is available for interview. This test, therefore, could not be run 
nationally, but It was tested locally against an exactly parallel sample in which 
the regular C.S.M.A. technique was used. The results were nearly identical. 

Because the confusion control device Is both costly and complicated in 
operation, there have been constant attempts to devise an Interviewing pro-
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cedure which could be used nationally and which could eliminate confusion 
and exaggeration without the necessity of a separate control. During the 
study's first six years such a method had not been found. But the search for 
it went on during 1945. 

The first step was to re-examine the causes of confusion in relation to this 
objective. As already mentioned, one was the prestige factor. It is a familiar 
problem in field research on a prestige product that however much the inter
viewer stresses that a "no" answer is just as valuable as a "yes," the average 
person tends to feel that "yes" is better. Some respondents, either to satisfy 
their egos, or in a misguided spirit of helpfulness, will claim reading they 
haven't done. Some outlet was needed, other than reading, for the desire to 
make a good showing in the interview. * 

The other important factor in confusion is the fact that similar pictures, 
articles, etc., do appear in different places. But again, the average respondent 
is not thinking about this angle; he is looking at a particular issue, and if 
he sees something familiar, he probably assumes it was seen in this magazine. 
Some way was needed of pointing up the difference between seeing some
thing before, and seeing it in this issue. 

With these requirements in m'ind, experimental questions were designed, 
tested on regular issues to determine their feasibility in the field. From these 
tests, various questionnaire versions were developed and tried out in a new 
series of confusion control tests. Altogether, 9,253 interviews were made in 
1945 on advance copies of the weeklies to develop the questionnaire which 
yielded practically no confusion. 

Here is the procedure; 

First, an introductory question; "Have you looked through any copies of 
these magazines in the last 6 months . . . either at home or somewhere else 
like a friend's house, office waiting room, etc," 

The old interview started off with a somewhat similar question. However, 
in the new questionnaire this introductory question covers three magazines 
in addition to Collier's, Life, and the Post. Thus, the respondent attaches no 
undue importance to the weeklies as against the others. People who say they 
haven't seen the weeklies in the last 6 months are dropped, so far as audience-
measurement is concerned. 

The second step in the old interview was to show specific issues. But in the 
new interview, people are given another chance to let their egos expand 
before asking about reading. They are asked what kinds of editorial material 
they like and whether they can remember any recent stories or articles from 
the weeklies. 

And third, before producing specific issues, the problem of genuine con-
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fusion is attacked by pointing out to respondents that simiJar material does 
appear in different magazines and newspapers, and asking: "Have you ever 
noticed that yourself?" 

This completes the stage setting for the introduction of the magazines. 
Specific copies are then shown, but in a different manner than previously: 
The old approach was: "We're interested in learning whether you have seen 
this issue. Because several weeks have elapsed since it went on sale, would 
you check through, and if you have seen it, point out to me those items you 
definitely remember." 

The new approach is: "Here's an issue which you may not have seen yet. 
Would you leaf through it with me and give me your first impressions of 
which items look interesting." 

The interviewer follows up by asking two questions on each item: ( i ) 
Does it look interesting? and (2) Is this the first time you have seen it? This 
pattern of questioning is repeated until the respondent either has identified 
five items, or has been shown five without identifying any. In the first case, 
questions on interest are dropped, and the rest of the issue shown to see 
whether additional items have been seen or read. In the second case, ques
tions on recall of editorial material are dropped, and the interviewer con
tinues to find out which items look interesting. If a respondent who did not 
recall any of the first five items does identify something later on, this will, 
of course, be recorded. 

In this way, the leafing-through procedure is constmctive both from the 
reader's and the non-reader's point of view. The incentive to exaggerate read
ing is removed because the non-reader can talk about what would interest him. 

Finally, items on which people are genuinely confused are recorded Chat 
way. For example, an answer such as "It looks familiar" goes down as "May 
have seen—not sure." "I've seen it somewhere, but I'm not sure where," 
goes down as "Seen before—not sure in this issue." 

And there is a check-up at the end of each issue shown: "Just to keep the 
record straight, are you sure you have (or haven't) seen this issue before— 
or aren't you certain about it?" 

Thus genuine confusion is filtered out, both for specific items and for 
whole issues. 

It should be clear that this procedure apphes only to people who say they 
have seen the weeklies in the last 6 months, and only to as many magazines 
as they claim to have seen. People who say they haven't seen the weeklies in 
6 months are asked a separate set of general magazine questions. As usual, 
the final part of the interview consists of facmal information needed for 
sample validation and cross tabulation purposes. 

The effectiveness of this technique may be judged by the fact that whereas 
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the confusion remaining in the old method was large enough to have an 
effect on audience figures, the Magazine Audience Group has decided that 
no correction for confusion is necessary with the new method. 

The remaining amount of confusion is so small that it could be accounted 
for by the fact that magazines are sometimes made available, and therefore 
can be seen, before the official publication date. In addition, special parallel 
tests of the old and new interviewing techniques Indicate that the new 
method, in filtering out all but the most positive answers, eliminates a few 
people who have actually seen the issues being smdled—in fact, that the 
method reduces the audience by slightly more than the number of confused 
people who remain. 



Chapter XVII 

MEASUREMENT OF EMPLOYEES' 

ATTITUDES A N D MORALE 

A R T H U R K O L S T A D 

Houser Associates 

INTEREST in surveys of employee attitudes and morale has increased 
greatly during the past decade. Management is giving more recognition 

to the importance of the relationship between what employees think and the 
efficiency of commercial and industrial activities. 

Top management seldom knows how employees feel. Under stress of 
modern production it is often difficult for top executives even to keep In close 
touch with the foremen or supervisors. Lines of communication from man
agement down through the various levels of supervision to the rank-and-file 
employees may be well developed. Lines of communication in the opposite 
direction are usually subject to breaks, interruptions, and poor connections. 
As a tool to aid management in securing a better understanding of how 
employees feel and think about their jobs, company pohcies and practices, 
quality of supervision, working conditions, and so on, the survey of attitudes 
and morale has been developed. 

A number of different approaches to the problem of measuring employee 
attitudes have been used. Among these are the personal interview, either 
guided or unguided; the essay type of questionnaire, where the employees 
are asked to express themselves in their own words; the "Yes-No" or "True-
False" questionnaire; the "Agree-Dlsagree" questionnaire, either with the 
two answers or with five answers providing degrees of acceptability to the 
respondent; the "Attitude Scale" consisting of a series of simple statements 
from which the employee is to select those with which he agrees or which he 
believes to be true; and the multiple-choice type of item questionnaire. In a 
number of studies combinations of some of these approaches have been used. 

Each method has advantages and disadvantages, certain strengths and 
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weaknesses. The particular procedure must be selected in terms of the specific 
purpose or objective to be attained. 

Experience with all of the above-named methods suggests that for general 
use in measuring employee attimdes and morale, the printed questionnaire 
with objective multiple-choice items is best. 

The same principles governing the construction of any good questionnaire 
should be followed in developing an employee attitude questionnaire. These 
have been covered sufficiently in psychological publications and do not need 
review here. But certain points should be stressed. Since some employees who 
are somewhat deficient in schooling will be found in the average industrial 
concern, more than average care must be taken in formulating questions. 

Questions should contain only simple, commonly used words. 
The method of registering an expression of opinion should be made as 

easy as possible. The objective form of question which the employee answers 
by simply checking his choice among a number of ready-made answers meets 
this requirement. 

An opportunity should be afforded for the expression of varying shades 
of opinion. The multiple-choice Item with responses arranged in steps or 
degrees will provide this. 

Topics to be included in the questionnaire will depend on the underlying 
purpose of the survey, the type of organization in which the survey is being 
made, the particular problems which confront management. In general, a 
study of employee attitudes should provide a measure of over-all job morale. 
It should also give an employee opportunity to express his attitude and 
opinion on a large number of specific points concerning his job; working 
conditions, his relationship to his fellow employees and supervisors, his 
understanding of management's policies. 

Since the basic ingredients of the employer-employee relationship are es
sentially the same in all companies, most surveys will cover certain fields, 
such as quality of supervision, training and instructions, promotion policy 
and practice, job placement, and satisfaction with the job. The phases to be 
covered In these fields may vary according to the companies' policies. Though 
some questions can be used repeatedly with great value, the questionnaire as 
a whole needs modification and revision for each new study. In other words, 
the questionnaire needs to be tailor made to fit the particular organization. 

The method of conducting the survey can have a real effect on the results 
and needs*to be carefully controlled. In a typical survey, employees are assem
bled in conveniently sized groups In a room equipped with tables and chairs. 
Each group receives the same explanation and instructions, with emphasis on 
the point that the questionnaires must not be signed, that no one in the com
pany will have access to the answered questionnaires, that there Is no means 
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of identifying a particular person's blank. AH of the mechanics of distributing 
the questionnaire forms and the placing of the answered forms in the ballot 
box are such as to guarantee anonymity to the employee. 

As stated above, to be of greatest value to management provision should 
be made for securing some measure of over-all job morale. A single index 
summarizing the individual morale level, or the average group level is useful 
in making comparisons. 

What is employee morale? It must be defined before an instrument to 
measure it can be developed. The rather broad meaning given the term must 
be broken down into specific elements about which the employee can be 
questioned. If we accept the concept that morale is made up of "a lot of little 
things," the number of elements to be included becomes very large. The 
sensible point of view calls for the selection of those phases which will pro
vide a usable definition of general satisfaction. It must then, of course, be 
remembered always that the term "employee morale" as used in the study 
refers to the summation of the elements included. 

Experience over a number of years has confirmed the usefulness of a series 
of broadly phrased items which ask in a variety of ways "How do you like 
your job?" and "Is this a good company to work for?" The responses to the 
ten questions which constimte this "battery" are assigned score values which 
can be combined into a "morale score" for each individual. 

The simplest way of presenting this definition of employee morale is to 
list the attimdes and beliefs which characterize the employee who makes the 
highest possible "score" on the series of questions. He . . . 

1. Believes his company is one of the very best of all companies as one 
to work for. 

2 . Thinks the management of his company cares more about the welfare 
of its employees than does the management of any other company. 

3. Knows of no other company where he would rather work if he could 
get an equally good job elsewhere. 

4. Blames himself and not the company for any dissatisfaction he may 
have experienced on the job. 

5. Thinks the company does a great deal more than one might expect to 
promote good working relationships between himself and the people 
with whom he works. 

6. Feels that he is really regarded as a part of the organization. 
7. Thinks the management of the company is always fair with people in 

jobs such as his. 

8. Thinks the people just above him are always fair in their treatment of 
him. 
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9. Knows of no other company that treats its employees as well as his 
does. 

10. Feels that he can be sure of his job as long as he does good work. 
The employee with very low morale would be the one who holds the exact 

opposite attitudes. 

On this battery of items, the responses are assigned weights on the basis of 
the intercorrelations of the items and the frequency distributions of the re
sponses, resulting in a possible range of scores of o to 100. 

Scores of 0 and scores of 100 are rare. Most employees have attitudes 
somewhere between these two extremes. Examination of a number of survey 
reports shows that in practically all organizations studied, the majority of 
employees have morale scores somewhat above 50. This may be due to two 
factors: ( i ) surveys of employee attimdes are seldom made in companies 
which do not place considerable emphasis on employee relations and (2) 
employees in general can be expected to develop a degree of loyalty towards 
their own company. 

The single Index of morale for the entire company by itself is difficult to 
evaluate, unless the same method of measurement has been used in a suffi
ciently large number of companies so as to have some basis for comparisons. 
In the absence of such "norms"' the frequency distribution of individual 
scores serves as a good indication of the morale situation in the organization. 
The single morale index becomes of considerable value in comparisons within 
the organization. 

Some method of segregating the questionnaires by departments, divisions, 
sections, or other work groups, preferably through a departmental identifica
tion question, permits the comparison of the average morale scores of such 
groups. Differences observed between groups within a particular company 
have been larger than the differences between companies. In any organization 
having fifteen or more separate departments. It is not unusual to find a differ
ence of as much as 25 points between the highest and lowest departments. 

When considering specific attitudes, also, the basically important compari
son is that between departments, divisions, sections or other organizational 
units. Most useful comparisons are secured by segregation of employees into 
groups which are fairly homogeneous in terms of type of work done and 
whose members are all responsible to a single supervisor. A careful definition 
of such groups Is assumed in the discussion of the specific values and uses of 
the survey results which follows. 

One of the greatest values of employee attimde surveys is that they provide 
an objective measure of personnel administration at the supervisory level. 
Progress is difficult without some measure of results. Lack of such measure
ment has been a real weakness in personnel programs. Most department heads 
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and foremen receive regular reports on their production, payroll ratios, costs, 
errors, and similar physical and financial measures of their performance on 
the job. They know that their superiors also see these reports and that they 
are judged on the basis of such reports. The personnel part of their job is 
seldom checked. 

Survey results give individual foremen and supervisors a measure of their 
own strengths and weaknesses. Results provide a forceful motivation for self-
improvement and for raising the level of their own personnel practice. In 
addition the findings may awaken management to the real nature of the super
visory problem and the importance of making It possible for supervision to 
do an acceptable personnel job. 

Table i summarizes the attimdes of employees In fourteen departments in 
a relatively small manufacturing plant. It shows the relatively weak and 
strong points on a number of phases of supervisory practice. The favorable 
responses have been abstracted from the multiple-choice questions and re
worded into positive statements of favorable attitudes. The definition of 
"favorableness" has been set at a level within reach of a company with strong 
supervision. 

The relative standing of any one department in the company can be pre
sented to the department head without revealing the standing of any other 
specific department. Such presentations show the department heads (except 
in the best department) that a higher level of performance of that specific 
supervisory phase is possible under the particular company's working con
ditions. 

Measurement of personnel administration at the supervisory level shows 
the supervisory staff that management is watching the personnel side of their 
jobs. It gives industrial relations executives a much needed leverage in im
proving policy administration. 

At times a further check In the low-morale departments reveals that certain 
supervisors lack the temperament or training for their work. A good produc
tion record but poor personnel administration may indicate that a supervisor 
should be transferred from a line job to a staff job. "Ratings" given the 
bosses by their employees may be helpful in making decisions regarding 
supervisory promotions and upgrading. 

If additional training Is needed, data of this nature provide useful material 
for training courses and foremen's discussion groups. Concrete evidence of 
employees' reactions to their supervision makes a forceful and challenging 
introduction to the discussion of the duties and responsibilities of the super
visory staff. 

Management cannot assume that all its policies are administered uniformly 
throughout the organization or that they are equally well understood by all 
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P B S C S N T A Q B O P E M P L O T B B S WHO EXPRESSED F A V O R A B L B A T T I T U D E S O N V A R I O U S PHASES O F S U P E R V I S I O N 

D E P A R T M E N T 

Attitude 
My boss has a very good idea as to whether I am doing 

good work or not. 
The people above me understand almost all, or all, of 

the difficulties of my job. 
There is a clear understanding between my bosses and 

me as to just what work I am supposed to do and 
where my duties begin and end. 

I rarely, or never, get contradictory or conflicting orders 
from people above me. 

Employees in my department are rarely, or never 
"bawled out"or criticized when they do not de
serve it. 

When employees are corrected or have tneir work 
criticized, this is usually, or always, done in a 
friendly and helpful way. 

When I do some unusually good work, I usually, or 
always, get recognition or praise for it-

There is no favoritism shown in my department. 
When I am given new or special instructions on the job, 

they are usually, or always, clear enough and 
definite enough so that I know exactly what I am 
expected to do. 

When changes are made in the way I am to do my 
work, I am usually, or always, told why this is 
being done. 

When I go to my boss for information or help on a 
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employees, or even by the foremen under whose direct supervision the em
ployees work. Management may try to give the employees every consideration 
and may believe that its policies are fair and generous. But in the final an
alysis a policy is only as good as the employees think it is. In one manufactur
ing company it is the stated policy that an employee doing unsatisfactory 
work is to be warned before being dropped. The finding that less than one-
fourth of the employees in a certain department believe that this is done indi
cates considerable divergence from company practice in at least one section 
of the plant. 

When a majority of the employees in a number of departments believe 
that they would not have a reasonably good chance of getting a fair hearing 
and a square deal if they had any cause for dissatisfaction, It is time to review 
the method of handling grievances. 

Questions dealing with pay and promotion may reveal "sore spots." In 
some cases the unfavorable reactions resulted from misunderstanding, lack of 
correct information about the company's pay and promotion pohcies. In
stances have been found where some department heads in ill-advised attempts 
to keep employees happy have held out hopes for advancement contrary to 
company promotion policy or contrary to the probabilities that there will be 
vacancies in the better jobs. Instances have been found where the company's 
promotion policy was so vague that employee dissatisfaction could have been 
predicted. 

Minor dissatisfactions are seldom revealed in the ordinary course of con
tacts between employees and their supervisors. If they are, they are often 
passed off by the foreman as an unimportant "gripe," to which he cannot pay 
attention because of his deeper concern for the production record. Top man
agement may be the last to hear grumblings. Many petty irritations and minor 
dissatisfactions could be remedied easily. If permitted to grow, they may 
result in slowdowns, waste, poor quality of work, poor work attimdes, and 
in time may develop into major grievances. 

It may not be possible to foresee all of the possible sources of petty griev
ances when constructing a questionnaire. Provision can be made for remarks 
and comments. A blank page at the end of the questionnaire with the in
vitation to write "any comments, suggestions, complaints, questions, or com
pliments that you may care to offer" usually brings forth a flood of comments 
which reveal the namre of any minor dissatisfactions present. 

The survey of employee attitudes paves the way for the introduction of a 
new program. In developing any educational plan, the wise procedure is to 
determine first how well prepared the smdent is for the planned presentation. 
Just as the school examination, or the audit of accounts, or the inventory of 
merchandise may have a twofold purpose, so also does the study of employee 
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attitudes serve ( i ) in giving a measure of what has been accomplished and 
( 2 ) in providing the basis for fumre planning by defining the present sima-
tion. This pertains particularly to orientation of the employee and to the 
company's reports to employees about hnancial and production progress. 

The Personnel Department can check on its placement program through 
the responses of employees to items asking them how well they believe their 
jobs fit them, how much of their training and experience is utilized in their 
work, whether people with less training and ability could do their work, etc. 
The Personnel Department may be interested In knowing what the employees 
(especially the newer ones) think of the way they were treated when being 
hired, and whether they received the needed information about company 
rules, regulations, and personnel policies. 

The Public Relations Department should be vitally interested In the survey 
results. Many public relations men have come to realize that it is difficult to 
sell a company and its social-economic policies to the public unless the em
ployees themselves are sold on these same policies. If the members of the 
"company family" are not happy and informed, their friends on the outside 
will be misinformed. Good community relations have their foundation in 
favorable attitudes of employees. A survey of employee attitudes may, there
fore, be of considerable help to the Public Relations Department as a check 
on the past program or as a guide in planning a new program. 

It is also possible to secure a measure of the attitudes of super\'isors, fore
men, section heads, and (in the larger organizations) the top executives as 
well. A different form of the questionnaire must be constructed for the super
visory staff, since questions to be asked are somewhat different from those in 
the rank-and-file. Supervisors must be asked about their duties, responsibil
ities, and relationships to each other and top management. Jn some companies 
a different form for each managerial level is desirable. Certain questions 
pertinent to all levels can be used in each of the forms to secure a direct 
comparison of the attitudes of rank-and-file employees and of the supervisory 
staff. Among these are the more general attitude items, such as those used in 
the "morale battery" described earher in the chapter, and any question deal
ing with relationship of an employee to his "superior," wherein the employee, 
whatever his level, has direct contact with a level above. Illustrations of the 
latter type of items are the following, applicable to both rank-and-file and 
supervisory: 

When difficult problems come up in your work, how free do you feel 
about going to your boss for information or help? 

How easy is it for you to see your boss if you wish to have a talk with 
him? 
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When you do unusually good work, do you get recognition or praise 
for it? 

How well do the people above you understand the difficulties of your 
job? 

When you are given new or special instructions on the job, how often 
are they clear enough and definite enough so that you know exactly what 
you are expected to do? 

Though in general the attitudes expressed by supervisors have been more 
favorable than those of rank-and-file employees, many exceptions have been 
noted. In nine out of thirty organizations recently compared, a larger propor
tion of the rank-and-file employees than of the supervisors endorsed the 
statement: "My immediate bosses have a very good idea as to whether I am 
doing good work or not." In one company 6 6 per cent of the rank and file, 
but only 36 per cent of the supervisors expressed this opinion. In one com
pany, 78 per cent of the rank-and-file employees, but only 42 per cent of the 
supervisors checked the statement: "In talking with my bosses about my job, 
I feel completely free to say exactly how I feel about it," The average of the 
percentages of supervisors and the average of the percentages of rank-and-
file employees in these thirty organizations who checked this statement dif
fered by only one point {66 and 65 pet cent, respectively). 

A comparison of employee- and supervisory-attitudes within a given com
pany will sometimes point to a weakness in top management's handling of 
supervisors which is reflected in the way supervisors treat the employees 
under their direction. It usually follows (with some striking exceptions) that 
if the supervisory staff is unhappy, the rank and file cannot be expected to be 
happy. But supervisors may have favorable attitudes toward the company and 
their jobs, while the rank and file may have relatively unfavorable attitudes. 

In addition to questions dealing with general job satisfaction, quality of 
supervision, advancement, pay, training, and orientation, the questionnaire 
may contain items about physical working conditions. Many of the specific 
phases of physical surroundings can be checked on through simple observa
tion, but often bad conditions are overlooked until employee criticisms are 
voiced on the survey. Questions covering eating facilities, light, heat, ventila
tion, locker rooms, time clocks, rest rooms often reveal sources of minor dis
satisfactions that affect work. 

Sometimes the source may be psychological, but nevertheless important. 
On the recommendation of the lighting engineer all the lights in one depart
ment were changed. The new arrangement, resulted in much better light for 
all as measured objectively. Soon thereafter a survey of employee attimdes 
was made in this company, and nearfy every person in that department com-
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plained about the light being too weak. Some employees requested specifically 
that the old lighting system he restored. 

The plant safety engineer (in smaller plants the safety committee) should 
be able to check up on anything as concrete as a safety program. Yet in a 
manufacturing company proud of its safety record and its safety program, 
relatively large proportions of the employees in some departments rated the 
accident prevention efforts of the company as poor. They stated they had not 
received as much training in safety as they needed, said that the enforcement 
of safety rules In their departments was not strict enough, and reported that 
there were accident hazards in connection with their jobs which the company 
could eliminate. Top management was stimulated to review the company's 
safety program. 

Most companies have certain employee benefit policies, such as group life 
insurance, retirement plan, sick benefit plan, vacation plan, credit union, and 
employees should be fully informed about these. When an employee attitude 
survey is being made, there is opportunity to find out whether all employees 
have received the desired information about these policies, and also about 
social security and unemployment insurance. 

Many companies have used a portion of the questionnaire to get the re
actions of employees to company newsletters, magazines, or other publications 
for employees. 

Though a minimum of information about the employee should be re
quested in the questionnaire so as not to arouse any suspicion as to whether 
a blank can be identified, it is logical to ask for at least two items of informa
tion. One is sex, especially if questions regarding rest rooms are used. The 
second is approximate length of service, especially if questions are included 
that can be interpreted properly only by knowing the length of service—such 
as, information provided or treatment in personnel office when first hired. 

Analysis of responses by sex and by length of service, especially in the 
larger departments, will be found of assistance in interpreting the attimdes 
and opinions expressed. 

Some of the most pertinent values of the survey of employee attimdes and 
the topics usually covered in the questionnaire have been discussed In this 
chapter. Other topics and other uses may suggest themselves in a review of 
the problems that confront management in the particular company In which 
the survey Is made. Other uses of the data may also be found as the responses 
of the employees are studied and analyzed. 
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THE LAST THREE FEET 

C H E S T E R E. H A R I N G 

Committee for Economic Development 

RECENTLY the theory was advanced that the last three feet of practically 
_ all our production lines is the three feet of counter space separating the 

prospective consumer from the retail sales clerk. Although many national 
manufacturers may not recognize this fact, in recent years most of them have 
spent considerable time and money on the education of retail dealers and 
their salespeople. Retail surveys can frequently supply the answer as to the 
effectiveness of such work. 

This is only one of the purposes for which retailing research may be con
ducted. Sometimes dealer studies are conducted simultaneously with consumer 
surveys, in an attempt to determine the accuracy of each set of replies on 
consumer buying habits. Dealers have frequently been quizzed about their 
attitudes toward the distribution policies of certain manufacmrers. One recent 
shortage item, a dealer survey showed, was the cause of negative attitudes 
toward the maker, since dealers thought he showed favoritism. Dealers have 
been quizzed on their habits, attitudes, and sales policies of certain items. 
Again, in a recent smdy, one of the purposes of the dealer study was to 
determine what brands of commodity were strong in each section. 

Dealers have even been questioned on their opinions about the best adver
tising medium to reach their customers for a particular product. They have 
been asked to give their opinions on various types of advertising copy. When 
the manufacturer wanted to know how to reach the dealers through advertis
ing, then dealers have been asked about the general and trade publications 
they read regularly. 

However, it is probably safe to say that most dealer smdies are concerned 
with retail selling methods. There is even one agency in New York which has 
specialized on this type of work. This firm observes and analyzes selling 
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methods in retail outlets, then recommends methods of improvement. It is 
claimed that the organization can show definitely that thousands of dollars 
of increased sales have resulted from putting their recommendation into 
practice. 

Dealer smdies are not always confined to dealers. The survey may be con
ducted among the dealer's customers, or it may be made among salespeople. 
In one case a department store was interested in measuring the influence of 
charge accounts upon their owners. A cross section of women in town was 
interviewed, and attimdes and buying habits relating to all department stores 
were measured. Toward the end of the questionnaire, there was an inquiry 
about the stores in which the family had accounts. Possession of accounts was 
then related to attitudes and buying habits. It was found that possession of 
an account did indeed play a tremendous role in both shopping habits and 
department store attitudes. 

In other cases the salespeople themselves may be asked questions relating 
to their activities. Even more common than this is the type of study known 
as a "shopping survey." In this case the interviewers act as customers, with 
standard instructions on what procedure to follow. They make notes follow
ing completion of the contact on various elements of the treatment accorded 
them. The salesperson, of course, believes that the interviewer is simply 
another customer, in order to prevent biased results. 

A DEALER SURVEY 

Probably as much dealer educational work has been done by the petroleum 
industry as by any single industry. When you drive into a service station 
and the attendant greets you with a cheerful "Good morning" followed with 
"Shall I fill her up.̂ " you never stop to think that this is the result of much 
training and educating by the oil company whose products he is selling. Most 
motorists would be amazed if they knew the whole story behind the average 
service station, whether company or privately operated. Locations are care
fully and skillfully selected. Buildings are designed by good architects. Lay
outs are planned by well-trained engineers. Cleanliness of buildings and 
premises are the result of much company merchandising effort. Signs, win
dows, and the display of merchandise are all carefully studied. How to dress, 
how to greet motorists, how to sell all products and services—every detail 
of operation down to the final "Thank you"—all are the results of countless 
experiments, ending in definite suggestions and recommendations. Further
more, all these things receive constant and close attention from the com
pany representative who has, in turn, been trained in sound merchandising 
practices. 
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Therefore, when the Hooper-Holmes Bureau was asked by one of the large 
petroleum companies to conduct a study of the effectiveness of all their 
educational and merchandising work at service stations the opportunity of 
doing a worth-while dealer survey was welcomed. 

Quite early came the realization that we would not succeed in gathering 
the fads desired if efforts were confined merely to questioning dealers. Surely 
every research man recognizes that if he asks the average dealer in men's 
furnishings if he suggests the purchase of a tie to every shirt customer, the 
answer will invariably be "Yes." Every dealer has been told to do so by all 
shirt and tie manufacturers. Perhaps he does so occasionally, but any survey 
asking such a question is bound to produce misleading results. Therefore, it 
was early decided to make this retail study largely a survey of observation. 
Accordingly, the entire questionnaire was constructed along a research tech
nique developed many years earlier by the writer, called the Theory of Last 
Purchase. 

The theory of last purchase. Consumers have great difficulty in answering 
such simple questions as: "Where do you buy your hand bags?" "What price 
do you pay?" "What material do you select?" etc. Obviously, most consumers 
do not always go to the same store every time they buy a handbag and many 
other articles. Nor do they always pay the same price or select the same 
material. This real difficulty of answering questions in consumer research 
would be obviated if questions were confined to the specific bag or other 
article last purchased. Then, If a proper cross section of the consumer market 
were obtained, final tabulations would produce a reliable picture of present 
buying trends. For instance, most men will have considerable difficulty in 
telling where they buy their ties, but none at all in answering detailed ques
tions about the last tie they bought. Thus developed the theory of last pur
chase. 

Accordingly, the questionnaire developed for this retail study contained 
exceedingly few questions to be asked of the dealer, and was made up almost 
entirely of places to record definite and concrete observations. While stated 
in the form of questions, the questions were not directed at the dealer, but 
were asked of our investigators. 

field covered. Naturally, since this study was conducted for one important 
oil company, his retail distribution deteimincd the districts and cities to he 
covered. Furthermore, it was decided to confine our smdy to service stations 
whose principal business was the sale of gasoline, and eliminate all garages, 
parking lots, stores, and roadside stands which might be selling the client's 
or competing products. 

Interviews were made In all states of the client's marketing territory, and 
since his distribution is sectional, this cannot be considered a national survey. 
He furnished us with the names of all cities to be visited In each division and 
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with the names and addresses of his stations which were to be interviewed. 
Of course such a retail survey would not be complete without learning 

about the accomplishments of competition, for one of the final objectives was 
to compare the results of the client's work with that of his competitors. T o 
this end the client provided names of Competitor A and Competitor B and 
it was decided to confine calls on competition to these two leading competing 
companies. 

The location of each client interview in each city determined the location 
of all interviews with competitors. This was clearly stated to the Hooper-
Holmes Bureau representatives whose instructions on this point read: The 
selection of a given client station is to determine the location of the compet
ing stations. In other words, If you cover a client station at Main and High, 
for example, then also cover the nearest Competitor A or Competitor B or 
both, for one or two competing stations. In other words, we want to cover 
stations which actually compete for local business and frequently you will 
find our client's station and both of the others in the immediate vicinity." 

As a result of these specifications 1,267 reports on the client's stations and 
2,338 reports on competing stations—3,605 in all were obtained. 

Automobile requirements for intervietvs. Perhaps the best way to show 
what was required on car conditions before each interview will be to quote 
that part of our instructions to our Hooper-Holmes investigators: 

N o contact is to be made unless your car meets fully with A L L these re
quirements: 

a. Never have more than 5 gallons of gasoline in your tank—less will be better. 
b. Be sure your oil supply is obviously low—down one or two quarts. 
c. Before making any contact deflate the tire nearest the gasoline filler cap. Let 

enough air out of this tire to make it obvious that It Is under-inflated, but not 
so low as to ruin your tire. (This can be done a block away from the station.) 

d. Be sure your windshield is dirty before making each report. Use your own 
ingenuity as to how this should be accomplished. In wet weather there is no 
problem. Perhaps a cheap atomizer or spray gun filled with dirty water will 
accomplish your purpose. We question the advisability of wiping it with an 
oily cloth for this would be too obvious. In some sections dust may be present 
or available. 

The necessity of these requirements will be obvious as you study the ques
tionnaire. 

Format of questionnaire. The questionnaire used was printed, and con
sisted of four X I I pages. This seems rather long, but acmally it was un
usually short. On the first page were 15 numbered questions. The first three 
merely identified the Interview as to name, address, and petroleum company 
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whose products were sold. Of the remaining questions only three had to be 
asked, for all the others were directed at the investigator and merely required 
the recording of his observations. 

Our client had a radio program and namrally wished to know how familiar 
his dealers were with it. This required a direct question to the attendant. 
Competing stations were asked a similar question about their company. In
cidentally 91.2 per cent of our client's dealers were familiar with his program. 

Our client also had a direct-mail advertising service which he sold to his 
dealers. Of course his records showed which stations had subscribed for this, 
but to check subscribers and nonsubscribers on our reports against the facts 
disclosed by them, required our asking a direct question. 

The final question on page i asked the average monthly sales In gallons of 
gasoline. This is the kind of question that most Investigators and research 
men fight shy of. Our instructions read: "This should present no trouble if 
asked in an off-hand manner. Something like this: 'About how many gallons 
of gas do you pump here per month?' Ask of all stations. If weekly gallonage 
is given, translate it into monthly by multiplying by four." In short, we knew 
these data are always required on report forms and all station operators know 
their gallonage. We assumed that when approached properly they would 
divulge the Information needed. Our assumption was justified because 92.6 
per cent of our client's stations and 95.0 per cent of competing stations gave 
the information wanted. Strangely enough, our final tabulations showed 
almost exactly the same average monthly gallonage for our client's stations 
and those of his leading competitors—slightly over 11,000 gallons for each. 

Pages 2 and 3 of our questionnaire were made up entirely of fairly large 
reproductions of various display cards and posters furnished by our client, 
and for the most part all our field men were required to do was to indicate 
the presence of this material in its proper place. Page 4 consisted of four 
questions, all directed to our representatives, covering the use of similar 
display material by competing dealers. 

Courtesy services. Possibly the services offered by most gasoline service 
stations have received more favorable comment from the motoring public 
than those offered by any other kind of retail dealer. Undoubtedly many 
manufacturers have wished that their dealers would so promptly and courte
ously offer similar services. Naturally, one of our questions covered the com
monest of these services. It read as follows: 

Check in the proper column just how your car was serviced on the following: 

a. Checked OU 
b. Checked Water 
c. Wiped Windshield 
d. Checked Tires 
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To the right of these items were three columns headed: Rendered Service 
Without Asking, Offered to Render Service, and N o Attempt at Service. 

The results of these observations in 3,605 service stations (cheat's and 
competitors') was: 

Service Without Asking Offered To No Attempt Made 

a. Checked Oil 39-3. 419 ^7$ 
h. Checked Water 41.9 35.1 . 11.9 
c. Wiped Windshield 67.0 4.5 18.5 
d. Checked Tires 2-1.8 xo.y S7-S 

For the entire smdy there was practically no difference between the service 
rendered by our client's stations and by those of his competitors, nor was 
there much difference between company-operated stations with salaried man
agers and dealer-operated stations. But of particular interest to our client 
were the variations between his several sales areas and the cities and states 
composing these areas, which he of course could interpret in the light of 
personnel and local management. 

In studying the results above it should not be overlooked that our repre
sentatives laid themselves and their cars wide open for service. For instance, 
even though the tire nearest to the attendant when he put in the gasoline hose 
was seriously underinflated, 57 per cent were unnoticed. This is the measure of 
the task facing merchandisers to train sales people to do the few things which 
the manufacturer knows result in greater good will and Increased sales. And 
it should not be forgotten, too, that these results were obtained in a field 
which deservedly has a high reputation. 

SMes of premium merchandise. The tremendous task faced by national 
merchandisers in educating retail sales people is brought out by our observa
tions of their seUing and not selling premium merchandise. 

Practically all service stations sell a regular and a premium (Ethyl) gaso
line. Perhaps the instructions to field representatives on this point will be 
enlightening; "When you drive into the client's stations, stop your car be
tween the premium and regular pumps." (Brand names were given In the 
actual instructions.) Similar instructions covered competing stations. Our 
instructions continued: "If the attendant does not open the conversation, say 
'Give me five!' Begin all your observations at this point. Report E X A C T L Y 
what he says." 

In nearly nine cases out of ten our men reported the attendant opened the 
conversation and reported his exact words. But in only four cases out of ten 
did he suggest which grade of gasoline the motorist (our representative) 
should buy. Furthermore, in approximately half of the times when the at
tendant did make a suggestion, he suggested the regular grade of gasoline. 
So once more the difficulty of training retail sales people becomes evident. 
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This difficulty is further emphasized by the observed results when we said 
"Give me five." Remembering that before each contact our men had siphoned 
off or drained off practically all of the gasoline in their tanks, it is starthng to 
report that in only approximately 15 per cent of the cases did the attendant 
make any attempt to sell more gas than was asked for. 

Rest room situation excellent. Since service stations generally have a high 
reputation for their rest rooms, obviously in such a smdy as this our client 
desired factual comparisons of his rest rooms with those of his competitors. 
If he hoped to make a better showing than competition, we had to disappoint 
him. The standards of both were high and final tabulations show only unim
portant differences in percentages. For instance, about 80 per cent of all were 
observed to be in a clean condition, and over 85 per cent were fairly modern. 
Soap, towels, and toilet paper were present in 8 or 9 out of each 10. (Wives 
of Hooper-Holmes Bureau representatives accompanied most of them on this 
study which made the calls more casual and also more complete.) 

Resulting action. Following his study of the results of this survey, our client 
held meetings in the field, discussed the entire merchandising effort with his 
field people, and took steps to improve the effectiveness of his organization. 
He accelerated his training courses for his own salesmen who contact station 
operators, and simplified some of his training programs for both salesmen 
and service station people alike. Special effort was put forth to strengthen his 
organization at those points where weaknesses were indicated by the survey. 

The study has great value as a pattern for future research of a similar 
nature. Many manufacturers can profit from similar studies which can show 
them how well or poorly their educational and promotional past efforts have 
succeeded. Properly conducted, such studies can also point the direction to be 
taken in postwar sales training. 

In making such studies it should be pointed out that in most cases these 
should be smdies in observation, duplicating as completely as possible normal 
customer-salesperson relations. In this case it should be noted that in no in
stance did the service station attendant know he was being observed or inter
viewed or even suspect that the entire transaction was anything except en
tirely normal. 

Retail seWmg acmally is the Usi three feet of almost all production lines ^ 
and almost any sum spent upon its exploration will pay large dividends. 
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Chapter X I X 

THE SURVEYS DIVISION OF O W I : G O V E R N M E N T A L 

USE O F RESEARCH FOR I N F O R M A T I O N A L PROBLEMS 

D A N I E L K A T Z 

Brooklyn College 

THE Surveys Division of the Domestic Branch of OWI was created to 
serve as the eyes and ears for administrators concerned with informational 

policy on the home front. Its functioning can be understood most fully, there
fore, in the context of the domestic operations of OWI. 

The role of government-controlled propaganda on the home front during 
wartime vividly illustrated the contrast between totalitarian state and demo
cratic nation. The fascist state controls all media of communication and 
information in order to mold the thinking of its people and to inspire and 
maintain morale. In our democracy, however, not only are all media for 
informing and influencing pc pie in private hands but the government does 
not even attempt a propaganda program designed to control civilian morale 
in a direct manner. Its informational activities were restricted to acquainting 
people with specific war measures such as war bond drives, salvage efforts, 
rationing rules, and the blood donor campaign. 

This limited role is an integral part of the emphasis in our democracy 
upon voluntary participation and genuine consent of the governed. Many 
necessary measures for the war effort lacked legal sanctions from the begin
ning of the war. There was no draft of manpower, no draft of capital, no 
governmental compulsion to contribute to salvage campaigns or to buy bonds. 
Even rationing and price control were set up with a minimum of enforcement 
machinery. In short, in this total war we leaned over backwards to make full 
participation on the home front a voluntary matter for our citizens. 

One consequence has been the necessity of informing people of specific war 
measures and of urging them to take part. This became the main function 
of the Domestic Branch of OWI. In publicizing these programs, OWI did 

241 
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not have the benefit of a eontcolled press or a controlled radio. News
papers and radio stations were free to treat governmental messages as they 
desired. Moreover, the relatively insignificant budgets allotted by Congress 
for domestic informational activities {about $8,000,000 in 1942-1943; 
$2,500,000 in '43-'44; and $2,250,000 in '44-'45) meant that existence 
of these activities depended in great measure upon voluntary efforts of 
radio networks, newspapers, magazines, and business and advertising firms. 
During 1943-1944 the business world contributed roughly $300,000,000 in 
printed media space and radio time to governmental appeals channeled and 
directed through OWI. 

The main task of the Surveys Division thus was to serve as the agency 
for evaluating effectiveness of the specific informational campaigns which 
went to make up the $300,000,000 of space and time contributed by private 
industry. Its activities consisted of these types of research operations: ( i ) 
market research, (2) opinion and attitude studies, and (3) intensive social-
science research on special problems. All three types were based upon the 
interviewing method. 

The market research of the Surveys Division can in turn be broken down 
into three kinds of studies; 

(a) Pre-testing the comprehensibility and appeal of informational mate
rials on a small sample prior to their public release. For example, investigat
ing the effects of a security of information (don't talk) program on a small 
audience or trying out various forms of instmctions for the use of the OPA 
rationing booklet to see which was most readily understood. 

(b) Auditing, or checking on, the effectiveness of the distribution of 
informational materials thcough a given medium or method. For example, 
finding out how many posters mailed out from Washington were acmally 
displayed In store windows on the Main Streets of the nation during the week 
they were scheduled to appear. 

(c) Studying the effectiveness of information campaigns through repeated 
tests of the increase in popular understanding, popular support and participa
tion in these programs. For example, correlating changes in knowledge and 
understanding of inflation with the amount and kind of governmental mes
sages from time to time. 

The opinion and attitude type of study was conducted sometimes indepen
dently and sometimes as an integral part of a market research operation to 
discover the underlying attimdes, emotional resistances and conditions affect
ing the support of war measures. For example, how are attitudes of optimism 
and complacency related to participation in salvage programs, or what ace the 
resistances to taking war jobs or the reasons for leaving war jobs? The pur
pose of the attimde or opinion smdy is to give over-all guidance to informa-
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tional campaigns, to help in their planning, and to get at fundamental causes 
for the lack of identification with certain phases of the war effort. 

Finally special problems emerge, which need more thorough and special
ized study of the type ordinarily carried out by a scientific foundation. For 
example, during the winter of 1942-43 absenteeism in war industry was 
the subject of popular attention, and OWI was confronted by the problem of 
the role of informational policy in helping to remedy the situation. The fun
damental question that had to be answered concerned the nature of absentee
ism itself. Was it largely due to malingering war workers with swollen 
incomes, or was it a function of employing married women with home re
sponsibilities in congested areas of bad housing and transportation? If the 
former analysis was correct, then OWI might want to join the newspaper 
cmsade against the irresponsible war worker. If the latter interpretation was 
correct, then the solution lay in remedial measures within industry and within 
the community. To get an answer about the important causal factors was a 
matter of field interviews with key informants such as industrial personnel 
managers and community leaders, and with rank-and-file war workers. More
over, only by going into the field and checking plant records was it possible 
to get an accurate measure of absenteeism. 

Save for a few smdies in the early part of its existence, the Surveys Division 
undertook no general-purpose research. Its work was always directed at a 
specific problem administrators wanted answered. During one year it oper
ated in closf relation to the OWI program managers entrusted with specific 
informational campaigns. Studies were initiated by the program manager 
who preferred, not to play by ear, but to have exact data on how his 
campaign was reaching the people and affecting their support of and partici
pation in It. Occasional studies were also undertaken at the instigation of 
other governmental agencies when their problems related to informational 
policy or public opinion. 

The description of one or two specific studies In terms of operational pro
cedures will illustrate both the details of the research process and its useful 
applications. The two studies which may perhaps be cited as good examples 
are ( r ) the Continuing Investigation of the Effect of the Anti-Inffation 
Campaign and (2) the Absenteeism Survey. 

T H E CONTINUING STUDY OF THE EFFECT OF THE ANTI-INFLATION 

CAMPAIGN 

At intervals of about three months, nation-wide surveys of the popular 
understanding of anti-inflationary measures were conducted. A basic core of 
questions was repeated from smdy to smdy to give comparative data on in-
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creases in knowledge and understanding. The procedure for this type of study 
follows: 

Planning phase. At the request of the campaign manager in charge of 
anti-inflation messages, the Surveys Division worked out a preliminary plan 
for a study that described the general method and type of sample, stated 
specific objectives, and gave a cost estimate. The preliminary plan, for ex
ample, called for a large enough national sample to permit breakdowns 
according to region of the country, education, economic status and occupation. 
It called attention to the need for a trend study since an absolute measure of 
knowledge at one point in time would not have much meaning. The objec
tives were twofold: a measure of knowledge and a measure of attitudinal 
support. 

The campaign manager studied the preliminary plan and called attention 
to the desirability of checking on the medium, whether radio, newspaper, or 
magazine, to which people had been exposed. He was interested in finding 
out the relative value of approaching the people through different media. 
The preliminary questionnaire therefore took into account this suggestion, as 
well as other suggestions resulting from the conference with the campaign 
manager. Moreover, the objectives of the study were sharpened by the man
ager's specification of the kind of messages he was emphasizing in trying to 
reach the people. 

The Pre-test. Even while the conversations with the campaign manager 
were going on, the pre-test had begun. The director of the smdy, with the 
help of expert home-office interviewers, was trying out the questionnaire on 
a small sample of people. This pre-test had two purposes: ( i ) To find out 
the actual dimensions of the problem In popular thinking and feefing and 
(2) to develop clear, adequate and comprehensible questions. The first 
function was achieved mainly through open-ended intensive interviewing in 
which the respondent was not limited to fixed alternative answers but was 
encouraged to talk freely. The second purpose was carried out by the constant 
reformulation of questions until interviewers felt that they were getting 
pertinent and meaningful answers. 

Intensive interviewing showed the necessity of measuring knowledge of 
the anti-inflation campaign through a number of methods. The free recall 
method (in which the respondent was given practically no cues) under
estimated the amount of his knowledge, whereas the recognition method (in 
which he was asked what effect rising prices would have on specific economic 
processes) tended to overestimate his knowledge. The final questionnaire 
first asked the respondent to tell what he could about the effects of inflation or 
rising prices, and later gave a series of recognition tests. 

More important, the intensive pre-test interviewing showed the significance 
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of distinguishing between knowledge and understanding. Some people, for 
example, would give the slogans of the anti-inflation campaign without 
being able to apply that knowledge to related simations. They knew that 
keeping down wages and prices would prevent inflation, but did not under
stand how bond buying and heavier taxes, i.e., reducing the amount of money 
in circulation, was related to inflation. Questions were devised to test under
standing as well as knowledge. 

Putting the study into the field. After a week of pre-testing the final ques
tionnaire was ready. Field interviewing throughout the nation was done by 
the National Opinion Research Center, which also assisted in the formulation 
of the original questionnaire and pre-testing.^ The Center's experts also 
prepared instmctions to its field interviewers. These included a clear state
ment of the objective of the study, background material for the information 
of the interviewer, and detailed specifications covering every question in the 
schedule. The specifications had both the purpose of clarifying the question 
for the interviewer and of standardizing his method of dealing with any 
problems that arose in the respondent's reactions to a question. 

Quotas were assigned by the Center to interviewers, and were so drawn 
up as to give in the sample of five thousand respondents the right proportions 
of the age, sex, income, and geographical groupings of the population. 

Finally, interviewers were asked, upon completion of their quotas, to give 
a detailed evaluation of the validity of the questionnaire, item by item. 

Analysis of results. As the completed interviews arrived at the home office, 
answers were coded and codes constmcted for the free-answer questions. In 
the code construction a thorough sampling of free answers was made, and 
these answers were classified according to their significant dimensions. These 
classifications formed the first cmde codes, and the coding staff then put 
them to the empirical test of using them as categories for classifying all 
answers. In this process it often became necessary to revise the code until a 
working set of categories emerged. 

Questionnaires were coded so that answers could be punched on Hollerith 
cards. The cards were then machine-tabulated so that cross-tabulations or 
correlational tables could be quickly obtained. 

In analyzing results the study director first asked for straight mns on all 
questions, that is, a simple statement of the percentage of people giving 
various types of answers to each question. These straight runs would tell part 
of the story of the effectiveness of the anti-inflation campaign when compared 

^The collaboration of the National Opinion Research Center was obtained on almost all 
studies. Throughout its existence the Surveys Division had a contractual arrangement with the 
Center for field work and assistance in questionnaire construction. 
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with a similar study in the future. Such comparison would indicate whether 
there was an increase in knowledge, understanding, or attitudinal support. 

Straight runs, moreover, provide some basis for determining the necessary 
cross-tabulations. A cross-tabulation merely means a comparison of the way 
in which the people answering one question answered another question; for 
example, how many people who reported hearing anti-Inflationary messages 
on the radio as compared with those reading it in the newspaper have an 
understanding of the relation between inflation and taxes. The kind of cross-
tabulation to be made was also determined by the original plan of the smdy. 
For instance, since understanding of inflation is in part a matter of education, 
it was necessary to hold education constant in the analysis of results. This 
was done by dividing the respondents' cards into three groups: high school 
graduates or better, grammar school graduates lacking a high school diploma, 
and those who had not completed grammar school. Comparisons or correla
tions of answers were always made within these three groupings so that 
comparisons would not be affected by educational level. 

The analysis started with the questions which gave a measure of exposure 
to the anti-inflationary campaign. People who reported reading or hearing gov
ernmental messages were regarded as the exposed group, in contrast to re
spondents who could not remember having heard or listened to such messages. 
The exposed and unexposed groups were compared with respect to (a) their 
knowledge of inflation, (b) their understanding of the role of anti-inflation 
measures, and (c) their attitudinal acceptance of the governmental program. 
In these comparisons, education was held constant as previously described so 
that the unexposed people with only grammar school training were contrasted 
with the exposed people of similar educational background. 

A further refinement in the analysis was a comparison of the degree of 
exposure. The number of media through which the individual had been 
reached was compared with the extent of knowledge and understanding. In 
addition, effectiveness of radio could be measured In relation to effectiveness 
of newspaper. Still another type of analysis concerned the relation of under
standing of inflation to attimdinal support of anti-Inflationary measures. 

Results of this analysis were then made available to the campaign manager 
in the form of a preliminary report. 

Final report and the me of results. The prellminarj' report to the campaign 
manager indicated that the campaign had been very effective. People who had 
been reached by it knew and understood more about the problem of inflation 
than the unexposed group. This still left open the question of whether the 
greater knowledge among the exposed people was a function of the govern
mental messages, or whether it was due to a greater original interest in the 
government's war programs. Hence, the campaign manager wanted an addi-
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tional cross-tabulation to compare the messages recalled with the type of 
medium to which the individual was exposed. Since different points had been 
stressed in the various media, further correlation between type of exposure 
and type of knowledge would help resolve the causal question in favor of the 
effectiveness of the governmental campaign. This problem emphasized the 
need for repeating the smdy to see whether additional messages would in
crease knowledge and understanding. 

Cross-tabulations of type of message by type of medium furthermore gave 
the campaign manager an opportunity to see how well specific parts of his 
program were going. In general, the campaign manager derived the follow
ing types of help from this and subsequent smdies: 

(1) It was definitely Indicated, as the smdy was repeated, that exposure 
was successful In Increasing knowledge and understanding. The use of radio 
time and newspaper and magazine space for this Informational program was 
therefore just'i^ed. 

(2) The studies showed the particular parts of an anti-Inflationary pro
gram which were so well understood that they no longer needed repetition. 
Similarly, it demonstrated those problems related to inflation which people 
still failed to understand, and hence, needed more information about. 

(3) The surveys indicated the great importance of reaching people through 
more than one medium. The particular medium used was not as important as 
the number of messages encountered by the person. The individual who had 
been reached through newspaper, radio and magazine, was definitely superior 
to the person who had been reached through only one medium. 

(4) The effect of exposure upon attitudinal support of government meas
ures to combat inflation was less significant than it was upon knowledge and 
understanding. Even some of the people who understood the meaning of 
inflation were not always in favor of measures directly affecting the control 
of their own incomes. Results indicated that for thoroughgoing support of 
the governmental program It would be necessary to create a different psycho
logical atmosphere—an atmosphere based upon a conviction of the equality 
of sacrifice and upon personally relating the sacrifices on the fighting front to 
the everyday activities of the housewife in her shopping and household man
agement, or the wage earner in the disposition of his Income. {Readers may 
recall the implementation of this notion in the car card of the soldier and 
the slogan; "Can they get by on my pay?") 

A SURVEY OF ABSENTEEISM 

The sur\'ey of the causes of absenteeism and of the methods for dealing 
with it illustrates another type of research conducted by the Surveys Division. 
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Planning phase. The planning phase was more complicated than in the 
inflation surveys. The OWI was Interested in absenteeism as it related to 
informational policy. The War Production Board, the War Manpower Com
mission, the Army and Navy were concerned with maximum production of 
war materials. Accordingly, a joint committee representing all these agencies 
was set up to guide and to assist the conduct of the survey. The common 
point of agreement of this group was exact information about the incidence 
and causes of absenteeism. As the smdy progressed, the War Production 
Board developed a special interest in the methods of treating absenteeism. 

The plan devised by the Surveys Division for the smdy called for two 
separate types of investigation: (a) The determination of the incidence and 
causes of absences by working out the objective relationships between the 
attendance record of the workers and plant conditions, community factors 
and personal characteristics, (b) The utilization of a special sample of the 
last one hundred absences in each of two plants to find out exactly why 
these specific people had stayed away from work on this particular occasion. 

The first quantitative investigation was designed to include twenty plants 
representative of shipbuilding, aircraft, and ordnance. In each of the twenty 
plants it was planned to interview a random sample of one hundred workers 
by taking every Kth name on the payroll list. At the same time, the worker's 
absence record for the past three months was noted to give an objective meas
ure against which possible causal factors could be correlated. In this investiga
tion it was planned to go beyond the interview with the representative sample 
of workers and to obtain all the factual information and expert knowledge 
about the plant and about the community. Thus, the study called for three 
schedules: (a) the interviewing schedule for the worker; (b) the interview
ing schedule for the expert informant, whether personnel ofiicer or plant 
infirmary-head or community leader; (c) a schedule for the field supervisor 
in charge of the study at a given plant to indicate the needed factual data 
about plant and community conditions. The material obtained through the 
latter two schedules was to furnish the background for the findings of the 
study. In some instances these materials would constimte findings in and of 
themselves. 

The second part of the study conducted with absentees themselves was 
aimed at the reasons and values of the worker who took time ofi from his job. 

Pre-test. The questionnaire developed for interviewing workers consisted 
in large part of Inquiries to elicit their reactions to all phases of their work
ing situation. Questions about absenteeism were Incidental to this interview, 
and the respondents did not know the specific object of the smdy. As the 
pre-testing proceeded, questions were formulated to find out the worker's 
satisfaction with his earning slmation, hours of work, safety conditions in 
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the plant, physical conditions of work, eating and health facilities in the 
plant. He was also asked about the utilization of materials and manpower in 
the plant, and about his community conditions of living. In addition, the 
interviewing schedule called for factual information about actual traveling 
time to and from the plant, length of time in industry, length of time in 
particular plant, acmal present earnings, previous earnings, length of resi
dence in the community, etc. The worker was also questioned about whether 
spouse was working, and if a married woman, about number of small chil
dren. 

The pre-test for interviewing the absentee showed that the necessary 
psychological information could only be obtained through intensive, rela
tively open-ended interviewing. It was necessary here first to establish good 
rapport with the worker, and then to develop a series of probes or specific 
"why" questions so that the respondent would be pushed beyond his first 
rationalization of his absence. The pre-testing indicated that there was very 
little stigma attached to occasionally staying away from work. For the factory 
man or woman to take time out on occasion because of illness, family re
sponsibility, or other emergencies was as namral as going to work itself. The 
absenteeism which constituted a "Problem" in the newspapers was not, in 
their thinking, related to their own daily lives. Hence, they talked freely, 
about the whole problem of unscheduled staying away from work. 

Putting the study into the field. The launching of this study was extremely 
difficult because each of the plants studied constituted a research investigation 
in itself. Field supervisors of the Surveys Division were given specific plants 
to cover and had the responsibility of the background interviewing with 
expert informants, setting up the sample, and interviewer supervision. In
structions for their many tasks had to be spelled out in advance. 

Analysis of results. When the results were analyzed, significant information 
was obtained about 

(a) Rate of incidence of absenteeism in given types of war industry. Figures 
indicated that if allowance were made for new women workers with home 
responsibilities and for usual winter Illnesses, absenteeism had not really risen 
above peacetime levels. 
(b) Tlie cause of absenteeism. Causal factors lay much more In the mushroom
ing of war industry and the employment of women workers than in swollen 
wages. 

(c) Differences in absenteeism in various plants. Some plants had much better 
records than others and had the problem well in hand. Their specific remedial 
measures were noted in contrast to the plants with bad records. 
(d) Remedial treatment. The majority of plants had embarked upon no systematic 
method of treating the problem. In general, the more thoroughgoing the program 
of treatment, the more successful the plan was in combatting absenteeism. 
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Utilization of results. The results of the study clearly indicated that ab
senteeism had its roots in the natural conditions associated with the rise of 
war industry, and therefore the solution lay in the remedy of these conditions; 
for example, improved working conditions and health facihties within the 
plants, and nursery schools for the children of women war workers in the 
community. It was thus not necessary for OWI to embark upon an Informa
tional campaign designed to stigmatize the war worker as a malingerer or 
slacker. 

The findings also pointed to the importance of the treating of absenteeism 
not on a national basis but In terms of the specific needs of a given plant in 
a particular community. 

It demonstrated, moreover, the importance of worker participation In 
meeting the problem, and pointed to further development of labor-manage
ment committees sponsored by the War Production Board. 
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SAMPLE SURVEYS IN CENSUS W O R K 

PHILIP M. HAUSER and MORRIS H. H A N S E N 

Bureau of tiie Census 

Department of Commerce 

THE 1940 Census in the United States completed 150 years of survey 
activity. This is the longest continuous experience in the use of question

naires as a means of obtaining information from the public. However, this 
involved principally complete enumeration of human or material resources 
of the nation. In terms of sample surveys, the Bureau of the Census has had 
less experience. Its first modern scientific study was that undertaken in con
nection with the 1940 Census of Population.^ 

Since 1940 the bureau has been developing sample theory and practice in 
the conduct of sampling surveys as a part of its regular activities. 

While many forms of sampling are now used in the bureau's work, the 
discussion here is limited to the following applications of sampling to surveys 
of the population: ( i ) current sample surveys; ( 2 ) sampling in conjunction 
with the Census of Population; ( 3 ) special sample censuses; (4) sampling in 
conjunction with the Census of Agriculture; and (5) the proposed annual 
Sample Census of Population.^ 

Current sample surveys. Each month the Bureau of the Census takes a 
sample survey of the population in order to prepare a Monthly Report on the 

^This does not take into consideration a number of earlier smaller sample surveys which 
would not stand the test of contemporary scientific standards or the sample survey included 
in the 1937 National Census of Unemployment, which was designed and conducted largely by 
Census personnel detailed to the National Unemployment Census staff [ i ] . 

^ Here the term "sample census" is used to describe a canvass of a sample of the population 
that is sufSciently comprehensive to provide reasonably reliable estimates of the total population 
of the principal areas to which it relates as well as of the proportion of the population having 
various characteristics, while the term "sample survey" is used to describe a more restricted 
canvass that is adequate to estimate averages or proportions of the population having various 
characteristics but not necessarily adequate to provide independent population estimates. 

251 
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Labor Force. Full-lime supervisors and part time enumerators are maintained 
in each of 68 areas. Results include estimates of the number of workers, the 
amount of agriculmral and nonagricultural employment, and the number of 
unemployed, all by sex, as well as other characteristics of the various worker 
and nonworker groups. 

The staff engaged in this work is also continuously used in making many 
special surveys. These may be supplemental questions to the schedule for the 
Monthly Report on the Labor Force, or separate sampling surveys taken for 
different purposes and at different times. From 1941 to 1945, war agencies 
made extensive use of special surveys connected with their administrative and 
control programs. These smdies include consumer requirements, housing and 
housing facilities, food consumption patterns, and other subjects. 

Early in the history of the Work Projects Administration there was a need 
for a reliable current measure of the number of unemployed. This organiza
tion, therefore, originated the Monthly Report on the Labor Force. [2] This 
activity was transferred to the Bureau of the Census in August, 1942, where 
it was further developed and maintained on a continuing basis. 

The war brought still more demands for manpower information. The 
Selective Service System, the War Manpower Commission and other war 
agencies required reliable information about the current labor force. The 
Bureau of the Census expanded and improved the sample to meet these 
requirements. 

The sample was modified so that reliable information could be obtained 
under changing war conditions. In addition, the redesigned sample aided in 
developing current information on changes in other population character
istics. The final sample incorporated many feamres of the original design but 
included different principles as well as new ones developed recently in the 
Bureau. 

The sample designated a set of 68 areas (groups of 2 and sometimes 3 
counties) as representative primary areas. It specified the selection of the 
sample of households within each area. 

While this design is less efficient than a wider scattering of the sample, 
it was concluded that the gains from close field control and supervision were 
more than worth the loss. The plan emphaisized quality of field work and thus 
reduced errors. 

The scientific sampling principles utilized in selection of areas and in 
sampling within areas included [3] (a) the use of large and heterogeneous 
primary sampling units; (b) the stratification of these primary sampling units 
into carefully defined strata; (c) the selection of one primary unit out of each 
stratum for inclusion in the sample in such a manner that the probability of 
selection of any unit was proportionate to its 1940 population; (d) the use 
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of an area substratification method which provided that the sample from 
the selected primary unit be taken so as to represent the entire stratum from 
which the primary unit was drawn rather than the particular primary unit 
that happened to be included in the sample; (e) the subsampling of small 
areas within the selected primary units and of households within these small 
areas. 

Within each county very small areas (city blocks) oc small rural areas were 
set up. A proportion of these small areas was selected. In each of the small 
selected areas a complete list of all dwelling units was prepared. A subsample 
of the listed dwelling units was then designated for monthly coverage. The 
selected households are interviewed for approximately six months, after 
which the households in the sample are changed. The original listing of 
dwelling units in each area was made large enough to provide other samples 
of dwelling units which could be covered in subsequent periods. Between 
use of these subsamples, field checks were made for the purpose of listing 
any newly constructed dwelling units. Usually the number of small areas 
selected for listing were large enough to provide at least six different listings 
so that prelisting would last over a period of time. This not only resulted in 
economies, but provided a backlog of listed units which could be used for 
special surveys. This wiioie sample procedure is an application of what is 
frequently termed "area sampling." The method Insures drawing of a sample 
which reflects population shifts as they occur, thus producing an unbiased 
sample of the population at the time the survey is made. Any changes occur
ring within a designated dwelling unit or in the composition of the household 
within a designated unit from one month to the next are reflected in the 
sample. Individuals are not foUowed from one address to another. 

The interviewers speak with a responsible person in the household who 
can answer for himself and for other household members. If such a person 
is not available, callbacks are made to secure the information. One hundred 
per cent coverage of the listing is not obtained each month, but the number 
of persons not enumerated is usually below 4 per cent.^ 

In many sample surveys, especially in commercial research and opinion 
polling, the "quota" system is used, rather than "area sampling." [5} In the 
quota system samples are designed by estimating proportions of people in 
various age, sex, economic, or other groups. The interviewer is then assigned 
a proportionate number of calls within each of the controlled brackets. The 

^The effort to push callbacks far enough to include substantially all of the occupants of the 
sampled dwelling units is made because "hard to enumerate" people often have different 
character is tics from those more readily enumerated. For example, in families without children 
one is less likely lo find anyone at home than in families with children, and in hrni}ies where 
the wife is working one is less likely to find anyone at home than if only the head of the 
household is working. I4] 
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interviewer has considerable leeway in selecting respondents in this method. 
In addition, the method may cause a bias because the survey director lacks 
current information on population characteristics. In times of rapid popula
tion shift, such as in a war period, there is a danger that particularly serious 
biases can occur. These and other considerations led to the adoption of the 
unbiased sampling method previously described. 

The schedules are reviewed and edited by the local supervisor before they 
are forwarded to Washington. A field spot check is made of a sample of the 
cjuestionnaires to ensure that enumerators are "on their toes," understand in
structions and are carrying them out properly. The schedules are then care
fully reviewed in Washington to insure that there are no errors. Any mistakes 
are called to the attention of the field to improve quality of work and to 
establish uniformity of field work in different areas. Mechanical assignment 
of weights to schedules from different areas are then assigned to build up 
unbiased estimated totals. This results in estimates of what would have been 
obtained from a complete enumeration of the population. A final adjustment 
is applied to known population totals by age and sex groups, which improves 
the reliability of estimates of various subclasses of the population. 

In this field organization and sample design, the Bureau has a number of 
advantages. It can take a quick but rehable national or local survey for con
tinuing and changing government needs. The surveys can be obtained at a 
fraction of the cost of a complete census. Use of the field staff and sample for 
many different surveys results in a sharing of overhead costs. 

Sampling in conjunction with the 1940 census of population. [6] The 
United States Constitution provides for the Decennial Census of Population 
as the basis for apportioning Congressional representation. With the emer
gence of this country to an urban industrial economy, additional needs for 
information developed from government agencies, business, industry and 
labor, educational and research bodies, and the general public, and the con
tents of the census have been expanded accordingly. 

With all the expansion of the population information, it has never been 
iuWy possible to satisfy demands for additional information. In 1940 there 
were many problems confronting the national government. It was impossible 
to cover all these problems in the regular census. 

Many of the inquiries could be obtained by sample surveys: inquiries about 
nativity of parents and mother tongue, social security coverage, veteran's 
stams, fertihty, and usual occupation of persons in the labor force. 

The complete census provided a prelisting of total population, thus making 
possible an efficient sampling technique. By designating all persons whose 
names fell on specified lines of the census schedule as a special group, to be 
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asked additional question, a 5 per cent sample was obtained. This was a 
representative cross section of both persons and families. 

Use of sampling methods in the 1940 Census of Population made It pos
sible to increase the number of questions by approximately 50 per cent. This 
meant that the amount of information could be increased at little loss of 
accuracy and at considerable savings in cost. It made possible preliminary 
remrns on the census fully eight months in advance of complete tabulation. 
Thus, it was possible to serve quickly the vital public need for accurate statis
tics about employment and age, sex and color composition of the population. 

Use of sampling In the census also made It possible to increase the scope 
of cross-tabulations of basic, social and economic characteristics. These would 
have been impossible had it been necessary to run the hundreds of millions 
of punch cards involved. 

The sample design represents an interesting example of the application of 
mathematical statistics to a problem involving many practical considerations 
and administrative difficulties.'' 

Special sample censuses. The estimate of the total population of an area 
through a sample census Is a new project in the bureau's work. This type of 
activity is made feasible only because of recent advances in area sampling 
methods. 

The War Production program caused great migratory shifts of population. 
These resulted in acute conditions of overcrowding in a number of "con
gested production areas." In April, 1943, the President appointed the Com
mittee for Congested Production Areas. To help determine the needs of the 
areas for such requirements as hospital facilities, housing, food and clothing, 
the committee shortly wanted quick and accurate estimates of the number and 
characteristics of the population in these areas. 

The Bureau of the Census designed and conducted sample censuses in ten 
designated areas,""' representing a population of more than ten million people. 
The general principles of sample design previously described were used. 
First, a complete listing of dwelling places by address In the smaller metro
politan areas (or an estimate based on a listing of dwelling places within a 
sample of city blocks within larger metropolitan areas) was obtained. The 
average population per dwelling was next determined. The estimate of total 
population of the area was then obtained by multiplying the number of 
dwelling places by the estimated average population per unit. [8} 

* Information about the actual technique devised for the selection of the sample and its 
enumeration, the manner in which bias arising from the use of a line schedule was minimized, 
the type of schedule used, and other details have been published elsewhere, [ 7 ] 
''These areas included the Puget Sound, Charleston, S.C., Detroit-Willow Run, Hampton 

Roads, Los AngcJes, MobiJe, Muskegon, Portland-Vancouver, San Diego, and the San Fran
cisco Bay areas. 
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The schedule required a listing of all persons in the individual household. 
It included questions about the relationship of the respondent to the head of 
the household, sex, age and marital status. Inquiries about the labor force 
status of the population were included. In order to determine the number 
and type of new residents in the areas, a question about the place of residence 
of each person on April i , 1940, was included. The question on farm resi
dence in 1940 made it possible to estimate separately the number of new 
residents who came from farms. 

The sampling errors of the population estimates from these sample cen
suses were computed. The average relative sampling error*̂  in most of the 
areas was about .8 per cent, while the maximum relative sampling error was 
about 2.4 per cent. 

Within seven months after authorization of these sample censuses, a pre
liminary estimate of all ten areas was available. [ 9] More detailed tabulations 
of population characteristics were available shortly thereafter.[10} 

Sampling in conjunction with the Census of Agriculture. The scope of 
information suggested for the 1945 Census of Agriculture simply does not 
permit inclusion of all the proposals by government agencies and private 
interests- By asking additional questions of a selected sample of this census, 
most of these subjects can be included. This technique will permit more than 
a 100 per cent increase in the amount of information collected in the 1945 
Census of Agriculmre. 

Some of the additional questions such as those about forest products and 
commercial fertilizers represent new subjects which can be included in the 
census. Others, such as those about age and sex of cattle, will permit greater 
detail about subjects carried in the complete census. The group of inquiries 
about farm population and farm labor (which provides for the listing of all 
members of all farm households) is of considerable importance. 

The construction of the sample surveys to be made here is different from 
those used in the 1940 Census of Population. The latter was a sample drawn 
from the complete hsting of the population. The present design is an area 
sample which can be used independent of the complete farm listing. This 
sample (the "master sample for agriculture") consists of small tracts of 
land, usually about one square mile in size, averaging four or five farmsteads 
per unit."̂  

^ The average relative sampling error is the standard error of the estimated total as a per
centage of the total, or, in other words, is the coefficient of variation of the estimated total, in 
percent. The maximum relative sampling error is 3 times the coefficient of variation, in percent. 
Thus it can be stated with a high degcee ot confidence that the estimated total does not differ 
from the total that would have resulted from a complete enumeration by more than the 
indicated maximum relative sampling error. 
'This design is the result of collaboration of the Bureau of Agricultural Economics, the 

Iowa State College, and the Bureau of the Census. 
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This sample will yield reasonably accurate estimates of agricultural produc
tion. It will give inventories of principal items, farm characteristics and farm 
population data. It will produce such figures, not only for the nation (and 
its regions and divisions) but also for the states. 

Since it is essential in this type of sample design to identify properly the 
areas used, good maps and area descriptions are a prerequisite. Aerial photo
graphs were found particularly helpful. 

In addition to the expansion of subjects permitted by this sampling, the 
technique will give preliminary results of census statistics. Both the Bureau of 
Agricultural Economics and the Bureau of the Census plan to use this sample 
for current surveys and sample censuses of farms or farm population. 

Proposed annual sample census of population. [ 1 1 } This proposed sam
pling study is one of the most significant being planned by the bureau. Its 
most important single objective Is the preparation of population estimates for 
states and large cities for years following the census. 

By adding total births and immigration and subtracting deaths and emigra
tion, an accurate estimate of total population for the country Is relatively 
easy to make. It is not so simple to estimate the population of individual 
states, cities or counties, especially during periods of rapid population shift. 
It was possible to estimate population over states and counties subsequent to 
the r940 Census only because of national registrations for war ration books. 
Unless there is further rationing registration, it will be impossible (under 
present authorized programs) to obtain any area population figures until the 
1950 census of population. The sample survey technique offers the only satis
factory solution for the pressing demands about such figures made by various 
government and private business organizations. 

A sample census of population has been designed to be taken In the fall, 
at least during the present period of rapid change.^ 

Questions to be included are of three main types: General population, 
labor force, and housing. Those relating to population will include such items 
as age, sex, color, marital status, relationship to family head, and migration. 
Those about the labor force will include the work status and perhaps questions 
on occupation and industry. Those concerned with housing will probably 
include rent or value of dwelling units, type and age of structure, occupancy 
status and number of rooms. 

An annual sample study of this type would result in certain advantages. 
The scope of the work could be greatly expanded over a period of time by 

^ Authotization and funds for the (irst of these annual sample censuses has been requested 
for the fiscal year 1947- The dale lor the first sample census is tentatively scheduled as October, 
194?. 
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rotating the questions ftom year to year. This rotation would reduce the 
schedule and work load of the Decennial Census. 

The sample construction would combine elements of the designs of the 
current urban and rural nonfarm area studies, and the master sample for 
farm areas. Somewhat detailed statistics would result for cities (at least those 
with one hundred thousand or more population) and metropolitan districts, 
states, regions and the total United States. Estimates for urban, rural non-
farm and rural farm population and for city size groups (for smaller cities) 
would be available. Such statistics would be available from a sample averaging 
approximately 4 per cent of the United States. 

Conclusion. The sampling survey has greatly expanded the scope of normal 
census operations without corresponding increase in the cost of such opera
tions to taxpayers. The sample survey has made possible current statistics on 
population, labor force, housing, and other items. In the short period during 
which sampling survey techniques have been used, by the Census Bureau 
great developments have occurred in theory, practice, and application of sample 
survey methods. These developments and their results may well be regarded as 
merely the beginning of even greater advances which lie ahead. 
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Chapter X X I 

SURVEYS OF C O N S U M E R REQUIREMENTS 

C H A R L E S E. N O Y E S and E R N E S T R. H I L G A R D 

W a r Production Board^ 

THE war did not bring many serious consumer shortages in the United 
States prior to the spring of 1943. Exceptions were items whose produc

tion had been limited or prohibited by the War Production Board, such as 
mechanical pencils and mechanical refrigerators, and those which were 
rationed, such as shoes and canned goods. Up to 1943 the Office of Civilian 
Supply had freqently been in the paradoxical position of devoting more 
attention to things consumers could get along without in order to free war 
production than to the protection of consumer needs. 

When the Office of Civilian Supply became the Office of Civilian Require
ments in May, 1943, this emphasis began to shift rapidly. An increasing 
volume of protest mail, complaints forwarded through members of Congress, 
and reports from manufacturers and retailers showed that consumers were 
beginning to feel a genuine constriction in a number of fields. Farmers 
demanded ammunition for pest control, women wanted bobbie pins and elastic, 
and more seriously, there were evidences of shortages of children's clothing 
and work clothing. Unfortunately, most of the information about these 
shortages was spasmodic and inconclusive. Confronted with definite state
ments of military needs to the W P B Requirements Committee which had the 
job of dividing up scarce materials, OCR found it difficult to make a strong 
case for civilian needs. 

It was agreed that the level of civilian supply in fields of scarcity should 
be the minimum necessary to maintain health and morale and working 
efficiency; but no one knew just where that level was or what quantities of 
goods were needed to support it. While considerable work had been done to 
justify the OCR claim for civilian goods on the basis of historical records 

^Mr. Noyes is now associated with Press Research, Inc., and Dr. Hilgard has returned to 
Stanford University. 
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of production and consumption, the appHcabihty of prewar figures to war con
ditions could not be conclusively demonstrated. Moreover, little information 
was available as to the extent to which retail and household inventories had 
been built up in 1941 and the early months of 1942. The first problem was to 
find out whether the reported shortages were real, or the product of chronic 
complainers and special Interest groups. 

To supply this information a Civilian Relations Division (later called 
Civilian Surveys Division) was established in the Office of Civilian Require
ments in the early summer of 1943. As a first step, eight or ten trained inter
viewers were sent around the country to talk to workers in war plants and to 
housewives in their homes and women's organization meetings, and to the 
Home Economics groups sponsored by the Department of Agriculture. Several 
special consultants, mostly professors of marketing, were asked to supply 
information about shortages in their regions. 

Reports from these interviewers left no doubt about the seriousness of 
some of the shortages. Food was being lost through lack of pressure cookers, 
jar tops, and other home canning equipment. Many women all over the coun
try reported real difficulties in obtaining suitable clothing for their children 
and for their working sons and husbands. Especially severe at that time were 
the shortages of diapers and boys' overalls. 

The reports were carefully tabulated by a card index system which showed 
what items were most frequently reported, the regions where shortages were 
most severe, and the reactions of civilians unable to buy what they wanted. 
This index was supplemented by a tabular analysis of the voluminous mail 
received In the Office of Civilian Requirements. By September, a list had been 
built up showing quite clearly the items to which OCR should devote its 
greatest attention. To a considerable extent, naturally, this list merely con
firmed what had already been ascertained from trade and other informed 
sources. It did add a considerable number of new Items which had not been 
previously considered to be in seriously short supply. It led to immediate 
action in severe cases, such as an increase in the supply of clvIUan ammuni
tion, and some distribution of garbage palls from Army stocks. 

But soon the very existence of this information created a demand for more. 
It was impossible to determine the extent of shortages from random inter
views and reports, or even to be sure which shortages were most severe and 
causing the greatest hardship. It became apparent that what was needed for 
sound administrative decisions was an accurate nationwide survey. 

FIRST SURVEY OF CONSUMER REQUIREMENTS 

The use of a sample survey as a basis for specific administrative action by 
a government agency was a comparatively new proposal. Sample surveys had 
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been used by various government departments for a number of years to obtain 
general information on consimiers' income and expenditures, and other data 
providing a background for the formation of pohcy. The Bureau of Agricul
tural Economics in the Department of Agriculture had done some very suc
cessful work in studying both the needs and attitudes of farmers and farm 
families. The Office of War Information had made a number of confidential 
surveys of civilian attitudes toward the war and its problems. The Bureau of 
the Census had used sampling techniques to expedite the availability of popu
lation statistics. But none of these uses was quite the same as the effort to 
obtain information as a basis for writing and changing specific regulations 
dealing with the production and distribution of goods. 

In planning for the First Survey of Consumer Requirements, advice was 
obtained from leading experts in the sampling field, both inside and outside 
the government. In this and later national surveys the Civilian Relations 
Division obtained suggestions and criticism from an Advisory Committee 
which contributed its very valuable services.^ 

Fortunately, a suitable national sample had recently been developed by 
the Bureau of the Census, primarily for use in the Monthly Report on the 
Labor Force. The master sample consisted of listings of dwelling units in 
representative areas within 68 counties and pairs of counties so distributed as 
to be representative of the whole civilian population of the United States. The 
use of an area sample of this type was particularly advantageous for the pur-' 
poses of OCR because it provided an accurate reflection of changes in con
sumer experience related to in- and outmigration. It was decided that a 
sample of about 5,000 households would be sufficient for the purposes of the 
first survey. The four major geographical regions, and size of community, 
were controlled. 

The schedule for the first survey began with the following general question 
to introduce the subject and elicit a free answer: "The War Production Board 
is interested in the trouble people are having in getting things. What are 
some of the shortages that have bothered you most.''" Answers to this question 
put the shortages with which OCR was specifically concerned in perspective 
with relation to others. Elastic tape, the top item for which OCR had adminis
trative responsibility, was mentioned 201 times, as compared with 489 men
tions of butter as a bothersome shortage. 

The remainder of the schedule covered a specific list of 115 items of goods 
and services selected primarily from the known shortages which had been 

" The members of this committee were: Dr. Theodore H. Brown, Mr, Archibald M. Crossley, 
Mr. Cornelius DuBois, Dr. Raymond Franzen, Dr. George Gallup, Dr. Paul Lazarsfeld, Mr. 
Elmo Roper, and Dr. S. S. Wilks. Mr. Austin Grimshaw, the first director of the division, 
served as a consultant after December, 1943. 
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reported by Civilian ReiaCions Division interviewers and consultants, and 
some which were added at the special request of the OCR Operating Divisions. 
The basic questions covering these items in the schedule for the first survey 
were as follows: 

(1) "Did you buy any of the items on the list during the last two or three 
months?" 

(2) (For each item bought) "Was it satisfactory? If not, in what way 
was it not satisfactory?" (Response recorded verbatim) 

( 3 ) "Of the items on the list that you did not buy during the last two 
or three months, did you try to buy any?" 

(4) (For each such item) "Why didn't you buy it?" 
a. Price too high. 
b. Inferior quahty. 
c. Could not find type, kind, size. 
d. Could not find any at all. 

(5) "How much difference has it made?" (Respondent was asked to select 
one of four responses): 
a. It's made no difference at all. 
b. It's been a little inconvenient. 
c. It's been a real inconvenience, but no hardship. 
d. It's been a real hardship. 

(6) (If applicable) "In what way has it been a real inconvenience or a 
real hardship?" 

Within the first survey, the time reference was shifted from two or three 
months to a year for durable goods and appliances, and questions were asked 
about presence of the items in the household, their condition, length of owner
ship, and difficulties in obtaining repair services and parts. 

"The schedule of the First Survey also contained questions about difficulties 
with laundry services, shoe repair, etc., and entries covering a considerable 
amount of facmal data about the respondent household. 

The decision fo use the Bureau of the Census sample was not reached until 
October. A questionnaire was pre-tested by the Special Surveys Division of the 
Office of War Information and found to be, with sHght modifications, feasible 
so far as interviewing was concerned. Interviewing on the national sample 
was conducted the week of November 7-13, and a general summary report on 
the results was printed and distributed by December 15. Table i is reproduced 
from this report. This was followed by individual reports for each Item 
covered, summarizing in detail all of the information obtained, for the benefit 
of the product specialists in the Office of Civilian Requirements' Operating 
Division, who used the data in the preparation of OCR programs. Special 
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TABLE I 

ITEMS IN SHORT SUPPLY 

FIRST SDRVBT OP CONBUMZR RBQUIREMENTS, NOVEMBER, 1543 

By Hardship Rating 

Number Reporting 
Real Inconvenience 

By Irtahility to Buy 

Mentioned or Hardship Number 

Rani Item In mo Rani Item In mo RatA Item In 1000 

I. Elastic tape 41 I . Alarm clock 118 I . Elastic tape i i 4 

1. Wash tub 31 1. Elastic tape 97 Alarm clock 188 

5- Sheets 3- Wash tub 59 3- Wash tub lOI 

4' Pail or bucket ^3 4- Sheets 39 4- Sheets 84 

5- Dress fabrics 10 5- Boys' Overalls 37 5- Pail or bucket 73 
6. Alarm clock 19 6. Iron cord 35 6. Iron cord 64 
7- Electric iron 17 7- Pail or bucket 33 7- Clothespin 60 

8. Boys' overalls* 17 8. Electric iron 3^ 8. Boys' overalls 59 

9- Washing machine 16 9- Washing machine 19 '9- Radio tubes 56 
10. Tableware (spoons, etc.) i r 10. Women's girdle M 10. Pots and pans under 10 qts. 56 
I I . Clothespins 11. II.5 Ammunitionf 13 I I . Tableware 53 
IL. Pots and pans, under lo qts. 12. 11.5 Clothespins ^3 I i . Electric iron 50 

Girdle IZ Radio tubes 13. 13- Ammunition t 49 
14. Iron cord II 14. Pots and pans, under 10 qts. 2 i 14. Women's girdles 44 

Radio tubes 10 Tableware 19 15- Washing machine 41 
j6. Babies' waterproof pants 9 16. Scissors 17 16. Women's panties 39 
17- Woven wire fencef 9 17- Women's panties 16 17- Zippers 38 
18. Ammunitionf 9 18. Babies' waterproof pants 15 18. Scissors 34 
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"Children's clothing mentioned 114 times. 
•fFrom farm sample of y/i respondents; other items based on 4,935 replies. 
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reports were also issued covering information obtained from free answers, 
describing regional inequities in distribution, and summarizing successful and 
unsuccessful buying experience for all items. 

The promptness with which results became available was made possible by 
machine tabulation in the Bureau of the Census and the combined efforts of 
the Civilian Relations Division staff. 

FARM SUPPLIES SURVEY 

The responsibility for supplying the major needs of farmers for machinery 
and equipment had been transferred from the War Production Board to the 
War Food Administration. However, the Office of Civilian Requirements con
tinued to set up programs for the production of a considerable number of items 
necessary for farm production. To determine the state of supply and the need 
for such items a Farm Supplies Survey was carried out in February, 1944. At 
the request of the War Food Administration, which participated in sponsoring 
this survey, questions were also included about repair parts for farm machinery. 
Like the First Survey of Consumer Requirements, this survey was conducted 
in the field by the Bureau of the Census, using the farm areas of the same 
master sample. There were 2,678 interviews with farm operators. 

Profiting by experience with the administrative use of the First Survey, the 
Farm Supplies Survey was designed to obtain more exact quantitative informa
tion about farmers' attempted purchases, success in buying, and anticipated 
needs for 1944. It was also possible to obtain a close check not only on the 
adequacy of the sample, but on the success with which information was 
obtained by interviews, through comparison of the survey results with com
pletely independent estimates of the number of machines on farms in the 
United States. For example, the survey yielded a national estimate of i , 981,-
000 tractors on farms when the number reported in the survey was projected 
for the total number of farms; the January, 1944, estimate by the Bureau 
of Agriculmral Economics, based on the 1940 Census and sales and obsoles
cence in the intervening years was 1,937,000 tractors. 

One of the interesting and provocative results obtained from this survey 
was the fact that for a number of items farmers estimated their needs in 1944 
as less than the quantity they had attempted to buy in 1943. This was generally 
true only of items which had been in fairly adequate supply, and occurred 
most often with respect to such things as harness and tools, the need for which 
is not anticipated until the ones in use wear out or get lost. On the whole, 
however, anticipated 1944 needs were of the same order of size as attempts to 
buy in 1943. 

The hardship rating question used in the First Survey was modified in the 
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Result of Inability to Buy 
(_as percent of those in the market") 

Percent of Hardship, but Interfered Total Hard
Demand Not No Interference With ship and 

Item Satisfied With Production Production Interference 

Flashlight batteries 5̂  39 4 43 
Cream separators 57 34 48 81 
Floor brooders 37 I I 59 60 
Harness 8 18 58 56 
Implement tires (other than 

58 56 

tractor tires) 4 S I 55 86 

This survey yielded some highly important information which had never 
before been available in any form. Of special interest was the amount of lum
ber used on farms, which proved to be of great importance a little later in the 

Farm Supplies Survey to include as the most extreme degree of hardship only 
actual interference with farm production resulting from shortages. Results for 
a few of the items are given in Table 2. 

The replies to the hardship question appeared to be thoroughly reasonable 
and realistic. Only 10 per cent of the farmers who were able to buy less rope 
than they needed reported that it cut down the quality or quantity of their 
farm production, while about 45 per cent of those who had trouble getting 
parts or service for corn planters said that it interfered with farm production. 
To put it another way, flashlight batteries were reported as a shortage by 
more farmers than was any other item, but they ranked 38th among 43 items 
in terms of hardship and interference with production. At the other extreme, 
cream separators ranked 27th in the number of farmers affected by a shortage, 
but first in interference in farm production when they were not obtained. 

In this, as in other surveys, it was impossible to pick one item as the most 
serious shortage, since different items ranked highest in the number of farmers 
affected, the percent of demand met, and the resulting hardship. 

The survey revealed many serious shortages. Of course, the items had been 
selected because most of them were known to be in fairly short supply, but it 
is nonetheless significant to find that less than 75 per cent of the total demand 
had been met for 30 of the 43 items, and there were five items of which 
farmers had obtained less than one-half of what they had tried to buy. Realism 
in reporting shortages was indicated by the fact that the stated unit shortage of 
pressure lanterns was only three per cent of the total demand, while a few 
other items were reported to be in reasonably plentiful supply. 

T A B L E 2. 

SBORTAQES AND RESULTING DIFFICULTIES FOB FARMERS: 

SURVEY OF FARM SUPPLIES, FEBRUARY, 1344 
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year when the War Production Board found it necessary to place drastic 
restrictions on the use of lumber, and to institute a virtual allocation system 
for most of the lumber available. 

SECOND SURVEY OF CONSUMER REQUIREMENTS 

Distribution of detailed reports on the First Survey of Consumer Require
ments almost immediately brought a request from the Programming Divisions 
of the Ofhce of Civilian Requirements for more detailed quantitative informa
tion. The First Survey asked whether the families had tried to buy the various 
items and whether they had been successful; it did not ask how many they had 
tried to buy, or what sizes, types, or materials were in demand; or what price 
Unes showed the severest shortages. Once the usefulness and accuracy of 
survey results had been demonstrated to the product specialists, they immedi
ately asked for more specific information to be used in the development of 
individual item programs. 

As a claimant agency representing the civilian consumer needs before the 
WPB Requirements Committee, it was necessary for the Office of Civilian 
Requirements to determine quantitatively the need for hundreds of items from 
garbage pails to diapers. The product specialists then translated these needs 
into quantities of raw materials and requested Requirements Committee 
approval of the resulting programs. Before the application of survey technique 
to this problem, programs were developed principally on the basis of prewar 
production and consumption figures. But there was clearly a need for informa
tion on the changed pattern of demand under war conditions to justify claims 
which had to compete with requirements for the military services, for agricul-
mre, export, transportation, and other essential uses. 

To improve the information available for this purpose, it was decided to 
attempt a much more precise survey of consumer demand and consumer needs 
in the spring of 1944. In order to avoid a lengthy and tiring interview, the 
items covered in the First Survey were divided into two parts: one, covering 
textile and miscellaneous household items, became the Second Survey of 
Consumer Requirements; and the other, concerned principally with durable 
goods and metal household items, became the Third Survey. The Bureau of 
the Census conducted enumeration and machine tabulation, with a similar but 
separate sample. 

For 72 items of clothing and textiles, the Second Survey asked: 

( 1 ) How many the respondent had bought between January i , and the 
week of March 18. 

(2) How many were received as gifts. 
(3) The price of the last one purchased. 



S U R V E Y S O F C O N S U M E R R E Q U I R E M E N T S 267 

(4) Whether the last purchase was satisfactory, and, if not, why? 
(5) How many the respondents had tried to buy in addition to those 

obtained. 
(6) Reasons for not buying, including price, quality, and inability to find 

any. 
(7) How much difference it made when the article was not obtained. 
(8) How many the respondent bought, received as gifts, and tried to buy 

unsuccessfully in the year 1943. 
(9) How much difference the shortage had made In 1943. 

These questions were asked In relation to purchases by or for each member 
of the household, whose age had previously been ascertained, so the answer 
could be tabulated by size of garments where appropriate. This survey also 
provided opportunity for a free answer, and miscellaneous information about 
the household's income, ownership of home, etc., for purposes of cross-tabula
tion. 

In planning the survey, and In pretesting it, it was recognized that these 
questions put a considerable strain upon the average respondent's memory. 
When the results were tabulated, it seemed likely that respondents were able 
to remember their most recent purchases better than those made in tlie previous 
year, since purchases reported for the first three months of 1944 averaged more 
nearly one-third than one-quarter of the purchases reported for 1943. On the 
basis of Federal Reserve Board figures for department store sales, with allow
ance for price changes, one-quarter would probably have been more accurate. 

Nevertheless, the reported purchases for 1943, when projected to the num
ber of individuals In the whole population of various age and sex groups, were 
not too different from the available production figures for the types of gar
ments covered. (Some of the results are given in Table 3.) While it could not 
be claimed that the survey results were accurate within 5 or even 10 per cent, 
their consistency with other information rendered'them usable both as a broad 
measure of the shifting patterns of consumer demand under war conditions, 
and of the degree of shortage which existed in 1943 and the Brst quarter of 
1944 for various textile and apparel items. They were accordingly accepted 
as evidence to be used In modifying textile and apparel programs which had 
been based on prewar consumption and production figures. 

Using conversion figures supplied by the War Production Board Textile 
Bureau, the current demand and shortage of items covered were presented in 
one special report In yards of fabric. This gave a very useful measure of the 
degree to which wartime demand could be satisfied with the amount of cloth 
available for civilian use when the textile shortage became more severe later 
in the year. Interpreted in relation to the respondent's hardship ratings, these 
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figures also considerably influenced administrative decisions and WPB orders 
directing the available fabrics into the most essential uses. 

The price data collected in the survey were used to develop the programs 
for a number of garments by specific price lines which were incorporated in 
WPB apparel orders. These data were also furrfished to the Office of Price 
Administration for use in determining the extent to which the various items 
were available at different established ceiling prices. 

THIRD SURVEY OF CONSUMER REQUIREMENTS 

Like the Second Survey, the Third was designed to obtain information about 
the number of items consumers had bought or attempted to buy, as well as on 
the existence and severity of shortages for 30 miscellaneous household items, 
such as washmbs, pots and pans, alarm clocks, and radio mbes. The respon
dent was asked whether she had bought or tried to buy any between January i 
and the week of April 18, 1944, when the interviewing was carried out. For 
durable goods and appliances, the time interval was the previous year. 

The Third Survey also attempted to ascertain the market for appliances and 
for houses. Since the Office of Civilian Requirements was concerned with war
time rather tlian postwar demand, the pertinent question on appliances was 
phrased: "Would you buy a new one right away if there were plenty of every
thing in the stores?" Replies are summarized in Chart i . 

This question was designed to remove the patriotic disinclination to buy 
when things were scarce as a result of the war, but at the same time to avoid 
some of the uncertainty and wishful thinking which might affect the response 
to a question about postwar buying intentions. Its principal purpose from 
OCR's point of view was to ascertain the relative demand for various appU-
ances if it should become possible to resume limited production after the 
fall of Germany, but before the end of the war with Japan, On the same 
principle of reference, the question on housing was: "Would you buy or 
build a new house right away if there were plenty of material and labor availa
ble?" 

Respondents who gave an affirmative answer to questions about appliances 
or housing were then questioned about the seriousness of their buying inten
tions, the reason for needing eadi item in the case of appliances, and possible 
reservations whidi might keep them from buying right away. If they expressed 
an intention of buying more than one appliance, they were asked to indicate 
first and second choices. 

Analysis of the responses to all of these questions made it possible to indicate 
the probable demand for appliances and new houses under varying conditions 
of optimism or pessimism about the future, f i ] It was clearly recognized 
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and stated, of course, that these results indicated demand in the absence of 
advertising and selling pressure, attractive new models, or the desire to keep 
up with the Joneses. 

At about the time when the results of the Third Survey became available, 
the Office of Civilian Requirements adopted a plan for programming durable 
goods at three levels: ( i ) a minimum essential level which would require 
distribution control; ( 2 ) a "squeeze" level which would supply most people 
who took the trouble to shop around actively; (3) the level of unrestricted de
mand. While as a practical matter It was necessary to consider the availability 
of materials and production facilities in setting the first two levels, results of 
the Third Survey proved very useful in keeping the figures in reasonable 
relationship with the existing market. 

Another important use of the Third Survey results was to check the adequacy 
of measures already taken to increase the supply of such essential items as pails 
and washtubs, and to indicate which of the other Items deserved special atten
tion from the OCR Programming Divisions. Because item demand was 
reported, as well as households In the market, the figures were more con
vincing than those from the First Survey in justifying OCR's claims for 
materials before the Requirements Committee. 

SURVEYS OF RETAIL STORES 

The three Consumer Surveys and the Farm Supply Survey provided the basic 
information needed by OCR as to quantity of demand and degree of shortage 
for the whole country, for the four major geographic regions, and for different 
income groups and types of commodities. They had the disadvantage, however, 
of being comparatively expensive and they took a considerable length of time 
between the first stage of planning and the completion of Item reports. 

In order to maintain a more up-to-date check on supplies of items known to 
be short, the Civilian Relations Division arranged, beginning in November, 
J 9 4 3 , to obtain periodic reports on the availability of consumer goods from 
eight large mail-order, chain, and department stores. These retail supply sur
veys, which were conducted every two or three months, used the following 
basic questions; 

1. Number of weeks' supply on hand.^ 
2. Number of weeks' supply on hand in the same month, prewar. 
3. Previous month's sales versus same month in 1942 or 1943, In units. 
4. Estimate of per cent of current demand met. 

^ In later surveys, stores were also asked how many days they had been out of stock during 
the previous month. 
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Some additional questions, such as the number of weeks' supply on order, 
were tried in the First Retail Survey, but the results were not found suffi
ciently useful to justify repeating them. The question on per cent of current 
demand met aroused considerable controversy from friendly critics within the 
government, but it was generally found that experienced store buyers had 
little difficulty in giving a definite estimate. This question was a necessary 
part of the survey, since there were a good many items such as facial tissue for 
which a store might meet a considerable part of Its normal demand without 
being able to keep any supply on hand. If any question arose, the interviewers 
explained that "demand" in this question meant the estimated quantity the 
individual store could sell if both that store and its competitors had ample 
stocks. 

These retail surveys could not provide information about the quantities 
of various items needed, but they did give a tentative check on the increasing 
or decreasing severity of shortages and made it possible to take prompt action 
in some acute cases. The iniorrnat'ton proved particularly valuable in relation 
to textile and apparel items when the basic pattern of consumer demand had 
been established by the Second Survey and OCR was experimenting with a 
number of different orders designed to increase the supply of the most essen
tial textiles and clotliing. 

When the chairman of the War Production Board announced in September, 
1944, that there would be no further use of specific programs for the produc
tion of civilian items after victory in Europe (with the possible exception of 
some items of clothing), it became apparent that there would be little need for 
additional large-scale surveys. Accordingly, plans were made to dissolve the 
Civilian Relations Division during the ensuing three months. However, it 
was essential to provide some mechanism by which additional information on 
the supply of consumers' goods could be obtained quickly if needed. Fortu
nately, the Bureau of the Census had already prepared plans for the develop
ment of a national sample of retail stores, and arrangements were made to 
speed the construction of a partial sample so that it would be available when 
needed for OCR use. 

T H E ACCURACY OF THESE CONSUMER SURVEYS 

Because of the close tie-in between the survey results and administrative 
decisions within the OCR, it is probable that the detailed quantitative results 
of these surveys have been scrutinized and checked more thoroughly than in 
the case of most similar research ventures. 

The ultimate consumer in most cases has a regular place of residence, so 
that a carefully designed household sample is ideal for obtaining an estimate 
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Estimate from 

Survey 
Independent 

Estimate 

First Survey of Consufmr 

Requirements (Neoember ip4j^ 

Homes with electric irons 
Homes with washing machines 
Homes with refrigerators 

1.9,100,000 
17,700,000 
10,600,000 

i6,ooo,ooo" 
• 18,400,000* 

19,900,000* 

Farm Supply Surwy {February 1944) 

Motor trucks on farms 
Mowing machines on farms 
Cream separators on farms 

1,300,000 
1,700,000 

1,700,000 

1,100,000'' 
1,800,000'' 
1,800,000'* 

Second Survey of Consumer 

Requirements (^Marcb 1944) 

Annual purchases compared with 
aimual production (1943): 

Men's wool or part-wool suits 
Boys' wool or part-wool suits 
Men's and boys' shirts 
Men's and boys' overalls, 

trousers, work pants 

18,000,000 
3,800,000 

191,000,000 

108,000,000 

16,800,000" 

3,600,000" 
181,000,000" 

106,100,000" 

Third Survey of Consumer 

Requirements (_April 1944') 

Quarterly purchases compared 
with reported shipments (Eirst 
quarter purchases 1944): 

Radio tubes 
Extension cords 
Washtubs 
Window screening (Sq. yrds.) 
Scissors 

3,800,000 

1,800,000 

1,500,000 
7,700,000 
1,000,000 

4,100,000"' 

1,000,00c/* 

1,100,000** 

7,700,000"' . 

1,100,000'' 

"Reported in EUcfrica/ Merchandising, January, 1944. 
''Estimated by the Bureau of Agricultural Economics, January, 1944. 
"Estimated by Textile, Clothing, and Leather Bureau, War Production Board, from industry 

reports to the Bureau of the Census. 
''Data supplied by the Durable Goods and Products Division, froroshipments reported by industry. 

of the presence of goods in homes, and of the market for them. Our distribu
tion system is a complicated one. People purchase not only in their neighbor
hoods and in nearby metropolitan centers, but buy their goods from mail
order houses, and through private ads in the for sale columns of the paper; 
some items, such as clothing, they often receive as gifts. The final flow of 
goods to the ultimate consumer can be studied only by reaching the consumer 
himself. 

That considerable success was achieved in the consumer surveys and in the 
farm surveys in reaching the consumers of the goods being studied is evident 
through comparing the results of the interviews with independent national 

T A B L E 3 

SURVEY ESTIMATES C O M P A R E D W I T H INDEPENDENT N A T I O N A L ESTIMATES 
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estimates. Some comparisons are shown in Table 3. Since national samples of 
about 5,000 interviews were used to represent 37,500,000 households, it is 
evident that the general agreement is remarkable, especially in view of the 
uncertainty which attaches to the independent estimates which are used for 
comparison. Not all estimates were as close as those shown in the table, but 
where there was wide disagreement there was usually an explanation. Pur
chases of alarm clocks, for example, were found to exceed by a wide margin 
the number which had been produced. This was accounted for, however, by 
the active secondhand market which developed when the shortage became 
acute. 

The agreements such as those shown in the table can be reached only if two 
conditions are met: first, the sample must be properly selected; second, the 
interviewing must be faithfully conducted. 

An illustration of the interviewing hazards which must be overcome if 
projections are to be made from a sample which has been carefully designed 
is found in the importance of interviewing people who are hard to find at 
home. Smdy of the data on interview results obtained from those found at 
home on the first cajl and those found at home only after repeated visits 
showed a considerable difference. {2} Not only did the replies of those reached 
only after repeated calls vary from those obtained on the first call, but the 
differences were not predictable. Later calls differed little for replies concern
ing electric irons, radios and refrigerators, but differed greatly for home 
ownership, washing machines, and sewing machines. 

The experience of these surveys has shown their usefulness during war
time, and suggest that after the war similar smdies might prove to be a use
ful service of government to business and the consumer. 

REFERENCES 

1. These estimates were reported in detail in 'The Immediate Market for Appliances" and 
"The Market for Houses when Materials and Manpower are Available," released in 
October, 1944. 

2. See the report by Ernest R, Hilgard and Stanley L. Payne. Those Not at Home; Riddle 
for Pollsters. Public Opinion Quarterly, 8 {1944), 254-261. 
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A T T I T U D E S U R V E Y I N G I N T H E D E P A R T M E N T 

OF A G R I C U L T U R E 
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Bureau of Agricultural Economics 

INTRODUCTION 

FOR many years the Department of Agriculture has felt it necessary to 
maintain a clear channel of communication between Itself and the nation's 

farmers, not only so that it could transmit to farmers the many items of 
information with which they are concerned but also so that farmers could 
make their needs and attitudes known to the department. 

The department has a great many different sources of information regard
ing the trends of thought among the rural population. The field representa
tives of Its various divisions are stationed in every part of the country. These 
men are in constant contact with the people of their communities and are able 
to observe the manner in which the Department's programs are received by 
farmers. While the field people are usually concerned with some specific 
aspect of Department work, they serve as Informal reporters of public opinion 
in their localities. These grass-roots observations have helped to keep the 
Department In contact with the people It serves. 

In 1937, the first steps were taken toward the establishment of a more 
systematic procedure for measuring and reporting farmer attitudes. In that 
year a small group of interviewers were given the assignment of traveling 
around in the farming areas of the country and ascertaining as best they could 
the frame of mind of farm people in regard to certain Department programs 
which were being introduced at that time. 

Despite many imperfections in procedure, the value of the information 
gathered in this way was so clearly established that the department felt justi
fied in expanding its research on rural attitudes. In 1939 a new division, the 
Division of Program Surveys, was created in the Bureau of Agricultural 
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Economics for tlie purpose of carrying on surveys of the attitudes of farm 
people. Rensis Likert, a psychologist well known for his research in the field 
of attitude measurement, was brought in as its head. 

In the ensuing years, the Division of Program Surveys has conducted a 
large number of interview surveys. These surveys are usually made at the 
request of some agency in the Department of Agriculture which requires 
information on public attitudes or information. Many studies have been done 
on contract for other government agencies. To a large degree, the Division of 
Program Surveys has become the central attitude-measurement agency of the 
government. 

SUBJECT MATTER 

Because it has been called upon to carry on studies for many different federal 
agencies, the subject matter handled by the division varies greatly from one 
study to the next. The following list of study titles indicates the diversity of 
the research with which the division is concerned and illustrates the kinds of 
problems for which interview research is conducted in federal administration; 

Midwestern Farmers' Appraisal of the War Food Program 
Victory Gardens and Home Preservation of Food 
Farmers' Views on Postwar Wheat Problems 
Attimdes toward the Accumulation and Expendimre of Liquid Assets 

Veterans' Readjustments to Civilian Life 
Consumer Acceptance of Dried Milk 
Land Market Participation by Factory Workers In Detroit 
Attitudes of Rural People toward Radio Service 
Public Response to the Seventh War Loan 
Although the specific problems that the division is called upon to investi

gate vary widely and require various kinds of techniques, its surveys deal In 
general with three types of subject matter: attitudes, extent of information, 
and behavior. 

Attitudes. Attitudinal surveying In the Division of Program Surveys goes 
far beyond the simple determination of the approval or disapproval by a 
representative sample of people of some government program. The agencies 
interested are rarely satisfied with only the distributions of the frequencies with 
which various attitudes occur. The emphasis in division work is on the explana
tion of the attitude. If, for example, the division undertakes to study the 
attitudes of dairy farmers toward the department's policy of paying a direct 
subsidy on milk to the farmer rather than permitting the retail price of milk 
to rise. It will explore the background of thinking from which the farmers' atti
tudes arise. Is opposition to the subsidy based on general resentment of govern
ment control, on impatience with the Inconvenience involved, or on the feeling 
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that the subsidy restricts the farmer's legitimate profit? What reasons do 
farmers think the Department had for instituting such a program? Do farmers 
see any Inflationary danger in an uncontrolled milk price? Do they think that 
the subsidy has influenced them to produce more or less milk than they would 
have produced without the subsidy? All of these questions are of great impoc-. 
tance to the administrators of the department's milk program. The reactions 
of farmers to the program cannot be understood until these and other related 
questions are answered. 

Answers to "why" questions are especially Important In cases where the 
public's reaction to a program has been un-cooperative or hostile. Many 
federal programs are based on the voluntary cooperation of the people whom 
they affect; if this is not forthcoming, it is imperative that the officials 
responsible for the program should know why. Division surveys have explored 
a number of such problems: Why did farmers in the Corn Belt not respond 
to the War Food Administration's goal for hog production? Why did fuel 
oil users fail to apportion their rations properly over the winter? Why have 
farmers in certain areas taken to burning down stands of timber in national 
forests? Why did potential War Bond buyers fail to respond to some aspect 
of the promotional campaigns? Effective administration requires that an 
explanation for these failures be obtained. 

In some cases the division is asked to assess attitudes toward programs 
that have been proposed but have not yet been put Into operation. Studies of 
this type have been of especial importance in relation to new programs con
templated for after the war. What, for example, are the attitudes of cotton 
farmers toward the control of possible cotton surpluses after the war? Do 
cotton farmers feel that they would be better off if the government withdrew 
entirely from the cotton market and permitted cotton to find its own price and 
production levels? If they object to government participation in the cotton 
market, on what grounds do they base their opinions? If they feel that the 
government should continue to exercise some control over cotton, what kind 
of action would they like to see? Do they favor acreage restriction, price sup
ports, direct supplementary payments? How would they feel about a program 
of government purchase and resale of surplus cotton? What expectations are 
these preferences based on? Do cotton farmers expect a surplus or do they 
think that the domestic and world markets will absorb the entire production? 
Do they think cotton prices will fall if no restrictions are placed on produc
tion? 

An investigation of these questions and others like them provides the 
Department of Agriculture with a better understanding of cotton farmers' 
thinking regarding these important postwar issues and assists in the selec
tion of a program that will meet the farmers' needs and preferences as closely 
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as other considerations will pecmit. Many factors aside from public opinion 
must be considered when a course of action is being planned; nevertheless, few 
administrators care to disregard public attitudes when it is possible to adapt 
their programs to them. 

Extent of Information. While attitude research is the principal concern of 
the division, frequently its surveys contain questions designed to ascertain how 
well people are informed about specific aspects of federal programs. Such data 
are often essential for the full understanding of public reaction to the pro
grams. It is impossible to know, for example, to what extent the nation's 
iaimezs approve of the so-called parity price system unless it is also known 
how well they understand it. If "parity" is known only as a poorly defined 
device for keeping up the prices of farm products, the approval of it which 
farmers may express is very much less meaningful than if they approve it with 
a full knowledge of the manner in which the parity system attempts to equate 
farm and city living standards. 

Data regarding public information are often desirable to assess the effective
ness of campaigns which have been carried on by federal departments to inform 
the public regarding their programs. If the Department of Agriculture is 
mailing out to farmers periodic information on the current food situation, it 
needs to know whether these releases are being read and understood. The 
department needs to know whether the radio programs it sponsors are inter
esting to farmers and whether farmers are profiting from them. Other federal 
agencies have similar problems. The Treasury Department must find out how 
well its War Bond drives have reached the public, how many people knew 
their local quotas, how widely known the different selling slogans were, how 
well people understand the purposes of bonds, and the answers to other 
similar questions. The Office of Price Administration must know whether 
its directives are being understood by the wholesalers and retailers they affect. 
The State Department needs to know how successful it has been in explain
ing the difficult problems of international organization to the public. 

Behavior. Most division surveys, although essentially attitudinal in char
acter, are partly directed toward the accumulation of purely behavioral data. 
How many people have planted home gardens? How many people have opened 
checking accounts in the last three years? How many people bought War 
Bonds in the last campaign? How many people share their cars in driving to 
work? How many people have bought dehydrated food during the war period 
and what foods did they buy? Many questions of this type have been asked in 
division surveys, almost always with accompanying questions designed to 
ascertain why the respondents had or had not taken these actions. 

Typically, the administrative needs that give rise to the surveys made by 
the division require information of all these three types. Although the divi-
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sion's major interest is attitude measurement, none of its surveys is purely 
attitudinal. Information about what people know and what they have done is 
almost always essential for a full understanding of their reaction to the various 
federal programs. 

PROCEDURES 

The procedures followed in making these surveys vary according to the 
character of the study to be done. Since division surveys range from investiga-
tioos of attitudes toward the proper role of government in postwar agriculture 
to inquiries about the acceptability of dehydrated foods, it is clear that adapta
tions to specific subject matter are necessary. 

The planning of a survey begins with a careful definition of the objectives 
to be covered. This goes beyond a general statement of the purposes of the 
study; Its final stage is a detailed listing of the specific data to be obtained. If 
the study in question is being done at the request of some agency outside the 
division, the planning is done In co-operation with representatives of this 
agency. Their special information regarding the program to be investigated 
is essential at this stage of the development of a survey. 

After the specifications of data have been completed, a questionnaire is 
written, designed to provide information on each of the specified items. The 
wording and sequence of the questions to be used are selected with great care 
to avoid possible misunderstandings or undesirable effects resulting from 
emotionally toned words or phrases. Before this questionnaire is actually put 
into production, it is given a pretest in the field. The preliminary trial has two 
general purposes: first, it provides a test of the clarity of the questions and the 
correctness of the interpretation put upon them by the respondents, and 
second, it makes possible the discovery of new aspects of the problem being 
studied that were not anticipated In the planning stage. Both these functions 
are highly important as protection against incompleteness and confusion in the 
final results of the survey. 

The Division of Program Surveys Is unique among agencies doing interview 
surveying in its highly developed use of the so-called "open question." Most 
of the questions used In the division's interview schedules are phrased in a 
conversational tone, and no answers are specified for the respondent's choice. 
The respondent answers the question In his own words as he would in an 
ordinary conversation, and his answer is taken down, virtually verbatim, by the 
interviewer. Through the use of questions of this type the division feels that 
it avoids the dangers Implicit in suggesting plausible answers to the respondent 
and also that it obtains a much fuller understanding of the respondent's atti
tudes than can be achieved through use of questions of the checklist type. 
Typically, an interview will be a half hour to an hour's conversation in 
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which the interviewer asks a specific series of carefully worded questions and 
the respondent replies in his own way, the answers being recorded as faith
fully as possible by the interviewer. Division interviewers are specifically 
trained in the art of "nondirective" probing by which they draw a full answer 
from their respondents without suggesting possible answers or adding new 
questions not specified in the interview schedule. These interviewers are on 
the alert for significant attitudinal comments their respondents may volunteer 
on government programs that are not the direct subject of the interview. Thus, 
developing public dissatisfactions can be detected in their early stages. 

Not all of the surveys conducted by the division require the exclusive use 
of the "open question." In many instances in which the possible answers to 
a question are limited and clearly understood checklist questions are used. 
The major determinant of the type of question used is the character of the 
subject matter to be covered. Generally speaking, the "open question" 
approach is used when the objectives of the survey bear on complex atti
tudinal problems or areas of thought in which public information is limited. 

While the division utilizes a variety of sampling procedures, depending 
on the nature of the universe being considered, its basic procedure is area 
sampling. In following this technique, the interviewers do not select their 
own respondents in order to fill specified quotas of individuals of different 
types. On the contrary, they receive specific instructions regarding the house
holds they are to visit. These households have been previously selected by 
application of stratified-random sampling methods so as to give a good scatter 
over the population being studied. 

When conducting surveys in rural areas, use is made of the Master Sample 
of Agriculture, which has been developed by the Bureau of Agricultural 
Economics and the Bureau of the Census. The Master Sample consists of 
approximately 70,000 small geographical areas, selected from every county 
of the country. Subsamples of these areas may be drawn giving either national 
or regional coverage. 

In nearly all division surveys the interviewers are required to make at 
least two attempts to interview the originally designated respondents before 
they make substitutions. It has become apparent that people who stay at home 
a good deal of the time may differ both in attimdes and in activities from 
people who are hard to find at home, even though they may be similar in age, 
education, and other factors sometimes used in determining sampling quotas. 
For example, the division has found that respondents who are at home the 
first time the interviewer calls are considerably more apt to have home gardens 

^For 3 full explanation of these sampling procedures, see King, A. J., and Jessen, R. J. 
The Master Sample of Agriculture. /. Amer. Stat. Assoc., 40 (1945), 38-56. See also Chap. 
20 in this volume. 
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than are people who are found at home on the second call; these in turn are 
more apt to have home gardens than are people who are interviewed only 
after three or more calls. In other words, the number of home gardens in the 
country would be considerably overestimated if the estimate were based on a 
survey in which the interviewers were allowed to call from door to door until 
they found someone at home. Because of differences of this sort between 
people who stay at home and those who do not, the division goes to con
siderable effort to locate its sample as originally defined and insists that when 
substitutions must be made they be designated in the same systematic way as 
the respondents for whom they are made. 

The size of the sample used in any particular survey is determined by several 
different factors. A heterogeneous population requires a larger sample than 
one which has relatively little range of variation. Samples that are not going to 
be broken down into subsamples in the analysis do not need to be as large as 
those for which such fractionation is contemplated. Surveys done for the pur
pose of achieving a rough measure of the distribution of attitudes do not 
require as large samples as do smdies that are expected to yield estimates of— 
for example—the total monthly income of some part of the population. 

Because of these and other considerations, the size of the samples used in 
division work varies considerably. For nationwide surveys of purely attimdinal 
character samples of approximately 2,500 are commonly used. This permits 
comparisons of the attitudes of men and women, poor and well-to-do, and 
other large groupings of this sort. It does not, of course, permit statements 
regarding individual states or other small subdivisions of the total sample. 
Comparable smdies of restricted populations, such as dairy farmers in the 
Great Lakes area, would not require more than four or five hundred respon
dents. On the other hand, a survey that proposed to estimate the total amount 
of money held in liquid assets In a single county might require a sample of 
400 or more respondents, with extra loading in the upper Income brackets 
to assure an adequate representation of that small but highly important group. 
As these examples indicate, there is no rule of thumb regarding sample size; 
it is determined in each case by the specifications of the individual smdy. 

APPLICATIONS 

The applications of the findings of the division's surveys are both specific 
and general. In some cases survey results are transmitted directly into adminis
trative action. The discovery, for example, that a department directive limiting 
the use of certain forest lands contributed to an outbreak of man-made forest 
fires in a local region brought about an alteration of policy in that area that 
was later expanded into a revision of policy throughout the country. The 
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finding that a particular promotional release issued by one of the federal 
agencies had failed to reach the audience to which it was directed resulted in 
the abandonment of that program and the substimtion of more successful 
procedures. The fact that dairy farmers were found to be reluctant at the 
beginning of the war period to increase milk production because of their 
uncertainty regarding future milk prices brought about a refocussing of the 
department's campaign to increase dairy production with a greater emphasis on 
the stability of its price support program for milk. 

While most of its surveys bear on specific administrative problems of this 
type, some of the work of the division has a more general character. A number 
of studies have been done, for example, to ascertain the role the nation's 
farmers would like to see the Department of Agriculture play after the war. 
These smdies have not been directed toward the immediate solution of some 
specific problem of administration; they are intended rather to aid the depart
ment in its long-range planning of postwar policy. They are meant to portray 
to the policy makers of the department those basic attimdes of farmers regard
ing postwar issues which must be considered in determining postwar action. 
Another series of surveys has been conducted for the purpose of following 
the development of farmers' attitudes toward land prices and participation in 
the land market. These smdies were not done because of an immediate need 
for executive or legislative action. Their objective is to provide a barometer 
of the intensity of "boom psychology" among farmers and to obtain the 
opinions of farmers about the relative acceptability of various programs of 
control of land buying which might be undertaken. If land inflation should 
reach a point at which the department felt it should take or recommend action, 
it would have at hand this significant information to aid in formation of policy. 

The relative value of these two types of surveys—those that bear on imme
diate problems and those that anticipate problems—is difficult to assess. The 
applications of the findings of surveys done to meet immediate administrative 
needs are usually clearly demonstrable and their value can sometimes be com
puted in dollars and cents. No precise accounting of this sort can be made for 
the more general surveys that are directed toward broader objectives and less 
direct application. However, despite the difficulty of establishing the mone
tary value of surveys of this character, their importance in helping complete 
the total background of information on the basis of which the Department 
takes action is seldom questioned. 

A N EXAMPLE 

In connection with planning the postwar activity of the Department of 
Agriculture, the division undertook (in early 1944) a survey of the thinking of 
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farmers in different parts of the country. This concerned some of the impor
tant problems they would face as agriculmre remrned to peacetime production. 
The purpose of the smdy was twofold: to provide the basis for an information 
program designed to increase the understanding of farmers of the economic 
issues involved in the reconversion to peace, and to give department adminis
trators a statement of the part farmers wanted to see the department play in 
postwar agriculture. 

In order to meet these two objectives it was felt that the survey should cover 
the following groups of items: 

1 . Farmers' expectations regarding the level of farm prices after the war, their 
attitudes toward wartime price controls and the desirability of continuing such 
controls after the war, their expectations of the probable consequences of 
removing price and inflation controls when the war is over. 

2 . Farmers' expectations about general economic conditions after the war, their 
suggestions about ways of avoiding widespread unemployment at that time, 
their beliefs about the capacity of private business alone to accompHsh the 
transition from war to full peace-time employment. 

3. Farmers' attitudes toward the desirability of using production adjustment 
programs to help shift agriculture back into peacetime production. 

4. Farmers' attitudes toward public works programs as a means of relieving un
employment, their estimates of the particular forms of public improvement 
which would be most desirable from the viewpoint of the community develop
ment. 

5. Farmers' expectations about market conditions of farm products after the 
war, their attitudes regarding active United States participation in world trade, 
their attitudes toward various surplus disposal programs, their ideas about the 
proper course of government action in the event of a postwar depression. 

The questionnaire devised to draw out these attimdes, expectations, and 

beliefs consisted of a schedule of some 35 open questions. A n additional list 

of census-type items, such as, sex, race, age, education, income, and the like, 

was appended to provide background information which would be useful in 

the analysis of the attitudinal data. The foUowing excecpts from actual inter

views illustrate the type of open questions used and the kind of response 

which they elicited: 

What do you think would happen to prices (of farm products) in general if price 
control programs were done away with right after the war? 

If done away with imm^'diately, it would have a terrible effect on prices. It would 
run prices down and denioralize people and run them cut of business. They ought 
to be taken off gradually, worked off gradually like they were worked on gradually. 

In case farm prices drop sharply after the war, should the Government step in and 
do something about it? 
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Yes, we could not stand supply and demand unless other things drop with our 
stuff. We farmers just live from one crop to another and something like that 
would ruin us. The Government ought to hold up stuff so that our stuff would 
not drop too fast in proportion to other stuff. I am in favor of the Government 
letting more responsibility go to the farmer, put him on his own responsibility, 
but that will have to be done gradually because we have gone into all this 
gradually. 

What sort of things should the government do? 
The only thing that they could do would be to carry on the subsidy payments 
for a while. I am not much in favor of that but that will be necessary while we 
change back. It got to where we could not plant over 25 per cent of our land in 
cotton, and before that started some planted 50 to 75 per cent of their land in 
cotton and did not make any feed or anything to live on. When we cut down 
under that program we began using fertilizer on the cotton, and a good farmer 
could make as much as he did before on more acres, and he raised about as much 
feed and stuff as he needed. That was a good thing. 

Should the Government help farmers plan what to produce after the war, or should 
farmers be left to produce what they please? 

No, farmers ought to be free to plan for themselves, I think. 

A somewhat different point of view is expressed by another farmer in 
znswecing the following questions: 

Do you think farmers will make less money if people in the cities don't have jobs? 
Why? 

Sure, because if people in the cities don't eat meat and things, the farmer can't 
sell them. They spend the money they can for food, and if they don't have it 
we don't have a market for it. 

D o you believe that businessmen can provide jobs for everybody after the war 
without help from the Government? 

I doubt if they can do it even with the help of the Government. When everybody 
was out of a job before, the government put them to work on the W P A and that 
helped a little. But there were still some on relief and I think it will be the same 
again. They won't be able to put everybody to work. 

In case a good many workers are out of jobs after the war, do you think the 
Government should provide jobs for them? 

If it's anyways possible. If they are willing to work and are not dead-beats on the job. 
What do you think of the way the Government put people to work during the 
depression ? 

They didn't earn what they got but it was better than the soup line. It made them 
appreciate what they got more. I think they were paid more than was necessary 
in that depression time and for the work they did. But it was a lot of help to the 
poor people and they wouldn't have had anything if it hadn't been done. Some 
didn't deserve it but there are always those in everything, if there is some way of 
getting around work. But taking it all the way around, it was all right. 
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The survey was restricted to farm operators in three areas: the Corn Belt, 
the cotton region of the Southeast, and the Central VaJley of California. 
These three areas represented widely different kinds of farming problems. 
Samples of approximately 300 respondents were interviewed in the Corn 
Belt and in the Southeast and a somewhat smaller number in California. 
Each sample was selected to represent all farm operators in its particular area. 

The findings of this survey followed the outline of objectives drawn up in 
the planning of the study. A partial statement of the summary of the report 
follows: 

Farmers in the Corn Belt, the Southeast, and the Central Valley of California 
commonly expect that there will be widespread unemployment after the war, and 
they believe that the Government ought to provide jobs when business is unable to 
do so. They are not opposed to employing the jobless on public works, but they do 
believe that some of the defects of the pre-war work programs should be corrected. 

Farmers in the Corn Belt and in California are fairly optimistic about income 
prospects for the first two years after the end of the war in Europe, because they 
think foreign demand will sustain their prices; but they expect a depression even
tually. Southeastern farmers more often expect depression to set in immediately 
after the war. 

Farmers in the three areas do not want the Government to discontinue its plan
ning of the farm economy as soon as the war is over. The Southeast particularly 
wishes continued price and production planning in agriculture. 

Because of the unusual interest of this study, a direct report of the findings 
was presented to the Secretary of Agriculture and his staff, and their implica
tions for departmental policy were discussed. The report was then circulated 
in the Interbureau Committee on Post-war Programs for its consideration and 
for integration into the general recommendations for policy with which this 
group was concerned. Subsequently hundreds of copies of the report were 
distributed within the various governmental agencies, to the many field 
offices of the department, to numerous agricultural colleges, research agencies, 
and other interested organizations. 

In order to exploit more fully the educational value of the study, the Office 
of Information of the department rewrote the original report in the form of 
an illustrated pamphlet, of which thousands of copies were issued through 
the state offices of the Extension Service. Special short releases summarizing 
the findings were Issued for the use of rural newspapers throughout the 
country. A discussion of the survey was recorded in Washington, and repro
ductions were made available to the numerous rural radio stations which 
feature programs for farmers. The namral interest of the subject matter of 
the smdy has given the report unusually wide circulation. 
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CONCLUSION 

The Division of Program Surveys is called upon to conduct surveys of the 
kinds mentioned here because the Department of Agriculture and other 
federal agencies feel that efficient administration demands information of this 
kind. Just as business organizations find that market research is necessary to 
their effective operation, government offices also require the services of an 
agency which can systematically report the state and trend of public attitudes 
and information. The usefulness of such reporting in assessing old programs 
and planning new ones is at least as great for government officials as it is for 
business men. Both are responsive to the public wish; both feel the need to 
be informed about it. 
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Chapter XXIII 

TRENDS IN PUBLIC OPINION RESEARCH 

WROE ALDERSON 
Wroe Alderson, Simon, and Sessions. 

THE origins of the pubHc opinion polls go back to the early twentieth 
century. At first the polls were conducted by newspapers and confined to 

their own immediate areas. For a long time they were strictly journalistic in 
conception and objective. A newspaper editor undertook a poll of opinion 
concerning candidates or issues to provide editorial material for his news
paper with a high degree of reader interest. In many instances he was con
sciously or unconsciously motivated by a further desire to Influence the result 
of the election toward the side which he favored. Rival newspapers polling 
their own communities often got opposing results, each claiming meanwhile 
to be using fair and impartial methods. 

Journalistic motivations of public opinion polls continued to be the primary 
consideration when the idea was taken up by national publications. The Farm 
Journal was the pioneer of public opinion polls on a national scale, having 
engaged in polling as early as 1912. 

Thereafter the best known poll operating over a period of years was that 
conducted by the Literary Digest. The final Digest poll was the one in 1936 
which was wrong to such a disastrous extent as to serve as a good spring
board for the new organizations using more scientific polling techniques. 

The three poll-taking organizations which got under way with the 1936 
national election, and have continued to be outstanding since that time, were 
founded by three research men who had all had experience in the use of 
sampling methods. Two had been interested primarily in reactions to con
sumer products, and the other in newspaper reading habits. These men are 
Elmo Roper, Archibald Crossley, and George Gallup. 

There are some sharp differences in points of view both as to what the 
polls are designed to accomplish and as to the best means of achieving these 
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results. They differ on the most fundamental question of all: whether the 
polls should concentrate on measuring public attitudes or whether they 
should accept responsibility for predicting election results. While these objec
tives are necessarily related, emphasis on one or the other makes a great deal 
of difference in the polling techniques and statistical procedures employed. 

Two of the organizations are clearly identified with these opposing views 
concerning the functions of the polls. Roper is concerned solely with measur
ing national sentiment on an issue or a candidate. Thus, in a national presi
dential election, he considers his sample an indivisible national cross section 
and makes no attempt to predict the electoral votes from the analysis of 
returns state by state. 

Crossley has stood for the view that the purpose of the polls is prediction 
and that they should use whatever sampling, interviewing, or statistical tech
niques are necessary in order to forecast the election results. Thus, the Cross-
ley organization typically makes all or most of its interviews in critical or 
doubtful states, generally ignoring, for example, the states of the "solid 
South" where the result is pretty well settled In advarxe. 

The viewpoint of Gallup's organization lies somewhere between these two 
positions. The difficulty this organization has had in choosing between the 
viewpoint of measurement vs. prediction undoubtedly arises partly from the 
fact that the newspaper reader for whom the polls are made does not make 
a clear distinction between these objectives. He assumes that percentages 
reported by a polling organization represent unadjusted percentages showing 
the portions of the electorate adhering to specific attimdes. He also assumes 
that these attitude measurements represent the poll taker's implied prediction 
of the outcome. Because of its greater concern with this problem of presenta
tion, the viewpoint of the Gallup organization may be described as journalistic. 

A brief description of each of these organizations will now be presented, 
emphasing In turn the problems of scientific measurement, scientific predic
tion, and the journalistic presentation of results. This discussion of the three 
leading polling organizations will be followed by a consideration of two 
organizations of quite different character devoted primarily to the improve
ment of polling techniques and the general advancement of public opinion 
research. These latter organizations are the Office of Public Opinion Research 
at Princeton, N. J., and the National Opinion Research Center at Denver, 
Colo. 

THE ROPER POLL AND THE MEASUREMENT OF ATTITUDES 

Roper's first public opinion poll was taken in the spring of 1935 and the 
results were published In the May issue of Fortune. Thus, the Fortune poll 
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may claim a few months' seniority among the three leading public opinion 
polls, although national attention first became focused upon them with the 
election campaign of 1936. 

The principles of scientific sampling adopted by Roper and the other poll 
takers were already well established and had been used successfully in market 
research for some quarter of a century. The fundamental principle is simply 
that a sample must be representative and that the question of size of the 
sample is a secondary consideration. A perfectly representative sample Is one 
which is a perfect model of the total population to be sampled, paralleling the 
larger group in all its principal dimensions and proportions. The national 
sample taken by Roper in 1936 was only 3,500, although the number has since 
been increased to 5,200. Since this was the smallest sample taken by any of the 
three leading pollsters, it represented the most confidence In the validity of 
representative sampling. 

There are two general methods of drawing a representative sample from 
a population. One is to make a purely random selection out of all the members 
of the larger gtoup. The other is to build up the sample as a working model 
of the larger group on the principle of stratification. All of the poll takers chose 
the method of stratification. The reasons for the choice are obvious. In the first 
place, no consolidated list of all persons eligible to vote in the United States 
was available. In the second place, after a sample had been drawn from such 
a complete list, the cost of reaching the Individuals thcough personal inter
views would have been prohibitive. 

The results obtained by the new polling organizations with their small 
national samples was a clear triumph for the principle of representative sam
pling, but it did not necessarily mean that Roper and the other poll takers had 
employed any difficult or exceptionally refined techniques. 

The most elementary approach to representative sampling was enough to 
improve on what the Literary Digest had been doing. The first weakness of 
its procedure was in drawing up its lists from such sources as automobile 
registrations and telephone books. Thus the sample from the very beginning 
was unbalanced from the standpoint of economic status. The fact that ten 
million cards were mailed out to people on these lists made it an impressive 
effort for most readers of the magazine. Unformnately ten million was just 
as poor a sample as ten thousand so long as the procedure contained this fatal 
bias from the start. 

The second weakness was in relying on mailed ballots rather than personal 
interviews. The mailed ballot gives undue emphasis to the element of self-
selection arising from intensity of feeling or other factors which might cause 
one respondent to remrn his ballot while another failed to do so. Because of 
this factor It could easily happen that an embattled minority representing one-
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third of the electorate would account for two-thjrds of the ballots returned. 
This factor of variation in responsiveness is still one of the unsolved prob
lems of polling techniques. Its influence, however, was greatly narrowed in 
one great jump by substituting personal interviews for mailed ballots. 

Roper has had an edge on the other pollsters in measuring the size of the 
popular majority in national elections. This is not due to either size of sample 
or principles of sampling, since all have employed the same general pattern 
in building stratified samples. Roper has possibly used somewhat greater care 
in training and supervising field interviewers. The interviewer must be both 
honest and skilled in selecting individuals in accordance with a sampling 
pattern, or no plan of stratification will work. The chief difficulty in the inter
viewer's selection of respondents in accordance with quotas has to do with 
the economic stams of the family. Roper appears to go further than the other 
organizations in setting up elaborate descriptions of families in its economic 
classifications and in training interviewers to make accurate selections on this 
basis. The difference in this respect is apparently not decisive, since Gallup 
and Crossley have obtained closely similar percentages in each election. 

The most characteristic feature of the Roper technique is the use of the 
attitude scale in interviewing- Under this technique the respondent is pre
sented with four or more statements and asked to indicate which most nearly 
represents his attimde concerning a candidate or an issue. One objective of 
this procedure is to cut down the number who claim to have no opinion 
or who refuse to co-operate altogether. Roper heileves that some people who 
are reluctant to express themselves positively on one side or the other will 
more readily indicate an answer that shows they are leaning in one direction or 
the other. Alternative methods of interviewing will be discussed more fully 
later. 

T H E CROSSLEY POLL AND ELECTION FORECASTS 

The Crossley organization took its first national poll in 1936 after having 
established itself as a pioneer in the measurement of audience reaction to 
radio broadcasts. In his radio surveys and in other marketing studies, Crossley 
has generally held that exact measurement is secondary to prediction or to the 
decisions which are to be taken on the basis of research results. In his public 
opinion polls, he considers the ultimate objective to be prediction of the elec
tion outcome. Thus, In 1940 the Crossley poll covered only 19 states which 
were considered to be the pivotal and were expected to decide the election. His 
forecast of electoral votes in that year deviated from the actual election returns 
by only i .8 percentage points. 

In 1944 the Crossley organization was the only one to attempt to estimate 
the vote of the armed services. His estimates of the serviceman's vote made 
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before the election indicated that it would add 0.8 percentage points on the 
Roosevelt side, varying, of course, from state to state. This is in line with 
Crossley's general conception that he must attempt to measure the acmal turn
out state by state since the votes in the electoral college are determined for 
each state as a whole. 

Because of his emphasis on prediction, Crossley is interested in possible 
discrepancies between the preference indicated in a poll and the way people 
will acmally vote. He was the first to experiment with the secret ballot. Crossley 
abandoned the use of the secret ballot In 1944 and employed four separate 
tests of the degree of voting interest. All these tests fortified his conclusions 
in his final and definite forecast that Roosevelt would be elected. In the first 
test people were asked to name the specific reasons that had led them to their 
choice of a candidate. The character of the reasons represented were held to 
indicate a more positive and deep-seated pro-Roosevelt sentiment than pro-
Dewey sentiment. 

A second method was to ask people in September and again in October how 
sure they were that they would not change their minds before election. The 
answers showed a greater increase in certainty among those who were going to 
vote for Roosevelt as against those who were going to vote for Dewey. A third 
check was to ask respondents how long ago they had made up their minds and 
to analyze the results by decision periods. Among those whose decisions had 
stood for the longest period of time, 52 per cent were on the Roosevelt side. 

The fourth test was a special attempt to measure the degree of voting 
interest, or, stated in reverse, the degree of apathy which might keep either 
Roosevelt supporters or Dewey supporters away from the polls. This test 
began with a study of qualified voters, who were asked about their period of 
residence at their present locations and comparing the answers with voting 
regulations. By this and other tests, those who would not be eligible to vote 
were weeded out. Interviewers then went back to the eligible group and asked 
them a series of questions designed to reveal the likelihood of their actually 
voting. This test showed a somewhat greater determination to vote among 
qualified voters who said that they favored Roosevelt. This kind of precaution 
appears essential for an organization which undertakes to predict the election 
results. These methods no doubt accounted for the relatively high degree of 
accuracy in Crossley's state-by-state predictions. 

The Crossley organization was closer to the acmal result than any other 
major forecast of the election. In his final prediction Crossley underestimated 
Roosevelt electors by 78; Gallup, by 140. Roper made no prediction on the 
electoral vote. 

Other attempts to forecast the election outcome did not rely primarily on 
public opinion polls. Newsweek magazine used a panel of i r8 political writers. 
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The consensus of this group forecast a Roosevelt victory, but with a greater 
error in the state score than either Crossley or Roper. Another forecaster, using 
recent election trends state by state, forecast the outcome in 1944, but not so 
accurately as Crossley. Thus, the measurement of public opinion through the 
polling technique seems to be established as the most dependable foundation 
for successful prediction. There may be some comfort in this fact with respect 
to our somewhat faulty electoral machinery. Apparently the winning candidate 
is usually the one that the majority of citizens favor despite the failure of many 
to vote and despite the paradoxical results that theoretically can emerge from 
the electoral college system. 

THE GALLUP POLL AND ITS JOURNALISTIC PRESENTATION 

Gallup set up his polling organization in the latter part of 1935 and 
achieved national fame in the presidential campaign of 1936. The Gallup poll 
in that year used a sample of 40,000 and forecast the popular vote with an 
error of 6 per cent as compared with 19 per cent for the Literary Digest and 
I per cent for Roper. The Gallup poll was neither the first of the modern 
polls nor the one to make the most striking demonstration of the use of small 
samples. Since its founding it has not been the most accurate in measuring 
the popular vote nor the most successful in predicting the electoral results. 
What, then, has made the name of Gallup the universally accepted symbol for 
the public opinion polls? The answer lies to a large extent in the arts of 
journalistic presentation of the results. The problem of presentation will be 
emphasized in discussing the Gallup poll, but without any intention of mini
mizing the continuing contribution of Gallup and his organization to the 
art and science of public opinion research. 

The arts of public presentation as practiced by Gallup start with a good 
journalistic sense of what will interest the mass of people and what they can 
understand. Gallup's statements have usually been models of simple and lucid 
expression. Simplicity in technical matters must always be achieved at some 
cost in the suppression of significant detail. While there may be other reasons 
for preferring questions that require simple yes or no answers, it is certainly 
easier to present the results to a newspaper audience than to interpret the 
outcome of the more elaborate multiple-choice and open types of questions. 

Another aspect of this journalistic viewpoint, which has already been men
tioned, is the fact that Gallup does not, hke Roper or Crossley, take a clear-
cut position in the direction of either measurement or forecasting. In general 
approach the Gallup organization appears to emphasize the aim of measuring 
public opinion. At the same time, there is a realization that the public expects 
accurate forecasting and that the continued prestige of the polls rests largely 
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on their success in this direction. As a scientist, Gallup knows that his poll 
could sometime he wrong under the laws of statistical probability. As a jour
nalist he feels that he must always be right in the minds of his readers. This 
journalistic requirement has led to two unfortunate practices. One is an extreme 
form of hedging in final forecasts, the other is making specious claims of 
accuracy following elections. 

The final forecast of the Gallup poll is usually so hedged that all the pre
ceding field work and analysis seem futile. The accuracy claims are overstated 
and not warranted by the facts. 

For instance, following the 1944 election, the American Instimte of Public 
Opinion claimed it had forecast 446 Roosevelt electors, as against 432 elected. 
Far from indicating such a landslide, Gallup's prediction led the reader to 
believe a Dewey victory a distinct possibility. The total of 446 votes includes 
not only the states Gallup had predicted as definite and leaning toward Roose
velt, but also 154 votes defined as leaning toward Dewey. The only way one 
could obtain the prediction Gallup's post-mortem claimed was to disregard the 
interpretive text of the last poll, and to shift the votes leaning toward Dewey 
to Roosevelt on the ground that the Gallup poll always had imderestimated 
the Democratic vote! 

On the other hand, Gallup has a keen understanding of the problem of 
public presentation and has accomplished much in establishing general accept
ance and maintaining the prestige of the public opinion polls as a whole. His 
foresight and generosity with respect to such nonprofit organizations as the 
Office of Public Opinion Research is to be commended. 

Recently Gallup has announced a radical change in sampling techniques 
which he says will increase the validity of the poll results. Acmally what 
he is talking about is dropping the principle of stratification and going over 
to a form of random sampling—the "area sample" developed by the Census 
Bureau and discussed in Chapter XX. There is some question of whether the 
time is ripe for the complete adoption of the census method by the poll takes, 
since they customarily use much smaller samples than are used by the Census 
Bureau. 

PUBLIC OPINION RESEARCH AND SOCIAL PSYCHOLOGY 

There are two permanent agencies exercising functions of criticism and 
review of public opinion polls, both operating under foundation grants. The 
Office of Public Opinion Research began In 1940 and the National Opinion 
Research Center In 1941. Both are concerned with advancing the science of 
public opinion research. There is a good deal of overlapping in their activities. 
At the same time, there is a real dlff̂ erence in their major emphasis, with the 
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Office of Public Opinion Researcli representing primarily the viewpoint of 
social psychology and the National Opinion Research Center that of political 

• science. The first organization is concerned with the formation and strucmre 
of public opinion, while the second appears more vitally interested in the rela
tion between public opinion and the procedures by which actual political deci
sions are taken. These two aspects of opinion research as a branch of social 
science will be emphasized in describing the work of these two organizations. 

The Office of Public Opinion Research at Princeton was established through 
the initiative of Gallup and is headed by Hadiey Cantril, professor of social 
psychology in Princeton University. Cantril has worked intensively on the 
psychological problems of question wording, on sources of hidden bias in 
opinion research, and on psychological and social factors influencing the 
formation of opinion. 

He has made a great variety of experiments with the three principal types 
of questions which have been used by the polling organizations. These three 
types are known as the free or open question; the yes and no, or dichotomous, 
question; and the multiple-choice, or cafeteria, question. The open question is 
one in which respondents are given an opportunity to say what they think on 
an issue, putting it in their own words rather than merely choosing between 
suggested answers. The dichotomous question is one that asks the respondent 
to register a definite preference on a stated issue or between two principal 
candidates. One example is the poll in which people were asked whether they 
expected to vote for the Democratic or Republican candidates. The multiple-
choice question is one which presents several possible answers in an attempt to 
obtain a graded response. One type of multiple-choice question sets forth a 
series of statements and asks the respondent to indicate which one most nearly 
indicates his attitude. The application of this method is most obvious in meas
uring opinion on issues, since individuals may be for or against a proposal with 
reservations rather than taking an unqualified stand on one side or the other. 
This method has also been used in polls on candidates, giving the respondent 
a chance to indicate not only his choice but the intensity of his feeling on the 
side of his choice. 

Aside from the type of question, Cantril has been concerned with the influ
ence of words which have acquired emotional significance with respect to a 
public issue, and hence should be avoided in polling questions. The inclusion 
of a word that suggests disapproval of a given position will cut down the 
percentage expressing that opinion as their own. Similarly, a word suggesting 
approval will attract the votes of respondents who would otherwise express 
no opinion or who are weak in their convictions. 

Cantril reaches several general conclusions on the general problem of 
question wording. The first is that people whose opinions are strongly held 
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and have been worked out in detail are not readily influenced by the form of 
question. A large percentage of respondents do not fall in this classification, 
so that the objective wording of questions is an essential part of polling tech
niques. As to the three general types of questions, it is not correct to say that 
one is superior to the others, since there are special spheres of usefulness for 
each type. The open question has great value in exploration, Its use is indicated 
when a public issue has not yet been sharply drawn or when the poll takers 
are not sure of the way in which the issue has been formulated in the public 
mind. Open questions have made great contributions in market research, fre
quently enabling the researcher to discover aspects of demand which he would 
not have been able to foresee and to cover In the form of precise questions. It 
has similar advantages in some matters of public opinion. 

The dichotomous question has special application in just the reverse type of 
situation, where the issue is already sharply drawn as between the two major 
candidates in a presidential election. It has the great advantage of simplicity 
both in obtaining information from the respondent and in tabulating and pre
senting the results. The method has been criticized on the ground that it may 
result in too large a percentage who refuse to answer or who state that they 
have no opinion. 

The multiple-choice type of question was devised largely to cut down the 
size of these two categories. Roper has been one of the principal proponents of 
this type of question and, judged by the accuracy of his results, it has worked 
well for him. Others feel that in less skillful hands the cafeteria question has 
serious drawbacks. First is the logical difficulty sometimes encountered in 
establishing clear-cut alternatives which are mutually exclusive and yet cover 
all the possibilities. Another is the danger of confusing or irritating the respon
dent so that the results, even though easily tabulated, may not be reliable. 

Other variations in interviewing method include the so-called split ballot, 
in which the same question is asked in two different ways with separate 
groups of respondents. This method appears to be nothing more than telescop
ing a testing procedure that might have taken place over a time interval. What
ever method is used, pretesting is generally accepted and regularly employed 
by all the principal polling organizations. Much work remains to be done in 
improving the several methods of interviewing as tools of research and using 
them skillfully in appropriate polling situations. 

One of the most useful lines of research pursued by the Office of Public 
Opinion Research is its endeavor to evaluate the various sources of hidden bias 
which may distort measurements of public opinion. The great and continuing 
hazard of all forms of social research is that they depend upon the co-operation 
of the people who are being studied. In public opinion research co-operation 
is sought in answering questions and in making true statements of opinions. 
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The division of those who are approached in a public opinion poll into 
cooperators and non-cooperators presents an intriguing puzzle at the very 
start. It is impossible to determine precisely how representative is the opinion 
of those who cooperate, since forming this judgment necessitates knowing the 
opinion of the non-cooperators who refuse to give it. Cantril dismisses this 
difficulty rather too easily when he says that a series of tests show only 1 4 
per cent refusing cooperation. There is no assurance against the possibility of 
the 1 4 per cent mostly running in one direction. This degree of non-coopera
tion could easily upset the results where the measured difference was only 3 
or 4 per cent as it usually is in national presidential elections. There is the fur
ther danger that rebuffs may react on interviewers so as to make them avoid 
the type of neighborhoods or the type of people from whom they come to 
expect refusals. In a given instance it might mrn out that the percentage of 
refusals was much higher than the stated figure of 1 4 per cent. If it runs too 
high it may indicate that something is wrong with either the interviewer or the 
question. A precaution, particularly in the testing of a new question, is to have 
interviewers report the number who refuse to co-operate and possibly to state 
whether refusal was connected in any way with the nature of the inquiry, or 
whether it was a more casual reason such as being too bu.sy to talk. More work 
needs to be done in evaluating the possible influence of non-cooperation. A 
possible method of study which is not reported by Cantril would be that of 
compiling a list of people whose opinions were known through other channels 
and then having interviewers attempt to secure their co-operation in stating 
their opinions. 

Cantril has reached more definite conclusions in studying distortions that 
arise in relationship between interviewers and co-operating respondents. 
Experiment with secret ballots as compared with oral interviews have shown 
that respondents are not always frank in stating their opinions. An unpopular 
opinion or one that reflects in any way upon the prestige of the respondent 
often gets a higher rating in the secret ballot than in oral replies. 

Cantril divides the problem of distortion into the two phases of bias and 
rapport. He uses the word "bias" to designate distortion arising from strongly 
held opinions on the part of the interviewer. The influence of the interviewer's 
opinions does not appear to be reduced correspondingly by the amount of 
experience which the interviewer has had. The principal remedy so far availa
ble seems to be that of maintaining a balance of viewpoints within the staff 
of interviewers. Thus Gallup uses approximately the same number of 
Republican and Democratic interviewers. Rapport is not a matter of the 
interviewer's opinions but of bonds of sympathy and feelings of Hke-minded-
ness between the interviewer and the respondent. Negro interviewers obtain 
what appear to be more plausible answers than do white interviewers in deal-
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ing with Negro respondents on questions of race relations. Similar distortions 
may occur where interviewer and respondent are of different socioeconomic 
status. 

One interesting result obtained by Cantril is the apparent increase in the 
influence of the interviewer's opinion as the size of town decreases. The 
practical conclusions that he draws from these results are questionable, 
involving some inconsistency In his conceptions of bias and rapport. He sug
gests sending interviewers from near-by cities to talk to people in rural areas 
to eliminate the likelihood that the interviewer through personal acquaintance 
in the community would approach chiefly people who held the same opinion 
as himself. As a matter of fact, a great proportion of interviews in rural areas 
are made by interviewers working out of larger places. Thus the observed dis
tortion may result from lack of rapport and an unwillingness to speak frankly 
to a stranger or a tendency to say whatever seems acceptable to the interviewer 
in order to terminate the discussion. Bias and rapport along with the problem 
of non-cooperation need further study in order to achieve greater precision 
in polling procedures. 

A third field in which the Office of Public Opinion Research has made an 
outstanding contribution Is in Its findings concerning the major determinants 
of public opinion. The factors considered include age, sex, race, nationality, 
information, education, and social-economic status. Cantril finds no significant 
difference in the opinions of the well informed and the poorly informed if 
education and social-economic factors are held constant. The opinions of both 
informed and uninformed are affected in the same direction by the trend of 
events. 

Education is most Influential with respect to opinions involving estimates of 
quantitative relationships or insight into the possible implications or con
sequences of an event. The well-educated are also more likely to stand solidly 
together where opinion involves common values or standards of judgment 
which are inculcated In the educational system. On Issues involving proposals 
for action or immediate political decisions, Cantril concludes that economic 
status is decidedly the most important factor in determining opinion. Educa
tion and information are effective chiefly in enabling the groups at the higher 
economic levels to have a clearer conception of where their self-interest lies. 
Individuals who are able to Interpret the trend of events or legislative pro
posals in terms of self-interest will mainly be found on the side on which they 
think their interest lies. It seems likely that this tendency extends through 
all economic levels, limited only by capacity for interpretation. It is also 
probable, although not pointed out by Cantril, that people who do not trust 
their own analysis of the issues will usually take their cues from someone who 
has a definite opinion. This may work in either a positive or a negative direc-
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tion. An individual of this type nlay line up with someone with similar inter
ests whose judgment he tmsts or whose favor he is seeking. By contrast, he 
may line up against someone whose interests are felt to be antagonistic, assum
ing that he can safely oppose what such an individual favors. Thus it appears 
consistent with Cantril's general findings to assume that the structure of public 
opinion is largely determined either by direct awareness of self-interest or 
indirectly by the reactions of others to those with fixed judgments as to where 
their interests lie. If these findings can be taken as providing a fundamental 
picture of the formation and strucmre of public opinion, they constitute a basic 
starting point in foreseeing the fumre development and enhanced social use
fulness of the polls. Cantril states this central issue as follows in contrasting 
the general views of the lower and upper economic groups: 

The opinions of the poor group can be generally described as a desire for growth 
through change in the social structure; the opinions of the upper group as a desire 
for growth without change in the social structure. 

PUBLIC OPINION RESEARCH AND POLITICAL SCIENCE 

The National Opinion Research Center, founded in 1941 under a grant 
from the Field Foundation, is similar to the Office of Public Opinion Research 
in the general scope of its activities. A close working relationship is maintained 
in part by the fact that Cantril of the Princeton organization is on the Board 
of Trustees of the National Opinion Research Center. However, the latter 
organization apparently represents the viewpoint of political science rather 
than that of social psychology. 

One of the stated purposes of the Opinion Research Center is to maintain 
a nation-wide staff of interviewers who are available to undertake opinion 
surveys by various government agencies. Such work has been done for the 
Office of War Information, the Ofiice of Price Administration, the War Pro
duction Board, and state and local government units as well as other federal 
agencies. Many studies made by the Research Center also reflect a primary 
interest in the operation of democratic political machinery and what the polls 
can contribute toward improvement. One smdy deals with the nonvoter and 
the special character of his social attitudes and political opinions. Another 
analyzes the extent and direction of the influence exerted by the Political Action 
Committee of the C.I.O. A third undertakes to evaluate public attitudes toward 
politics as a field of activity and toward the quality of individuals operating 
as professional politicians. 

In all these studies the National Opinion Research Center would appear to 
be more concerned with the harnessing of public opinion for effective demo-
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cratic government than with the problems of social psychology underlying the 
formation of public opinion and its measurement. The study of the nonvoter 
shows striking and significant dlfi^erences in relation to economic level. The 
percentage not taking the trouble to go to the polls increases steadily as income 
decreases. There is reason to believe that this simation may have been changed 
considerably by the drive of such groups as the Political Action Committee 
to get voters to the polls, Calvin Schmid of the University of Washington 
made a similar check on voting in Seattle, where labor has long been highly 
organized. He did not find any significant differences in the percentage of 
eligible persons voting at each economic level. 

A general conclusion to be drawn from the study by the Denver organiza
tion is that next to income the most important influence is the individual's 
attitude toward the way in which public affairs are conducted. Those who in 
general have confidence in politicians and government officials, or who feel 
that their interests are being properly safeguarded, are the ones who fail to 
vote. On the other hand, minority groups who are less confident on these points 
are more inclined to vote when given the oppormnity. People of Jewish faith 
rank high in the percentage going to the polls, with Catholics next. The per
centage of Negro voters Is low, but this is largely due to disfranchisement in 
the South. 

Harry Field, the director of the National Opinion Research Center, con
cludes that nonvoters as a group are more opposed to change than voters. 
When questioned on such points, they react more sharply to any criticism 
of the American form of government and generally oppose any change tn the 
Constimtlon. Nonvoters are more Isolationist in their views on world prob
lems. More nonvoters than voters are without opinions on the Issues of 
the day. In summary, it appears that nonvoters generally uphold the status quo, 
appear confident that in general a conservative viewpoint is held by those who 
are running the government, and see no reason why they should take the 
trouble to study the issues or go to the polls as long as this Is the case. 

The effort of the National Opinion Research Center to evaluate the Influence 
of the Political Action Committee of the C.l.O. raises some interesting points, 
but can hardly be judged to have reached reliable conclusions. In a nation
wide poll completed just before the 1 9 4 4 election, every person who said he 
was more likely to vote for Roosevelt because of the support of the Political 
Action Committee was offset by eleven who said they were less likely (0 vote 
for him as a result of this support. There can be little question that political 
activity often consolidates opinion on the opposite side as well as attracting 
votes to the side that is favored. A campaign speech by a presidental candidate 
can alienate as well as attract voters if It is excessively partisan or injudicious. 
Field seems to infer, however, that the Political Action Committee was a 
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liability rather than an asset to the Roosevelt campaign, a conclusion scarcely 
justified on the evidence. It is likely that the majority of the people expressing 
disapproval of C.I.O. support had no intention of voting for Roosevelt any
way. The Political Action Committee was not particularly endeavoring to 
influence opinion, but devoting itself chiefly to the task of getting to the polls 
people who shared its opinions. If its activities were not all net gain for 
Roosevelt, the offset was probably in the form of voters of opposing views 
who were moved to go to the polls through the publicity given to the C.I.O, 
activities. 

The survey on public attitudes toward politics and politicians indicates a 
general feeling that politics is not an attractive or even an honorable calling. 
Only two out of every ten Americans would like to see their sons embark 
upon a political career, and seven would be definitely opposed. Opposition 
runs highest among people with college educations, people In the upper 
income level, and members of professional, business, and white-collar groups. 
A majority think that it is almost impossible for a man to stay honest if he 
goes into politics. An even larger proportion are dissatisfied with the way 
in which most officeholders are doing their jobs. In all these studies of non-
voters, of political action groups, and of politics as a profession, there is the 
common objective of bringing about improvement in political processes. The 
National Opinion Research Center has established a distinctive position for 
itself in this direction, along with its activities of taking polls on public 
issues and having some share In the continuous Improvement of techniques 
for public opinion research. 

How A P u B u c OPINION SURVEY Is MADE 

The best way of illustrating how all the factors in a public opinion survey 
are fitted together Is to take one poll on a given subject and trace it through 
from beginning to end. For this purpose a public opinion poll made by the 
National Opinion Research Center has been selected. This poll attempted 
to measure on a national scale the opinions of the American public with 
respect to world organization. 

The questionnaire. The National Opinion Research Center selects the sub
jects for its polls through consultation with its Board of Trustees and other 
experts in the field. The present subject was chosen for a major project during 
1943 because of the great amount of public interest and discussion current 
at that time. The immediate stimulus seems to have been the Fulbrlght reso
lution which had been passed by an overwhelming majority of the House. 
That broad expression of national policy and intention read as follows: 
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That the Congress hereby expresses itself as favoring the creation of appropriate 
international machinery with power adequate to establish and maintain a just and 
lasting peace among the nations of the world, and as favoring participation by the 
United States therein through its constitutional processes. 

When the subject had been decided upon, members of the staff of the 
National Opinion Research Center collaborated in drawing up a question
naire. Each question was carefully pretested with various types of respon
dents. Since the type of question chosen was of the relatively simple dichot
omous type, the main purpose of pretesting was to secure clarity of wording. 
An effort was made to eliminate all possibihty of ambiguous interpreta
tion and arrive at questions that could be understood by respondents every
where and which were neutral enough to reflect all shades of opinion accu
rately. 

The field work. Detailed instructions for interviewing were prepared with 
the aim of ensuring uniform interviewing procedure. The Center has a staff 
of two hundred trained interviewers throughout the country and generally 
sends a quota of interviews to every member of this field organization. Along 
with the instructions and the interview forms, each interviewer receives a 
quota sheet specifying the controls he is to use in selecting his respondents. 

In the present instance interviewers were instructed to cover people twenty-
one years of age and over and to distribute them according to a certain pat
tern by sex, age, economic level, and geographical location. The geographical 
distribution started with a proportionate allocation to each of the nine census 
divisions of the country, with further controls by size of city, and by farmers 
and nonfarmers in rural areas. The distribution by age and sex took account 
of the changes brought about by young men being pulled out of their home 
communities for military service. Thus, instead of the sex ratio of approxi
mately fifty-fifty as shown for persons twenty-one years and over in the 1940 
Census, estimates were made concerning the present population, -which 

resulted in 52.9 per cent of the Interviews being made with women. Similarly 
the age distribution for 1943 was estimated so that 53.4 per cent of the 
Interviews were made with persons forty and over, a higher proportion than 
In the normal civilian population. Negro respondents were included accord
ing to their relative positions in the population in each census division and 
according to the urban, rural, nonfarm, and farm classifications in each level. 

Economic status was designated in terms of four standards-of-livlng cate
gories. The two upper groups are thrown together for purposes of tabulation 
so that three separate figures are reported in the findings. This division by 
economic status amounts roughly to classifying the total population Into an 
upper quarter, a middle half, and a lower quarter. These economic status 
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classifications are identified in the field largely by observation of comforts or 
luxuries present in the home. 

In this survey the National Opinion Research Center used 2,448 inter
views. This number would be sufficient 997 times In 1,000 to keep the error 
in the results within limits of 3 per cent on questions that divide evenly. The 
number is high enough to provide a somewhat lower, but still satisfactory, 
degree of accuracy on questions showing a preponderant majority in one 
direction. 

Analysis of results. The material received was subject to machine tabula
tion. Each Item of Information on a questionnaire was translated into a code 
number and all the information then transferred to punched cards, one card 
for each questionnaire. The cards were then put through the mechanical 
sorter a number of times. Counts were secured showing the division of 
opinion, not only for the sample as a whole but for each of the population 
subgroups, such as male and female, youth and age, poor and prosperous, 
farmers and city people, and variations in educational attainment from grade 
school only to college graduates. The division of opinion along each of these 
lines of variation in the population were then expressed as percentages as the 
easiest form for reporting the results. 

Results. The first question asked was "If a union of nations is formed 
after the war, do you think it would be a good idea or a bad idea for the 
United States to join it?" This question had been asked on three previous 
occasions reaching back over a period of years, the first poll having been 
made In September, 1942. The percentage liking the idea of a union of 
nations steadily increased over the period and the final figure was 81 per cent. 

Other questions were asked in the poll of September, 1943, to measure atti
tudes on somewhat more specific proposals related to the general proposition. 
First was the question " D o you think a union of nations would have the best 
chance of working if all countries were members, or if just some of the coun
tries were members?" Here the response showed 83 per cent feeling that all 
countries should be members, or approximately the same result as on the main 
question. However, the next point shows a sharp change. Respondents were 
asked "After the war do you think Germany, Italy, and Japan should be mem
bers of the union?" Only 54 per cent said "yes." People often back down 
when confronted with the specific implications of their general opinions. 

Another section of the questionnaire dealt with the powers that might be 
given to a world union. Replying to a series of questions, 

69 per cent said that International disputes should be settled by the organization 
of nations rather than solely by the parties to the dispute; 

76 per cent favored giving the union of nations authority to make laws concern
ing international problems; 
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and of those who favored this legislative authority, 68 per cent favored an interna
tional police force to make all nations obey the laws. 

Questions on the control of armaments again reveal inconsistencies in pub
lic attitudes. Respondents were asked whether the union of nations should 
decided how big the armed forces of each country should be. Replies in the 
affirmative constituted 77 per cent. A somewhat smaller group, or 70 per 
cent, were wiliing to have this control applied to the United States. Almost 
completely counter to these expressions was the fact that 89 per cent 
thought it would be necessary for the United States to maintain a larger 
army, navy, and air force than before the war. By contrast, only 22 per cent 
felt that every nation should be permitted to decide for itself how large its 
armaments should be in the postwar period. 

This poll on world organization asked many other questions on such sub
jects as regulation of trade, prevention of wars, other functions of the world 
union, and the willingness of Americans to make specific sacrifices for the 
sake of a world union. Enough of the results have been summarized, however, 
to illustrate a fundamental principle: logical inconsistency is an inherent 
characteristic of public opinion, or of nearly any individual's opinions, foe 
that matter. Socrates demonstrated long ago that the average human being 
seldom examines the relationships of beliefs he might hold in separate fields 
or to face the consequences of a particular belief with respect to proposed 
art ion. 

THE OUTLOOK FOR THE PUBLIC OPINION POLLS 

In this final section an attempt will be made to point out some of the hazards 
affecting the future of the public opinion polls and to evaluate the opportuni
ties for further constructive development. The discussion of the hazards can 
be crystallized by reference to the Congressional hearings on the American 
Institute of Public Opinion. The very fact that the hearing should have been 
conducted dramatizes the ultimate threat of public regulation. It is the sub
ject matter of the investigation rather than its implications that will be ex
amined here. 

The committee was principally concerned with any evidence of intention to 
Influence the election results by distorting the poll results. The committee of 
technical experts which reviewed the evidence commented primarily on three 
aspects of Gallup's operation: sampling methods, adjustments made In field 
remrns, and the publication policy of the Institute. 

The question of whether the manipulation of poll figures can Influence 
the results of the election is tied up with the theoretical question of whether 
there Is a bandwagon vote. In other words. Is there an important segment of 
the electorate which is Influenced to vote by the apparent trend of public 



3o6 H O W T O C O N D U C T C O N S U M E R A N D O P I N I O N R E S E A R C H 

preference? Gallup contended that there is nothing to the theory. By way of 
proof he said that he had never found any evidence of it in his poll results. He 
further stated that if that were the case the candidate who received the majority 
preference in the first poll would improve his position throughout the cam
paign. Actually the poll results show many exceptions to such a tendency. 

Certainly the bandwagon factor could never cause any president to be 
elected by a unanimous vote. However, it would need to influence only i or 2 
per cent of the electorate to swing the election if the candidates were only 
three or four percentage points apart. Also Gallup's theory of how the band
wagon vote would operate if there were such a vote is subject to some refine
ment. He states that it could only help the candidate in the lead. Might it not 
work the other way if the first ballot showed that a candidate had a chance 
when his supporters had been inclined to believe that his candidacy was hope
less? 

That is apparently the type of situation which the committee had in mind 
in calling Gallup to testify. The two-point reduction applied to a succession 
of the poll reports in the fall of 1944 made it appear that the outcome was a 
tossup between Dewey and Roosevelt. That might have offered sufficient 
encoun^gement to Dewey supporters to account for the Dcwcy trend which 
was reported. The trend amounted to only two points, and half of that, accord
ing to the technical committee, was accounted for by changes in method of 
tabulation during the course of the campaign. 

A main point of criticism by the technical committee concerned sampling 
methods. This must have seemed like lese majeste to the Gallup organization, 
since they had so successfully identified themselves in the popular mind with 
the whole idea of scientific sampling. The committee pointed out the weak
nesses of the system of quota control used by Gallup and the other poll takers 
and suggested by implication that the system of area control recently developed 
by the Census Bureau should be adopted. 

The last word has not yet been said on the relative merits of these two 
systems of sampling control. 

Accuracy of the poll results is already high enough that the greatly Increased 
cost of the larger sample would scarcely be justified. There are many other 
factors in the possible improvement of the polls both as measurement and as 
prediction. Progress in those lines should be sought concurrently with such 
improvement in sampling as is consistent with the budgets normally available 
for marketing and public opinion research. 

The criticism of the adjustments made in the actual polling figures seems to 
have greater validity. The technical experts point out that prediction of turn
out is as difficult as the measurement of political attitudes itself. Hence, It is 
hardly to be dismissed by such an arbitrary procedure as the two-point deduc-
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tion from the Roosevelt returns carried through the campaign up until the last 
ballot. The use of this figure as a flat correction state by state also is criticized. 
One possibility which might at least have been considered was that of apply
ing a smaller correction in the states where the margin was close and which 
might have a better than average mrnout for that very reason. The apparent 
showing in these sharply divided states would be most affected by the arbitrary 
adjustment and a number of them were shifted thereby from the Roosevelt to 
the Dewey column. Remrning to the discussion of the bandwagon theory, it 
might be possible to influence the election as a whole by giving Dewey a 
specious lead in doubtful states and thus stirring up greater activity for him 
at these crucial points. 

Finally the technical experts criticized the publication policy, which resulted 
in presenting the adjusted figures without adequate safeguard against creat
ing the impression that these were the actual polling results. This point has 
been covered in the earher discussion of Gallup's reluctance to make a clear 
choice between the viewpoints of measurement and of prediction. As to an 
improvement over present practice the technical committee suggests that each 
release might contain a statement that various adjustments had been made in 
the figures and that a technical bulletin could be obtained on request explain
ing all the adjustments. 

Speaking from the viewpoint of market research and the other aspects of 
social science which have a stake in the integrity of the polls, what is believed 
to be a much better suggestion is offered here. That is that the actual polling 
results be presented without adjustment in each release and that they be 
clearly labeled as representing only an attempt to measure the attitudes of a 
representative cross section. Then when Gallup chooses to make a personal 
prediction, whether it is done only near the end of the campaign or several 
times during its course, let him explain that he has introduced other weights 
to allow as best he may for factors other than expressed attitudes. This would 
appear to be the best way of reconciling the conflicting requirements of 
measurement and prediction, recognizing the difficulty of getting the average 
reader to distinguish clearly between the two. This procedure might greatly 
increase the journalistic interest in the polls, particularly if Gallup would 
issue a good-natured challenge to his readers to outguess him, and offered to 
send them the additional data he used in his own forecast if they wished to 
make a serious attempt. 

As to the constructive fumre of the polls, the possibility that a bandwagon 
factor may exist should not be considered as a fatal blow. It should be possible 
to defend that feature frankly if the material is collected as scientifically as 
possible and presented fairly. The individual is entitled to whatever informa
tion is available in making up his mind. If he is one of those who believe that 
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the majority is likely to be right, then he is entitled to know how most of his 
fellows are going to vote if he has any way of finding out. A worker still has 
a right to ask his boss how he Is going to vote even though the right of the 
boss to tell him without solicitation has now been limited by law. A wife can 
and typically does ask her husband how he is going to vote. The bandwagon 
factor apparently works quite effectively in the small universe to judge by the 
small number of cases in which husband and wife vote differently. 

There is no grave danger in the small weight that may be carried nationally 
by the bandwagon vote, remembering that under our system electoral votes are 
determined state by state. There are plenty of people with sufficient stake in 
the local outcome to put up a good fight regardless of the national forecasts. 
Certainly good practice by the poll takers should avoid every suspicion that 
they are trying to create a spurious bandwagon influence in doubtful states 
by manipulating poll results. Otherwise there is nothing particularly objec
tionable to having the majority of people still expressing the same opinion at 
the end of the campaign as at the beginning, provided the indicated choice at 
the beginning was as scientifically accurate as possible. Nothing objectionable 
except making it painfully clear, as many already suspected anyway, that the 
influence of the campaign upon the result is usually negligible. 

One man who should be very much interested in a correct estimate of 
majority opinion is the individual legislator or public official. Under our 
democratic system it Is presumed that he represents the will of the people. He 
may sometimes feel that in his superior knowledge of the issue he is justified 
in going against public opinion. Nevertheless, it is well for him to know what 
it is. With an authentic public opinion poll before him he need not be so 
jumpy every time some minority pressure group threatens to throw him out 
of office if he refuses to do Its will. 

To accomplish this type of social benefit the local activities in public opinion 
polls need to be greatly increased. Thus the polls may come back to the local 
newspapers who started them years ago. The Philadelphia Evening Bulletin 

has recently established such a local polling operation and has already demon
strated that constructive results can be obtained. During the summer of 1944 
the city of Philadelphia suffered a streetcar strike because of the upgrading of 
Negro employees. A poll conducted by the Bulletin showed that a majority of 
the citizens favored the cause of the Negro worker. There is good reason to 
believe that the publication of this result helped to relieve racial tension by 
moderating the Negroes' feeling of constituting a persecuted minority. 

Many civic bodies in Philadelphia have also found the polls helpful. Some 
have been agreeably surprised at the strength of the support for a worthy 
project. Others, who may be equally sincere In advocating less popular 
measures, are helped by getting a more realistic appraisal of the size of the 
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job ahead of them. Retailers have profited from some of the polls taken on the 
degree of interest in certain holidays and on other matters. 

At its best the public opinion poll completes the flow of two-way com
munication between the people and their leaders. The public official can speak 
to the people through the press or over the radio. The polls give the people 
the oppormnity to talk back in clear and unmistakable terms. The ultimate 
ideal is to have them so well organized locally as to form a channel of discus
sion which can substitute effectively for the old-fashioned town meeting. 

As a final speculation one might consider the possibility of having a news
paper's editorial page reflect only the majority opinion of its readers. The 
foundation of this approach would be a continuous polling operation. Lead
ing citizens or national authorities might then be asked to write editorials 
presenting the arguments for the majority opinion. Key facts or statistics use
ful to people in considering the issue might also be presented from time to 
time. Whatever the course the local development takes, it is certain that it will 
expand and will greatly strengthen a contribution to social research that is 
already so well established on the national scale. 
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