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PREFACE

Since 1929, when Business Reports, Investigation and Presenta-
tion was originally published, business and industry have con-
tinued to lay emphasis upon the value of a person’s being able to
express himself effectively in writing. In addition, thcy have
doubled and redoubled their research, which has meant a huge
increase in the preparation of research reports.

Before 1929, only a relatively few progressive companies used
research and reports to effect economies, except in the field of
production; today, large numbers of firms and many different
branches of business are accepting the research idea and using #
extensively. As a result, skill in report writing is now a more
valuable instrument to those engaged in business than it was in
1929, and training in research technique and in the writing of
reports is, likewise, more important to students of commerce
than formerly.

Although written reports have long been instruments of busi-
ness, only in recent years has marked progress been made in
providing adequate training in the writing of this specialized
type of exposition. The progress has come about through the
demand of business for graduates better trained in forms of
business wriling, and in increasing numbers from schools,
which recognize that students more quickly gain facility in
writing when provision is made for them to write on subjects in
their own fields of interest and when they are encouraged to do
practical types of writing. In other words, acquiring skill in
writing is largely a matter of plenty of practice growing out of
proper motivation.

The importance of the report as a vehicle for writing is in the
careful organization and clear and forceful presentation of a
subject in which the writer has a definite interest. Report
writing offers a natural combination of straight thinking and
straight writing. It offers, in contrast with vague term papers,
renewed interest in the library and definiteness of aim.

v



vi PREFACE

The principles and the procedure of report writing and of
research technique in business outlined in this book remain
fundamentally the same as those in the original text. Changes
made in them are due to their application in specific fields, such as
accountancy, marketing, etc. Changes are more in vocabulary
than in fact.

Business Reports, like the original text, is designed to guide the
report writer—experienced businessman, young businessman, ot
student—step by step through the various processes of investiga-
tion and presentation—plan, collect data, organize data, ete.—
of a business problem and its solution. It attempts to anticipate
the troubles of each process, to explain what causes them. and
to show how they may be overcome.

To avoid confusing the reader, the book does not treat a
myriad of so-called types of reports. Rather it develops onec
general basic plan that underlies all types of reports, a plan that
can be adapted to the dynamie, changing world of business,
in which a specific answer today is an obsolete answer tomorrow.
The authors believe that under this plan the reader will gain
self-confidence in meeting different situations.

Since business research furnishes the data for business reports,
the book has two natural divisions, investigation and presenta-
tion. The first division considers the planning necessary in
starting the investigation: the methods of collecting data, of
organizing them, the processes of their final interpretation, and
their logical conclusions and recommendations. The seccond
stresses the writing of cach element of the final report, with
emphasis on organization, English, graphic presentation, and
mechanics. The section on mechanics is especially adapted for
the typed report. Many rules are available to experienced
research men for printing reports, but few to the beginner, who
will probably type his report. And many reports are prepared
and submitted by the writer who is not an experienced typist.

Written in two sections, the book may be used in whole or in
part. The teacher whose students have had a course in statistics
or in research technique may wish to use only the second section,
on writing the report.

To call the new edition of Business Reports a revision is a mis-
statement which needs explanation. Business Reports is really
a new treatment of the subject of investigations and of report
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writing in the field of business. Business Reports, except for its
name, is a new book.

Certain features are included in the second edition of Business
Reports that were not included in the first. These, the authors
believe, will make it more valuable to the teacher of report
writing; to the student learning the principles and acquiring the
procedure of report writing; and to the business executive who
makes decisions on the bases of analyses and interpretations of
facts embodied in the report.

For the teacher, the suggestions for a course outline in report
writing, problem subjects, and specific problems have been added
with the hope that they may be helpful, at least occasionally.

For the college student, or businessman who has not studied
statistics, the theory of selecting an adequate sample has been
added in Chap. III; the mecthod of testing the reliability and
proportionality of a sample in Chap. IV; and the method of pre-
determining the size of a sample, together with a table indicating
the size of sample necessary to be practically sure of accuracy
within predetermined limits, in Appendix I. Some fundamental
statistical methods have been included, less with the idea of
teaching students mathematical steps in statistical analysis and
more with the desire to suggest to them that application of
statistical method is becoming more important in business
research. This statement is true because the measurement of
quantitative data is the function of statistical procedure, and a
large part of rescarch consists in obtaining quantitative informa~
tion and in analyzing it.

To aid the director of research or the teacher, a wealth of
illustrative material has been added. By putting this material
into the hands of students, the authors hope to leave teachers and
directors more time and energy to direct investigations and give
constructive help in writing.

The authors wish to express appreciation to the publishers who
have given them permission to quote from their books and
periodicals and to the companies and men, particularly their
former students, who appear in the list of acknowledgments.

They wish to make special acknowledgment to Arthur C.
Weick, president of the Arthur C. Weick Company, Chicago;
to Stanley P. Farwell, president of the Chicago Business Research
Corporation, Chicago; to J. H. Easton of the same company;



viii PREFACE

to Mr. W. Herrington, research department, Blackett-Sample-
Hummert, Inc.; to Professor Theodore Henry Brown, professor
of business statistics, Harvard University Graduate School of
Business; to John R. Riggleman, consulting economist and
statistician; to Professor Ira N. Frisbee, professor of accounting,
University of California; to Professor W. P. Boyd, associate
professor of business administration, University of Texas; to
Ferdinand C. Wheeler, marketing consultant; to A. H. Winakor,
statistician, Burcau of Institutional Research, University of Illi-
nois, for writing the chapter entitled ‘‘Preparation of Tables and
Charts”; to Roscoe R. Giffin, assistant in economics, University
of Illinois, for writing Appendix I; and to M. Henry Wells for
assisting in preparation of the manuscript.
ArtA GWINN SAUNDERS,

CHESTER REED ANDERSON.

UNIVERsITY OF ILLINOIS,
October, 1940.
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BUSINESS REPORTS

CHAPTER 1
THE ROLE OF THE BUSINESS REPORT
I. Why Study Report Writing?—II. What Is a Report?—III. Scope

of Reports—IV. Range of Subject Matter—V. Agencies and Research
Departments—VI. Requisites of the Report Writer.

Says one of the leading firms of public accountants in a Memo-
randum to Managers and Seniors: ‘‘Since the client usually has
little evidence of our work before him other than our report—and
to all intents and purposes it becomes a public document once it
is issued—the necessity for well-written reports can scarcely be
everemphasized.”

That exrpression is power in the business world is indicated by
C. F. Kettering of General Motors:

A man’s English is the index of his mind. . . . Success depends as
much on ability to present an idea convincingly as on ability to perform
calculations or experiments. You may perform the most miraculous
experiments in laboratory, yet you have not contributed anything to
the advancement of knowledge until you have transmitted your results
to others.!

In discussing this need for adequate expression in employees,
a second large public-accounting firm says:

In hiring young men for our office . . . we pay a great deal of atten-
tion to their ability to write clear English (as evidenced by their letter
of application and other correspondence). . . . An achievement in
writing English, particularly exposition, is to be attained only by a
hard grind of painstaking experience. A man must learn to care for
accurate expression, and he must learn what tools are available to
attain that result if he is ever going to write accurate English. . . .
President Butler of Columbia University places first in his list of char-

1C. F. Ke™rERING, Journal of Engineering Education, January, 1937.
1



2 BUSINESS REPORTS

acteristics which bear evidence as to education—correctness and pre-
cision in the use of the mother tongue.!

Likewise is a command of expression specified for the director
of research by a research executive: ‘“He must be able to write
clearly and convincingly. For, if the research director cannot
detail his facts and express his findings and suggestions in a clear,
convineing manner, much of his analysis and planning will go for
naught, and he will be of little value to his store.”2

It is with the transmission of ideas through the ever-increasing
use of reports in business that this book is concerned. No one
in business works alone. Ifach person is part of a fast-moving
organization that is impatient with the poor talker or with the
badly written report. Here, as elsewhere, inadequate expression
handicaps one in all he undertakes; it marks and classifies one in
the intellectual and cultural secale.

Business changes rapidly, and it is constantly faced with the
necessity of making new and difficult material understandable to
many different types of people.

WHY STUDY REPORT WRITING?

Report writing is a specialized form of exposition, the ultimate
end of which is the orderly communication of factual ideas. A
knowledge of and skill in report-writing technique, especially for
the new writer, give that assurance characteristic of the guide
who easily and quickly picks his way through the dense forest
because he knows the route.

The definite plan of procedure and the mental discipline
learned in report work are useful in all courses and in all thinking.
Reports teach one to analyze and to organize information and
hence to make it useful.

Writing compositions of more than one or two pages, the usual
length of the business letter, offers new difficulties, one of the
greatest of which is that of organizing material. Much of the
value in report writing comes from organizing data, mainly origi-
nal, collected in an investigation and presenting them in a long

1 “Comments on Accountant’s Reports,” Haskin & Sells Bulletin, July,
1931.

2 WiLLiaM J. MALEDON, ‘‘Research in Retail Distribution: Its Methods
and Problems,” Journal of Marketing, 4: 3: 247, January, 1940,
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piece of original work, either to give information or to effect some
change.

In this respect, the report differs from the old term paper,
which at best is usually a rchash of material that has already been
carefully organized by the original authors. The term paper,
moreover, is usually not written for any well-conceived objective,
except to fill an assignment. The report, however, usually is
written for a well-conceived objective; and since the true test of
a person’s ability for expression is whether he can organize and
present more or less raw data for a definite purpose, he is thor-
oughly tested by report writing.

The writing of reports presupposes one of two kinds of informa-
tion: cither that acquired in the regular conduect of business, such
as daily, weekly, and monthly reports of inventory, production,
or sales; or new information which has been sought to solve some
problem. The fundamental principles of collecting, organizing,
interpreting, and presenting data—processes preliminary to writ-
ing a report—are applicable to any form of research. If followed,
they should enable even the novice, who has his first report
assignment dropped on his desk without comment, to proceed in
collecting material and in reporting upon it in a calm, efficient
manner.

Because there is such a myriad of so-called report forms, the
authors have elected to discuss one broad, usable type that can
be adapted to fit any circumstance, regardless of a man’s experi-
ence or type of work. Since a report has no product to sell—
only ideas—it is desirable to study every device of effective pres-
entation, organization, English, and mechanics. Presenting the
data after the investigation has been completed, when many
investigators want to quit and take & rest, seems doubly impor-
tant if we consider that the final, written report is all that the
reader has upon which to judge the entire work.

The written report, in addition to preserving information
which, for example, is needed in business by division heads,
department heads, and company executives and which serves as
a record, clarifies the work for its writer and shows him the gaps
that are inevitable in the first drafts. When it embodies convinc-
ing evidence that changes should be made in products, policies,
methods, often the result of firsthand fact finding, it becomes a
powerful instrument to get things done.
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WHAT IS A REPORT?

Paul T. Cherington has said .that research is: “To find the
truth no matter how obscure; to recognize it no matter in what
strange form it may present itself; to formulate it honestly; to
state it unmistakably; and to reason from it remorselessly and
without regard to prejudice.”

Since business research and business rcports are inseparably
combined, it is necessary to look at them together. Webster’s
dictionary defines research as a studious inquiry; critical and
exhaustive investigation or experimentation having for its
aim the revision of accepted conclusions, in the light of newly
discovered facts. It defines report as an official statement of
facts; account or relation, especially of some matter specially
investigated. :

As used in business, research means ‘“a careful or critical
inquiry and examination secking business facts or principles, as
distinguished from a similar inquiry concerning scientific, techni-
cal, social, or other matters. And business research, when
properly conducted, employs much the same technique as is used
in scientific rescarch.”’!

As used in business, a report is the orderly presentation of the
results of rescarch which seeks truth and interprets facts into
constructive ideas and suggestions. After rescarch has found,
developed, or substantiated knowledge, the new facts are col-
lected, organized, and presented in a report designed to meet a
need for specific information.

In business the value of a good report, embodying the results
of an investigation, is that people act on facts, the executive more
constantly than other people because almost all his work is the
solving of problems.

To the ecxecutive, the report constitutes the investigation.
The research work is important to him only in proportion to what
is given to him in the report. It brings to him a clear, readable
summary, supported by evidence, of the material put together,
analyzed, and embodied in conclusions. Its success depends upon

1From a speech of Stanley P. Farwell, president, Business Research
Corporation, Chicago, American Gas Association, Accounting Section,
Spring Conference, White Sulphur Springs, W. Va., April 20-21, 1939.
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its being a correct and an adequate interpretation. The report
is as important to business as is the research.

The recognition of the importance of research embodied in
reports, cspeeially in the field of distribution, is given by W. B.
Edwards of the Dennison Manufacturing Company—a state-
ment even more true today than when it was first written:

Twenty years ago, a manufacturer was proud to show how little he
spent in records and accounting. He seldom dreamed of such folly as
experimental research. Today, millions are spent annually and saved
many times over. We are now proud of the kind of overhead of which
each dollar points the way to a saving of $2 or $3 underfoot. I have
not the least doubt that in the whole field of distribution millions will
be spent for records and analysis and experiments within a few years
and that those millions will be, in the early years, at any rate, even
more profitable than those of manufacturing.!

As evidence of the truth of this statement The Monsanto Com-
pany, for instance, says in its last annual report that research has
been a major activity for 36 years, and that last year over a
million dollars was invested in research.

With the phenomenal growth of business research, reports are
today being used more and more as the tools of management.
The function of reports in business is presenting the findings of
research in such an effective form that solutions to problems may
be effected.

Where management [so reads an article in Printers’ Ink] formerly
almost dared anyone to show a better method of accomplishing a given
function, in these modern days, in many concerns, a force of research
men is kept busy testing the habits and methods of tradition in the
laboratory of practical research. All fundamental processes and habits
are being overhauled and subjected to the closest scrutiny. Jobs are
being redistributed, man power and machine brought into closer
co-operation. Not only in the production end of the business is research
winning out over tradition, but it is having an excellent effect upon the
selling end of industry.?

Business reports are important because the facts uncovered
are dynamic; they ‘‘start things”” when brought to the attention

1'W. B. EpwaRrps, ‘‘A Modern Cato Mounts the Rostrum,” Printers’ Ink,

February 16, 1928, p. 113.
2 “Research Is Better Than Tradition,” Printers’ Ink, 140: 99.
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of people who are interested in them and have the power to act.
As records, reports are permanent and thus make knowledge
available at any time it is needed.

In addition to the research report, there is another type that is
equally numerous and important in function—the daily, weekly,
and monthly reports devised to assist executives. The executive
has three ways in which he can know what is happening through-
out an organization: personal observation, contact with sub-
ordinates, and reports. Reports are in truth a long step in
simplifying management, and they have been applied in almost
every phase of production, management, and distribution. The
report is one of the special technical services to which manage-
ment has rcsorted. In this regard, Stanley P. Farwell, quoted
above, says:

Reliable information is needed for operation and control all along the
line from division heads of departments through the department heads
to the company executives. As this information rises through the
organization, detail can be omitted and greater emphasis must be placed
on comparisons, ratios, and trends. Yet, if the system is to work, the
refined, analyzed data of the executive reports must grow regularly
out of the detailed records and reports needed to operate departments
and districts. And for reasons of economy, the process should be
integrated so that completed detailed reports become the basic data for
analytical reports of a higher order.

Commenting further on the function of the information reports
in management, he indicates what makes them most helpful:

Executives need to study very little detail if they receive analytical
reports which show: '

Status in relation to standards.
Trends.
Unusual happenings with explanations.

Of the same tenor is the following statement of the Eastman
Kodak Company on the necessity and importance of reports:

As concerns grow larger and extend their activities, those who must
make important decisions find it increasingly difficult to maintain per-
sonal contact with all details of the business. They must rely on infor-
mation—verbal or written—supplied by others. Even when verbal
information is available, a written report is usually better. It crystal-
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lizes the information into usable shape and avoids the errors that often
creep in when too much dependence is placed on memory. Further-
more, it can be filed and used as a reference later. It is important, then,
that people who must submit reports be able to write them properly.!

SCOPE OF REPORTS

Before the days of industrialization, Federal taxes, and effi-
ciency experts, business relied more on personal contacts than
upon reports. A simple set of records was sufficient for the busi-
nessman to keep his accounts straight. But now that companies
are large, activities varied and extensive, overhead huge, and
margins of profit narrow, business must keep its accounts and
records so that despite tangled threads of interest it can tell all
the time not only where it is but where it will be tomorrow. As
the reports substitute for personal contacts, they become vast in
number. Some idea of the extent of informational reports may
be suggested by the government’s annual 9714 million adminis-
trative and 38 million non-administrative returns.?

This explanation atcounts for reports being needed to give
information at definite time intervals. It does not account for
the vast scope of reports in industry and business which are the
outcome of research. We have to look to economic and political
forces, as well as to psychological, to explain the report which
transmits the finding of research.

Accepting the belief that the spirit of inquiry, which motivates
much research in science, in medicine, in literature, must also
motivate business to a large extent, we find much research is
caused by the economic urge. Research, gathering momentum
after 1929 when business could not make a profit unless it found
some means of making distribution keep up with production,
turned its attention to studies in the field of marketing, particu-
larly : markets, products, merchandising, advertising, and selling.
And because the greatest hope of restoring, maintaining, or
increasing profits in many firms still depends upon distribution
of their products at lower costs, market research is at present the
most rapidly growing field of research in business and industry.
An idea of its growth may be gathered from the statements that
it grew 50 per cent between the end of 1935 and 1938; that the

1 The Kodak Correspondent, Bulletins 26 and 27, November 1, 1935.
2 Report of the Central Statistical Board, 1939.
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Administration
Systems
General accounting
Customers accounting
Mechanization
Controls
Layouts
Employee relations
Selection and placement
Training
Working conditions
Recognition of merit,
Direction and supervision
Reports to employees
Equitable wages
Incentives
Profit sharing
Employee security
Employee satisfactions
Employee services
Employment stabilization
Public relations
Labor
The public and investors
The community
Suppliers
Competitors
Customers

AGENCIES AND RESEARCH DEPARTMENTS

The 1940 census of United States business—retailing, whole-
saling, construction, service industries—inspired by the desire of
businessmen to have satisfactory figures on marketing, credit,
unemployment, etc., is indicative of hundreds of types of research
being done by the Federal government, the findings of which are
good secondary-source material for mail-order houses, advertis-
ing firms, chambers of commerce, business analysts, etc.

Magazines, newspapers, advertising agencies interested in
accounts do extensive research work. These studies touch many
products, subjects, and problems and provide a wealth of material
in readily accessible form which may serve genuine constructive
purposes in many types of research.

Commercial research agencies are doing a large volume of
research and producing a correspondingly large volume of reports.
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Some, like the Business Research Corporation of Chicago, seck
more efficient methods in production, administration, sales,
employee relations, public relations. Others do research mainly
in the field of marketing. Well-known ones doing rescarch in
this field are the A. C. Nielsen Company; Market Research Cor-
poration of America; Ross Federal Research Corporation; Cross,
Inc.; Paul Terry Cherington; American Institute of Public
Opinion (Gallup Poll); Daniel Starch; Psychological Corpora-
tion; MecKinsey, Wellington and Company; Paul Lazarsfeld,
Elmo Roper (Fortune Surveys); Barrington Associates; C. E.
Hooper, Inc.; Ford, Bacon & Davis; Facts, Inc.!

Private organizations do extensive research such as American
Telephone and Telegraph Company; Bristol-Myers Company;
Coca-Cola Company; E. I. du Pont de Nemours & Company,
Inc.; General Electric Company; General Foods Corporation;
Gencral Motors Corporation; Eastman Kodak Company; Good-
year Tire and Rubber Company, Inc.; Swift & Company; and
Standard Oil Company of Indiana.

Much co-operative research is done today, which is usually of
great help to the smaller concerns. Small firms act together and
exchange data or pay the salary of a research worker, ecach firm
to have access to the results. Co-operative research is perhaps
most effective when organized by non-competing firms, or in
work on raw material and uses of a product.

A consultant at an advertising agency is really an agent of
co-operative research because he is giving his latest client the
benefits of this experience with others. Some life-insurance
research bureaus are supported by different companies. Travel-
ing supervisors aid co-operative research by the knowledge they
accumulate.

To this list of research agencies could be added trade associa-
tions, banking institutions and insurance institutes, advertising
associations, research bureaus of colleges of commerce.

The types and numbers of agencies doing research and writing
reports already mentioned are, however, sufficient to indicate the
important place research procedure and report writing have in
modern business. And in proportion to the importance of
research report writing in business is the importance of studying

1 T¢me, November 14, 1938.
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research technique and the technique of business writing while
preparing for business.

REQUISITES OF THE REPORT WRITER

The contents of a business report are often of tremendous con-
sequence and importance to its readers. For this reason an
organization will do well to entrust the investigation precedent
to writing a report and the writing itself only to a person well
qualified for the work by the proper temperament, training, and
ability. The report writer ideally qualified is dependable,
resourccful, accurate, patient, and persuasive.

If he is dependable he is first of all alert to the significance of
his task and the importance of doing it well. He is intellectually
honest: unwilling to misread the plain evidence of the facts in
order to preserve a theory which cannot explain them, and unwill-
ing to appeal to dubious authority or to data misleadingly pre-
sented in order to prove an untenable hypothesis. A dependable
writer of business reports is also a person who will see a job
through to the finigh.

The writer of reports should be resourceful especially in the
research activities which precede actual composition. He must
be able to think of new approaches and different angles to the
business of securing all the pertinent facts. He will not overlook
data because they are somewhat inaccessible, or because on first
blush they seem not to have the relevance to the investigation
which further attention discloses, or because their relation to the
object of the report is so obvious that they are taken for granted.
Investigating for the informational report or the report under-
taken in order to solve a specific problem, the writer needs to be
ingenious in framing useful hypotheses—theories which, upon
further investigation and after exhaustive checking, do fit the
facts and solve the problem. He must be resourceful also in
devising significant tests and counter-checks upon his hypotheses
so as to reduce to the barest minimum the possibility of error.

The good reseacher is he of the inquiring mind who challenges
the old approach in order to replace it with a better and more use-
ful method of discovering and explaining the facts, but who
employs the old approach when it proves its superiority over
alternative methods. The resourceful report writer will be able
to arrive at significant conclusions and to make worth-while
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recommendations. In other words he will be capable of intelli-
gent interpretation of, and creative thinking about, the material
of the report.

No less important than dependability and resourcefulness for
success in report writing is the requirement of accuracy. The
writer must be carcful of details—able to verify sources and check
footnotes, cite cases correctly, use indexes eificiently, handle
figures easily and accurately. Absolute reliability is one of the
characteristics of a gnod report, and the competent. report writer
will be able to make his work factually accurate.

To attain such accuracy the writer of good reports nceds an
additional trait—patience. He¢ must be willing to spend long
hours in material gathering and fact hunting, much of it dull,
tedious labor, and more hours in arranging, interpreting, and
writing up the data so collected. He needs to be willing to toss
overboard a hypothesis which will not explain the facts he dis-
covers and to start again on a new tack. And his must be the
patience of Job as he sets about checking and rechecking the
accuracy of his data and condensing hours of work into a little
copy.

In many cases the accomplishments of a fruitful investigation
are vitiated by a report so badly written that it fails to gain
for the results of the investigation the attention they deserve.
The final requisite of the writer of good business reports is, there-
fore, ability to write persuasively. The result of several factors,
such ability is partly the product of knowledge of human nature;
the writer must know how to adapt his report to the probable
reader of it. Persuasiveness comes also from experience and
training in business. Knowledge of business practice and posses-
sion of that clusive yet real thing, ‘‘business sense,” enable the
report writer to invest his work with an air of practicality and
applicability which makes it convincing to the reader.

The man with the proper requisites of temperament, training,
and ability should produce a report that is clear as to objective,
strictly to the point, complete as to facts, logical in correlation
of data, sound in its conclusions, unbiased and unprejudiced,
adapted in style and content to the reader, intelligible in organiza-
tion, and attractively arranged and typed.



CHAPTER I1
CLASSIFICATION OF BUSINESS REPORTS

1. Classification by Subject Matter—II. Classification by Function—
III. Other Classifications—IV. Informational Reports—V. Research
Reports—Technical and Applied—VI. Analytical Report: A. Defini-
tion; B. Extent of use and variety; C. Characteristics; D. Processes
in Preparation.

Since this book is concerned with general procedure adaptable
to practically all reports, we consider it futile to attempt the
impossible task of discussing all conceivable reports. Instead,
emphasis is placed on the analytical report because it is by far
the most complete and comprchensive type, covering as it does
the past, present, and future of a problem.

A study of the analytical report will take the investigator
through all the steps of report writing, from making a preliminary
analysis, drawing up a working plan, securing data, interpreting
data, and drawing conclusions, to the actual organizing and writ-
ing of the report with conclusions and recommendations.

From this complete report proccdure, other types may draw
what is needed for their individual cases. For example, a routine
or informational report may use very little or no history, may pre-
sent facts between very definite, and oftentimes narrow, limita-
tions, and may offer no final solutions or recommendations for
future action. Another type, the technical rescarch report, may
follow a rather routine method of presenting observed data with
no recommendations. But the basic principles of report writing
remain the same. Hence, our emphasis is on the one complete
type.

We make no attempt to cover special terms which specific
businesses using reports employ to indicate certain phases of
their work. Most often the meaning of each term is well known
only within that organization and has no widespread recognition.

Classification of reports depends largely on the nature of the
commission and on the object of the investigation. It is chiefly

14
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because individual characteristics have been permitted to influ-
ence terminology that such a large number of so-called report
types have come about.

For instance, we have such reports as period, progress, condi-
tion, improvement, special, efficiency, etc., each bearing a differ-
ent name and having different content, but possessing few
differences in basic structure and purpose.

CLASSIFICATION BY SUBJECT MATTER

Reports naturally vary somewhat with the subject matter
characteristic of different fields of research. The more common
divisions made on this basis are financial, engineering, organ-
ization and efficiency, marketing, governmental, social, and
educational.

However, the same basic types of structure are used in all
these fields, and the same orderly procedure of research, think-
ing, and presenting the report is common to all of them. There-
fore, thorough study of the comprehensive analytical report will
provide a basis for writing reports in any of these fields in a form
acceptable to any executive. The nature of the commission may
automatically determine specific limits for each report, but it will
merely mean that instead of using analytical report procedure in -
its entirety, one will utilize only such portions as the limitations
indicate.

CLASSIFICATION BY FUNCTION

Different companies have different methods of identifying their
reports.

By some, informational reports that come with regularity,
whether daily, monthly, or yearly, are termed periodic reports.
The same type of report covering a definite period of time but
prepared upon request is called a spectal report. Strictly speak-
ing, this type should give information with general conclusions
but no recommendations, but with many companies the special
report means a special investigation of some particular problem
and is accompanied by recommendations. In this case, the
preparation and presentation fall under the more complete ana-
lytical type.

Periodic reports, as commonly used, present records of past
events up to or including the present. They narrate important
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events and interpret and explain results of operation over a cer-
tain period. Examples are the reports of officers, banks, govern-
ments, etc., which frequently not only give the facts relative to a
certain period but compare them with a preceding period. Daily,
weekly, and annual reports are chiefly informational periodic
reports.

Like other simple expository reports, the periodic follows the
basic informational type in that it is a fact-finding report consist-
ing largely of presentation of facts.

Special reports may be requested at any time and upon almost
any subject. Usually the reputation and ability of the investi-
gator will determine whether the problem shall be carried through
to a complete solution. Ocecasionally, however, the nature of the
commission will specify just how far the client or executive
desires the investigator to go. If a group of specialists are asked
to make a report on some problem, they will probably be expected
to give the complete solution, with recommendations. If a sub-
ordinate in a company is commissioned to submit a report on
some issue, the executive may specify that he wants facts with
general conclusions, preferring to draw his own specific conclu-
sions and to make his own recommendation or application.

Special reports are usually analytical reports because they are
requested for the purpose of solving some problem and are fre-
quently carried through to definite conclusions and recommenda-
tions. The special report aims at one thing and is noted for
timeliness inasmuch as it is presented upon request. It may tell
of something done, something under way, or something in the
future. It may go to the general public, to a specialized group,
or to one executive who requests it. It may be short or long, for-
mal or informal. It may even be given by means of pictures.

The examination report, giving the past, present, and future of
a problem, is another name used to designate the analytical
report. Yet another term for it is the recommendaiion report.
This is often used in operation and construction reports. It is
analytical in that it not only gives the findings of fact and their
analysis but also offers recommendations for future action. It
sometimes differs from the purely analytical report inasmuch as
it does not handle the past comprehensively; that is, it may cover
an operation from some given point or it may depend on general
opinions and past experience for earlier data.
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The progress report is another type, which may be limited to
time, place, and handling of data, as is the informational report,
or it may go into such detail in past, present, and future that it
becomes analytical in its completeness. It may be periodic in its
appearance, or it may be requested as a special report. So-called
progress reports may be routine in nature, such as the daily or
weekly report on the amount of concrete poured. Progress
reports are used particularly in construction and operation work,
although the secretary of the chamber of commerce may make a
progress report during a drive for funds, or at the end of the
year to establish comparisons and to show what his office has
accomplished. :

Improvement reports, partially analytical, but sometimes omit-
ting details of conditions and of the analysis of findings, present
recommendations or proposals for improving a situation or for
solving a problem. The proposal element is essential to this
type.

The proposal element may be (1) general suggestions based on
experience rather than on a detailed survey, (2) a specific,
detailed, and complete solution of a problem developed from a.
specific investigation, (3) or instructions which are more detailed,
minute, and adapted than those in (2).

OTHER CLASSIFICATIONS

Reports may also be classified on the basis of arrangement, as
on form or composition.

Or on the basis of the relation between author and reader, there
is the classification of administrative, professional, and independ-
ent. An administrative report is made from an official capacity
within a business, either to follow a certain routine such as the
annual report of the president, or to fulfill a special request. The
professional report is submitted by ‘a specialist,- usually -out-
side the company. - Tt is usually prepared upon.request and is
expected to furnish definite conclusions and oftentimes recom-
mendations. An independent report is prepared and submitted
or published without request. Although the material here pre-
sented represents various points of view, all of these reports cntail
the same mental processes and methods of work in collecting and
presenting data as do the informational and analytical reports.
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The nature of the commission and the purpose of each are the
only pomts of difference.

Hence in trying to give a name to some hlghly developed
feature of a report, companies find themselves with a family of
hybrids in that they many times want recommendations on a
research or periodic report. ‘‘An Appraisal of Employee Lunch
Rooms’’ might from its title be classed as a condition report, but,
it also employs the results of research in several companies, and
it makes definite recommendations.

To solve the problem of name, let us add one more and call it
combination or composite, which term makes clear the variance in
terminology while it pre-supposes similarity in structure.

Because our time is much better spent on a study of general
report style and tone than on the minutiae of infinitesimal classi-
fications, we call attention to only three types, informational,
research, and analytical, with emphasis on only one—the complete
analytical report.

INFORMATIONAL REPORTS

The informational report presents a subject in detail without
criticism, arguments, comments, or recommendations. Many
are so routine—daily, weekly, or monthly reports on sales, pro-
duction, progress, etc.—that they are mere tabulations and follow
a definite pattern. They are fact-finding reports devoted largely
to the organization of accumulated data and to a statement of
results.

RESEARCH REPORTS—TECHNICAL AND APPLIED

The purely technical report is the formal presentation resulting

from the search for new knowledge. It is merely a record of
findings, neither addressed to specific readers nor written for any
specific or immediate purpose.
- Technical men, such as engineers and chemists, are continually
doing research and submitting reports, the results of which may
not be used for an indefinite time. Josiah Willard Gibbs devel-
oped the theory of thermodynamic equilibrium of mixed sub-
stances, but it took technologists years to understand and apply
his findings to their own practical problems of metallurgy,
refrigeration, and ceramics.
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Research reports are more impersonal than other types. They
present the results of an extended study or analysis, usually with
interpretation and elucidation of findings and with general con-
clusions, but with no definite recommendation or application.
Ocecasionally they include specific conclusions and recommenda-
tions, thus encroaching on the analytical report.

The research report is a distinet type only in that emphasis is
placed on looking for new things and developing new ideas,
regardless of when they are to be used. The purest research is
in the technical fields.

The method of approaching a technical problem involves little,
if any, change in mental tactics from those employed in any other
business research problem. The technician is trained to approach
his problem open-mindedly—not to work from a preconceived
notion and not to omit facts that fail to substantiate his theory.

A finer sense of accuracy is noticeable in technical reports, but
even this is largely due to the nature of the subject matter, which
lends itself to greater accuracy. Other business report writers
would welcome the same accuracy if the nature of their work
permitted. But the report on the reaction of many people
toward a certain kind of aluminum obviously cannot be reduced
to the mathematical accuracy of the expansion of an inanimate
object like a steel rail.

In business, the technical report is little used. Even in com-
mercial laboratories, it usually becomes an ‘‘applied” research
report; that is, it shows the specific and immediate application to
business development of a certain technical principle. The
chemist who first discovered the basic principle of gas and elec-
tricity later used for the neon sign wrote a technical report of his
findings. Afterward, a commercial technician applied the princi-
ple to a specific purpose and wrote the report that resulted in the
neon sign. Applied research often starts with a need which
prompts the search for data to solve the problem. The need may
come in the form of a request from some department.

Versatility is demanded of the technical report writer, who
may have to present one report of apparatus to the sales staff and
another on the same apparatus to a prospective customer so that
he will recognize a need for it. In order to be of the most service
to the reader, the technical man needs oftentimes to consider
beyond the physical nature of the report. It is frequently desir-
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able to include questions of administration, operation, economics,
finance, relation to the community, ete., which mean that an
engineer submitting a report must often have a broad back-
ground, know the problems and people in many fields, and be able
to adapt his report to them. A certain amount of business train-
ing is a necessity for highly successful business or commercial
technical reports.

Scientists employed in industry are continuously seeking
methods of applying to the practical use of business the results
of their technical research. Technical business research is found
under various names—research laboratory, development, statisti-
cal, engineering, planning, standards, methods, market analysis,
etc. In the ranks of business research are found directors,
chemists, engineers, metallurgists, inventors, designers, experi-
mental and testing specialists in all divisions, proving-ground
workers, ete., all writing reports of some nature.

In absorbing technical rcsearch commercially, business has
caused it to add to ils former objective of contributing something
constructive to socicty that of increasing the earning capacity of
corporations and individuals. Engincering substitutes exact
methods for guesses and opinions. Because of the complicated
business structure of today, business has taken over some of the
methods of science, and now we hear of ‘‘research’ in all fields of
business. Although the methods and results are not definite and
unerring as in science, a constant advancement has been made.

Crowding under the tent of applied research we find the tech-
nique used in marketing reports which is partly an investigation
of tendencies by a-sort of “sampling method.” This type of
research (by liberal definition of research) often involves the
human element, which can never be determined accurately. The
number of people passing a store can be counted, but the intent
of those people can only be estimated; the physical well-being of
the workman may affect production in a way that cannot be
ascertained by test tube or report.

Obviously these applied research reports used primarily in
business are basically analytical reports, but the purely technical
report is beyond the range of this book.

Presentation

Effective presentation of technical reports is governed by the
same principles that apply for other reports, subject to natural
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peculiarities of subject matter. The nature of the commission,
the subject matter, and prospective readers determine the pres-
entation of the report. Next to the ability to handle men, the
technical man needs gkill in writing good reports, in conveying
exact information by means of the written word. To perform a
task is not enough—it must be presented in good form. The
writer must be able to select the essential facts and attractively
present them in the fewest words so that they will be capable of
but one interpretation. Unnecessary words conceal rather than
reveal facts. Some engineers attempt to use formulas, drawings,
etc., in place of words. These things have their place, but they
cannot be used alone. Moreover, all readers are not interested
or convinced by diagrams.

Some research workers take the attitude that fellow engineers
will understand regardless of the form in which it is presented.
In business engineering, many readers are not engineers, and even
if they were, it is a mark of courtesy to consecrve their time and
energy. Other engineers ignore English because it is a tradition
to do so. With a changing social order this alleged tradition
becomes a mark of backwardness, a mark which is being com-
bated in all good engineering colleges today.

ANALYTICAL REPORT j
Definition

An analytical report contains findings of fact and analysis of
those facts, both past and present, with the complete interpreta-
tion serving as a basis for the solution of the immediate problem
and for future estimates and forecasts. This contrasts to the
informational report, which tends to emphasize one or two divi-
sions, usually past and present, but which does not attempt to
direct future action. '

The complete, purely analytical report gives detailed sugges-
tions for a solution; in fact, the proposal element is necessary for
absolute completeness. It indicates the true significance of facts,
outlines the reasoning by which a decision has been reached, and
points to a remedy or further procedure.

The purpose of the analytical report in business is to increase
or to confirm knowledge of a more or less specific situation and to
provide means for improving that situation. The analytical
report works toward a definite objective, which may be either to
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discover details and uses of new truths or to interpret old
ones.

Extent of Use and Variety

At some time the analytical report is used in complete or in
curtailed form in practically every line of work. This is particu-
larly true of the business in which one is trying to find causal
sequences without resorting to the slow and expensive trial-and-
error method. '

The president of a corporation holds his position because of his
ability to rcach proper conclusions quickly and to make correct
decisions. He is responsible to stockholders, employees, publie
—everyone. The answer is reports.  And for the most complete,
searching investigation, requiring history, precedent, compara-
tive present facts, conclusions, and recommendations, the execu-
tive resorts to the analytical report.

Naturally, he has many nceds for lesser reports, which are
adaptations of the analytical. A short report on the proper
arrangement of the shipping room to aid efficiency may not
requirc the months of painstaking work that arc frequently
devoted to a comprehensive analytical report, but it is just as
neccessary within its ficld, and the steps in its preparation are
miniature steps, limited only in scope and purpose, of the more
complete investigation., ’

The wide range of report readers indicates the necessity for
variety of type and usage in the report. A banker or layman
surveying a report from an investment standpoint, an executive
reading a survey of his own organization, a superior officer going
over the report of a subordinate, a citizen studying the report of
a city department—these are only a few of that vast army of
report readers.

The condition of a business, department, or process at a given
time, with comments, explanations, and recommendations, falls
within the range of the analytical report. Inventories and
appraisals, usually of the purely informational type, become ana-
lytical when they make recommendations or give conclusions
drawn from the facts presented.

The analytical report may be made yearly, with suggestions for
betterment of procedure next year, or it may be a special timely
report that, instead of shooting like a shotgun, aims at only one
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thing like a rifle. It may go from the general to the particular
—for example, a general survey of what type of advertising
literature architects want to receive, leading to the specific con-
clusion that they prefer catalogues of certain sizes that are easily
filed.

The special analytical report may tell of something done, under
way, or contemplated for the future. It may go to the general
public or to official management; it may be long or short; it even
may be entirely pictorial, as is often the case before and after a
certain improvement

Among the types of reports already discussed, those condition
reports which recommend future action are forms of the analyti-
cal report. Improvement reports, which offer a solution to a-
problem, such as the introduction of manuals to coordinate cor-
respondence, are analytical. Others, according to their nature
and purpese, may be analytical, such as composite, short, long,
special, recommendation, efficiency, examination, and period
reports.

There is practically no limit to the range of analytical reports,
since they are applicable to and are used in industry, govern-
ment, social welfare, or educational studies. In size, the ana-
lytical report ranges from the memorandum or letter type, with
its limited subject matter, to the stupendous volumes on ‘“The
Knickerbocker Theatre Disaster,” to “A Survey of the U. S.
Farm Market,” or to a legal report on ‘“The Incorporation Laws
of Each State in the Union.”

Characteristics

The general characteristics of the analytical report are the rhe-
torical qualities of unity, coherence, and emphasis, judicial
qualities, tone, and persuasion. Special attention is called to
the judicial qualities of accuracy, precision, consistency, and
thoroughness, since the analytical report furnishes the broadest
field for their application.

Careful organization must be made to enable the reader to
follow a clear-cut line of reasoning. The tone of the report will
not permit sarcasm, exaggeration, or strong language. When
occasional criticism is necessary, it should be handled as imper-
sonally‘as possible in order that it may be inoffensive. Reada-
bility secured through careful selection and arrangement of
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material, as well as by mechanical aids, is an essential if the report
is to achieve practical results.

Processes in Preparing the Report

The next six chapters will be devoted to the processes in pre-
paring the complete report, from the preliminary analysis to the
interpretation of data and final outline. Chapters IX to XV will
discuss the writing or presentation of the report.
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GETTING THE INVESTIGATION UNDER WAY

1. Characteristic Processes of Research Procedure: A. Surveying the
problem; B. Collecting data; C. Organizing data; D. Interpreting
data; E. Presenting data—II. The Preliminary Survey: A. Deter-
mination of the problem; B. First impressions; C. Factors shaping
the survey; . Importance of the subject; E. Attitude of the reader;
F. Tentative bibliography—III. The Analysis: A. What is the central
problem? B. What are its basic elements? (. Can any elements be
eliminated with certainty? D. Which elements are most important?
—1IV. The Working Plan: A. Bibliography; B. Objecctive of the investi-
gation; C. Definition of terms; D. Basic elements requiring analysis;
E. Limitations of the investigation; F. Scope of the investigation;
1. Sampling; 2. Principles upon which sampling is based; 3. Sclecting
the sample; 4. Checking the adequacy of the sample; G. Method of
gathering data; H. Method of organizing data; I. Testing the working
plan; J. Work progress outline; K. Outline of the report; 1. Digest
of impressions; 2. Tentative plan of the final report; 3. Preliminary
statement of conclusions; 4. Statement of expected results.

Business research is the result of some new problem or perplex-
ing business situation for which there is no ready solution. It is
also the result of a deep desire to effect economies, to make
improvements, to plan for the future for the purpose of maintain-
ing profits in the face of increasing costs and decreasing prices,
or of increasing profits when conditions are favorable. The need
for new information gives rise to a secries of steps in research pro-
cedure and in the writing of a business report which are the con-
cern of this and the succeeding chapters.

Every problem must be solved individually; hence the specific
procedure for each problem will be determined by the one in
charge. In general, the characteristic processes in research pro-
cedure are five:!

1. Getting the investigation under way
2. Collecting data
3. Organizing data

1 These five steps may be broken down into many others. The Survey
25 -
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4. Interpreting data, drawing conclusions, summarizing recommendations
5. Prescnting data

The present chapter briefly explains these processes and dis-
cusses in detail the first step of rescarch procedure, 7.e., getting
the investigation under way.

CHARACTERISTIC PROCESSES OF RESEARCH PROCEDURE

Surveying the Problem

Confronted by a problem requiring research initiated or
assigned, the investigator, often a director of rescarch for a com-
pany, studies it in the light of the knowledge and experience that
he has available. When he has determined the most logical
sources from which, first, to get material, he prepares his bibliog-
raphy as completely as is possible at this stage of the work.
Many times, preparing the bibliography will uncover the fact that
the subject has already been investigated in whole or in part and
will make unnceessary much or all of the work.

Handling Procedure of one of the leading advertising agencies in the United
States includes the following 24 steps:
1. Request received
2. First conference with exccutive
3. Staff conference on plans
4. Job assignment
5. Written plan, questionnaire
6: Cost estimate '
7. Preliminary approval of plan and cost estimate
8. Second conference with exccutive (and client)
9. Final approval of plan and cost estimate
10. Test of questionnaire and method
11. Revision of questionnaire—machine coding
12. Hiring and instruction of supervisors and investigators
13. Field work
14. Editing, hand coding of questionnaire
15. Preliminary accounting of ficld costs
16. Tabulation (machine)
17. Preliminary report of major findings
18. Writing of final report of findings
19. Study and interpretation of findings
20. Third confercnce with exccutive
21. Writing of conclusions and recommendations
22. Presentation to executive or client
23. Final cost accounting
24. Filing.
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Having made this study of source material, the investigator
sees what trend the work must takc and is able, at least tenta-
tively, to define the problem and to determine to some degree the
objectives toward which he must work in order to accomplish his
purpose. Naturally, this will be subject to change and modifica-
tion as source material is later read and analyzed.

Because all thorough and orderly work must follow some
scheme of organization, a tentative outline is the first step of the
working plan, made, of course, after the bibliography is carefully
studied to decide what information is neccssary to solve the key
problem and what is to be the scope of the investigation. Some-
times a quick scarch through source material such as magazines,
books, or rccords will be desirable before making the working
plan, The intensive study of source material, however, will be
made after a plan has been decided upon.

Other purposcs of the working plan are to determine the sources
of procuring data, the procedure, and the best way for recording
and analyzing them. A brief survey of the availability of data
will often save much time later; it will sometimes change the
scope of the survey and enable the worker to start the machinery
necessary for getting difficult material, while at the same time he
is working on findings more easily available.

Collecting Data

The process of collecting data includes reading, note taking,
questionnaires, interviews, and numecrous other methods peculiar
to the problem.

In an investigation to determine the type of magazine sub-
seribers in a certain district, the investigator studied the errors
of .past tests and determined the scope of his work in terms of
occupalion, income, and kind of market reached. Then, for the
purpose of procuring data, he broke up his work into units of
occupational classifications, house-to-house survey, newsstand
investigation, and questionnaircs.

Organizing Data

Formulation of data means where, when, and how to assemble
and record data. A good filing and entering system is a necessity
for an investigation of any size because it makes writing easier
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and it constantly shows the worker in what departments he lacks
sufficient material.

Interpreting Data

Analyzing and interpreting the data collected means dividing
facts into usable units and determining the relation and value of
each fact to the key problem. This process may reduce material
considerably and may shift the tentative outline followed up to
this point. In view of the interpretations made, conclusions and
recommniendations are prepared.

Presenting Data

After the data are interpreted and the outline is put into final
form, the report is written in a style which presents the result
interestingly, clearly, convincingly, and, to a certain degree,
persuasively. ’

Each step of research procedure and the preparation of the
report, except getting the investigation under way, is discussed
in detail in the following chapters. Getting the investigation
under way is the concern of the rest of this chapter.

THE PRELIMINARY SURVEY

Determination of the Problem

Because the object of business research, the finding of business
facts and principles, more often than not arises from a situation
in production, administration, sales, employee relations, or public
relations presenting difficulty to management, an important task
of getting the investigation under way is to define the problem
—to isolatc the source of the difficulty. The Research Depart-
ment Handbook of Erwin Wasey & Company, a well-known
advertising agency, reads: ‘“The most important thing to be
secured, before an investigation is undertaken, is an exact under-
standing of the problem involved. An activity is waste motion
till this is definitely scttled. Sometimes, however, it has to be
worked out as we go along.”

By what method does an investigator determine the exact
nature of the problem to be investigated? The purpose of an
investigation is, of course, usually stated in a general way by who-
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ever authorizes it. The client tells the commercial rescarch man
the purpose of the investigation for which he is employed. The
superior executive in delegating research to a minor executive
explains its purpose. The individual who undertakes some
research on his own, to support recommendations he wishes to
make, has a guiding purpose. Many investigations are sug-
gested at committee meetings or conferences of executives of a
company and referred to the rescarch division of the company
for study.

The following letter of authorization illustrates one method by
which the person making an investigation learns the general
nature of his problem:

DEarR MR. BLaNK:

No adequate information concerning the distribution of pay-roll
payments by days of the month, by volume, or by frequency of dis-
tribution (with the exception of a few meager inquiries and rule-of-
thumb theories) has been available for any city in the country.
Will you undertake a study to find out how the workers of Philadel-
phia are paid and when they are paid during a typical month?

This information will be appreciated by employers, employees,
bankers, and retailers. Considerable inferest has been expressed
in staggered pay rolls as a means of lessening the burden of the
cashier’s accounting and disbursing work. The mutual problem of
employers and employees can best be solved in terms of enlightened
self-interest. I authorize you to undertake this study with the hope
that information may be uncovered which will improve methods of
pay-roll payments and even the flow of wage income.

Wherever pay rolls are poorly staggered throughout the month,
your report may serve as a guide to those who are considering
changes in pay-roll policies. Sharp peaks in pay-roll payments
may indicate sharp rises and drops in the disbursement of funds
by employers and banks; bad pay-roll practices may rcsult in
uneven currency demands, holdup hazards, and consequently
increased insurance rates; they may not permit an even flow of
consumption goods within a community, not a continuous daily
level of business by retailers who serve the community.

Yours sincerely,
JouN Dok
General Manager?

1 Adapted from a letter concerning ‘“‘Payroll Policies in Philadelphia,”
a report written by Professor Howard T. Hovde, University of Pennsylvania.
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Another method of determining the problem is to have a con-
ference with the person authorizing the investigation, as is sug-
gested in the following letter of authorization:

Mr. James Black
Market Research Division
DEAR MR. Brack:

I should like to have your assistance in making a rather compre-
hensive study of the market for our line of miniature instruments,
as a basis for an extensive sales campaign.

We hope that this can be made as expeditiously as possible inas-
much as we wish to use some of the facts in guiding the preparation
of our 194- intensive sales campaign on instruments. We should
like to begin preparation of this campaign in the summer months
of this year.

Mr. Jones and I, and others interested, would be glad to sit down
with you as soon as possible to outline the specific type of infor-
mation desired in this study.

"~ S. A. BRowN
Manager, Meter Division!

As a specific example of the steps taken to determine the exact
problem, we cite those of one market analyst upon being com-
missioned to find if Sun Screen (a fictitious name) ‘“ could be sold
at a price which would allow a reasonable profit margin in spite
of necessarily high production cost.”” TFxpericnce and research
had proved that it could not be sold primarily as a “fly screen,”
and that it hence offered ‘“‘a new kind of selling problem.” The
following is the market analyst’s explanation:

To determine the problems and conceive the plan of marketing
research, there were conferences with the manufacturer’s executives—
the president, the plant manager, and engineer, including the president
of an engineering development company working with the plant on
this product. These conferences, incidentally, were continued from
time to time throughout the duration of our research. Every executive
was given an opportunity to contribute his ideas and his facts as to the
problems involved.

Next, there were interviews with well-informed outsiders, including
several publishers and a large number of prospective commercial and
industrial users in St. Louis and Chicago. Available market statistics

L A letter of authorization, using fictitions names and figures, supplied
by E. J. Klock, Market Research Division, General Electric Company.

N
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were also examined. Then a preliminary plan for marketing research
was prepared.!

First Impressions

With the problem determined, the investigator is well advised
to examine his own gencral knowledge of the subject of his future
research. In putting on paper his random ideas about the prob-
lem, he should write fully. ‘‘In this section,” says Aesop Glim,
“don’t try to skimp and save words. Go into detail. Enjoy
yourself to your heart’s content in writing sentence after scntence.
Tell everything you know—explain the problem fully. List those
important basic questions which you want answered.’’?

Factors Shaping the Survey

The investigator must consider a number of factors, some of
them within the organization and some without, in order to deter-
mine what information to scek, whether or not to make a field
investigation, examine office records, or do library research, and
what kind of report to write. Factors of this sort are

1. The use to be made of the report.

2. The importance of the subject.

3. The probable attitude of the reader toward the content of the report
as determined by his official position, personality, character, temperament,
desires, information on the subjcct, and instructions given to the investigator.

An investigator will jot down a few notes under each of these
topic headings. As a result, his preliminary survey will gain in
perspective and usefulness. For example, a person making a
preliminary report to a committee of a company, on the feasi-
bility of a credit union among the company’s employees, must
know that the function of his report is to convince this committee
that such a venture would probably be, or would probably not be,
a success. The committee, if convinced, will use the same report
later to sell the committee’s recommendation on the credit-union
idea to the employees as a whole; hence, the investigator must
include certain information in the report to the committee which
would not be necessary were only they to read it.

Y Artaur C. WEick, The Role of Marketing Research in the Evolution of a
New Product, The Arthur C. Weick Company, Chicago.

2 Amsop Guim, “Purpose and Scope in a Market Survey,” Printers’ Ink,
December 5, 1925, p. 155.
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Importance of the Subject

The investigator of the feasibility of an employee credit union
will survey the problem in the light of its importance to all com-
pany employees: (1) if the plan should succeed; or (2) if it should
be tried and fail. He will consider the amount of time its officers
would have to give to keep it going; their salaries; their prestige
among their fellow employees; their relation to management.
He would consider all ramifications for members of the credit
union.

Attitude of the Reader

Continuing the company-credit-union illustration, we know
that the investigator will probably do better work if he is clearly
conscious of the fact that an investigating committee will see
the entire report and that parts of the report will reach all the
employees of the company. He will, therefore, keep in mind
that not all his readers will be equally intelligent or well read;
that not all of them will be financially minded or capable of fol-
lowing a statistical discussion. Some hearing the report will be
friendly; some will be neutral; and some will be skeptical or
antagonistic—their various reactions depending upon the extent
of their knowledge of credit unions and their own cxpericneces or
the experiences of their friends. Some will want to know whether
the investigator has a self-interest in establishing a credit union,
why he has any interest in the idea. Some will know the incep-
tion and history of credit unions; some will know almost nothing
about them. Some will want only new problems discussed;
some will want tabulations and graphic illustrations; others,
with imaginative minds, will not require them. In making a
decision, some will be slow; others will be fast.

Tentative Bibliography

When the investigation can be made partially in the library,
the preliminary survey should include the preparation of a tenta-
tive bibliography for subsequent use. This will not only give an
idea concerning the amount of material available but may also
uncover work that has been done already along similar lines and
that will hence save much time, energy, and money for the
investigator and for those whom he represents. He may find
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that enough work has been done on his exact subject to lighten
his own task or even to make it unnecessary to continue his
investigation. ’

In any case, his rapid bibliographical research should disclose
useful new material and suggest new approaches to his problem.
At this stage of the investigation, he will ordinarily find it satis-
factory to turn only to the basic sources of bibliographical infor-
mation, such as the Reader’s Guide to Periodical Lilerature,
Industrial Aris Index, and the United States Catalog. The inves-
tigator may profitably scan the card catalogue of the libraries
available for titles of books and pamphlets bearing on his subject.
This bibliography, let it be remembered, is sketchy and tentative
and will be reinforced later by the more elaborate bibliography
drawn up in the working plan and used as a method of gathering
data. The making of a bibliograpy is discussed in Chaps. IV
and XVII,

THE ANALYSIS

The preliminary survey of the situation leads right into an
analysis of the problem. This analysis scparates the situation
into its elements, determines which are irrelevant to the central
problem, and discovers the relation of the relevant parts to vari-
ous possible solutions.

What Is the Central Problem?

The first step in making the analysis to find the central problem
and its most important elements is to make a general statement
of the problem. In the example of the company credit union
investigation, the investigator begins his analysis by declaring
that his problem is to determine the advisability of establishing
a credit union.

What Are Its Basic Elements?

The next step is to list what seem, at this early stage of the
investigation, to be its most important elements. The investiga-
tor of the above problem might list such elements as

1. Need—inadequacy of the average employee’s wage or salary
2. High rates on money borrowed from loan companies

3. Attitude of employees toward borrowing

4, Inability to borrow at local banks
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. Amount of money available for credit union

. Size of company .

Formation and operation of credit union

. Membership requirements

. Ability of leaders .
10. Ways of inducing non-members to join—possibility of good rates paid

on savings, ete.; safety through state examination of accounts; conservative

lending policy; Federal guaranty of savings; cte.

© WIS ;m

One method of analyzing or of breaking a problem into its
basic clements is questioning. The investigator, by asking him-
self and others intcrested in the problem questions about a specific
situation, brings clements to light. He may either proposec the
questions himsclf or rely on a ready-made check list for them.
He may confer with exccutives and employees of the company
coneerned with the investigation or with officers of trade associa-
tions to which the company belongs. He may read enunciation
of policies or of claims for products in advertising. He may
consult company records.

Almost any business problem [write C. B. Larrabee and H. W. Marks]
that requires a careful analysis before inauguration, or is at all compli-
cated in execution, lends itself to the check-list method of preliminary
survey. . . . In the last dozen years, Prinlers’ Ink has published more
than 100 check lists covering all sorts of problems, and one of the best
business books of the year is made up entircly of check lists.!

An example of a typical check list is given in Fig. 1, the ques-
tions of which indicate studies nceded by a manufacturer prior
to a capital investment in the production and marketing of a new
consumer product.

Check lists have their limitations, of course. Though ecach
prepared check list is complete and logical in itself, the investiga-
tor rarely finds one which perfectly fits his particular case. Often
the greatest valuc of a check list is the fact that it suggests
approaches to the problem and serves as a source of ideas.

Can Any Elements Be Eliminated with Certainty?

Certain elements of the situation discovered by analysis often
have no bearing on the problem to be solved. A company manu-
facturing a brand of cake flour may wish to discover why it does

1C. B. LarraBee and H. W. Magks, “Iow to Make Check Lists,”
Printers’ Ink, 181: 5: 45, November 4, 1937.
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not sell so well as a competitor’s brand in a given community
and may investigate the matter. In analyzing the situation, the
company finds that both cake flours sell at the same price for the
same size package. The clements of price and size of package,
therefore, can be disregarded in explaining the difference in
popularity of the two brands. In the company-credit-union
problem, the investigator might climinate the element of ‘‘size
of the company.”

Which Elements Are Most Important?

Just as some clements of the situation are readily seen to be
irrelevant to a solution of the problem, so other elements clearly
require speeial attention.  In the study of the credit union, the
need of credit that company employees experience at certain
times would, for example, be an element deserving special empha-
sis, as would also “available sources” and ‘“management.”

Excemplifying these typical steps of analysis in getting an
investigation under way arc the specific steps in rough outline
form of the preliminary thinking process which one market
analyst follows when he confronts a difficult problem.

First, I make a gencral statcment of the objective. This is followed
by a quick survey of readily available data for clarification of the various
ramifications of the problem. The problem may arise out of (a) lack of
adaptation of a means to an end, (b) need to identify the character of
something, (¢) need for explanation of a situation, or (d) a combination
of needs.

Second, I make a preliminary classification of the influential factors
which bear upon the problem. This involves a further study of certain
of the company’s records and policies, the personal knowledge of execu-
tives, and a detailed explanation of the subject.

Third, because there are usually both animate and inanimate facts
to be considered, I reclassify the factors of influence into (a) direct and
indirect animatc (personal human) factors, and (b) the inanimate
(fixed, statistical) factors. These I consider in relation to both the
company and its competition.!

THE WORKING PLAN

The third step in the procedure of solving a complex business
problem is to devisc a working plan to guide the next stage of the

1 ArtHUR C. WEIck, The Technigque of Building a Market, The Arthur C. .
Weick Company, Chicago.
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CHART 1- MARKETING

STUDIES NEEDED BY A MANUFACTURER
PRIOR TO A CAPITAL INVESTMENT IN
THE PRODUCTION AND MARKETING

OF A NEW CONSUMER PRODUCT

1._THE MARKET
WHO WILL USE THE NEW PRODUCT 3 (WHAT CLASS OF PEOPLE)

WHAT IS THE GEOGRAPHICAL LOCATION OF THE MARKET 2 (WHERE ARE THEY LOCATED)
WHAT IS THE INCOME OF THE POTENTIAL USERS OF THE NEW PRODUCT 1

PRI

DR

WHAT AREAS CONTAIN THE MAJOR PART OF THE MARKET 1
WHAT 15 THE, GROWTH PROJECTION OF THE MARKET?

WHAT 1S THE PRESENT CONSUMPTION OF COMPA € PRODUCTS

NENONNN
NN

NONNEON

WILL THE-NEW PRODUCT GO INTO EXPORT FIELDS?

2. BUYING HABITS OF THE MARKET. (DistriguTive Grour)
WHO WILL BUY THE NEW PRODUCT (WHOLESALERS AND RETAILERS).

‘WHAT IS THE AVERAGE NUMBER OF PEOPLE WHO MUST BE CONTACTED,

BEFORE THE ORDER CAN BE C

LOSED
WHAT IS THE AVERAGE TIME BETWEEN FIRST CONTACT AND SALE?

)VMAJ;ELAT'VE WEIGHT DOES THE MARKET GIVE T0 QUALITYLSTYLE,SERVKF

OTHER QUALITIES OF THE NEW PRODUCT, ESPECIALLY IN RELATION.
70 THE MERCHANDISE WHICH IT WILL REPLACE?

AT WHAT SEASON IS THE BUYING DON!

E1
WHAT ARE THE MARKET PRACTICES ON DISCOUNTS 3 ALLOWANGES, BILLING;

CREDIT OR OTHER FINANCIAL FACTORS 3

'WHAT PRICE CAN YOU EXPECT THE MARKET TO PAY FOR THE NEW PRODUCT,

ON THE BAS1S OF CURRENT PRICES OF COMPARATIVE GOODS#

(ULniMATE CONSUMERS)
WHO WILL BUY THE NEW PRODUCT?

N
\
\

‘WHAT RELATIVE WEIGHT DOES THE CONSUMER GIVE TO QUALITY, STYLE

SERVICE,COSTOF OPERATION OF SIMILAR MERCHANDISE ?

<
0y

15 SIMILAR MERCHANDISE BEING SOLD ON TIME PAYMENT?
AT WHAT SEASON 1S THE BUYING DONE 1

R
NOON
NN

NANN
CNEEES

AHEEIK

WHAT PRICE CAN THE CONSUMER BE EXPECTED TO PAY FOR THE NEW PRODUCT?

3, FIRM RELATION TO THE MARKET. (DistriguTIve GRroup)
TSTHE FIRM NAME AND REPUTATION AUREADY ESTABLISHED IN THE MARKET®

15 THE MANUFACTURER'S REPUTATION-SIZE -CHARACTER OF MERCHANDISE OR OTHER QUALITY.
SUSCEPTIBLE T0 CONSTRUCTIVE EXPLOITATION IN ESTABLISHING THE NEW MARKET?

{Consumer Grour)

45 THE NAME AND REPUTATION OF THE MANUFACTURER %READV

ESTABLISHED IN THE CONSUMER'S MIND IN RELATION TO:
(A) SIMILAR PRODUCTS % -

(8) QUALIT’

IT¥1
(C) DEPENDABILITY OR OTHER VIRTUE

N
s
iR
NS
NN

ik
s
RN

1
IS THE FIRM NAME OR TRADE MARK SUSCEPTIBLE TOFURTHER EXPLOTTATION AMONG C )

4. COMPETITION

WHAT COMPETITION WILL THE NEW PRODUCT FACE?

vl
oy
ERY
LNy

WHAT IS THE STANDING OF COMPETITIVE MANUFACTURERS WITH THE MARKET?.

WILL. MARKETING THE NEW PRODUCT RESULT IN AD‘DITLONAL OR

DUC
KEENER COMPETITION ON THE REGULAR LINE

by

CAN ANY COMPETITOR BRING OUT A SERIOUSLY COMPETITIVE TTEM QUICKLY?.

5. MANUFACTURER'S PRICE POLICY
WHAT IN GENERAL WILL BE THE PRICE POLICY ON THE NEW ITEM?

WHO WILL BE ENTITLED TO DISCOUNTS AND ALLOWANCES?.

WHAT WILL BE THE SCHEOULE OF DISCOUNTS AND ALLOWANCES TO".

{A) EXCLUSIVE DISTRIBUTORS.

(B) WHOLESALERS.

(C) RETAILERS.

g

YD) OTHER CHANN

AN
RONan
NNOON
Y
Qoo

pRNad

ELS.
WILL BASE PRICE BE THE SUGGESTED RESALE OR CONSUMER PRICE?

WILL NET PRICES BE!

(A) F.0.8.FACTOR!

F/ Y.
(B) LOCAL WAREHQUSE

{C) DELIVERED.._

<[ fxix

WHAT WILL BE THE CREDIT POLICY1,

<
Qg

WHAT NEW CREDIT FACILITIES WILL BE NEEDED?.

R Y
<

g

oEan
BR00

WHAT WILL BE THE COLLECTION POLICY}

<

ORDER CANCELLATIONS ?

WHAT WILL BE THE POLICY ON:
v (A) RETURN OF GOODS 1. 7] i ERCEGEEEE
(B) CONSIGNMENT OF GOODS? -l v PN v V|7
4 7 1 MEGR
> 171 12 ]

S
{D) DAMAGED OR UNSATISFACTORY GOODS !

F16. 1.—Check sheet for introduction of new consumer product. U. S.
Department of Commerce, Bureau of Foreign and Domestic Commerce, Market

Research Series 7, December, 1939,
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CHART 1-MARKETING
(CONTINUED)

STUDIES NEEDED BY A MANUFACTURER
PRIOR TO A CAPITAL INVESTMENT IN
THE PRODUCTION AND MARKETING

OF A NEW CONSUMER PRODUCT

6. _CHANNELS OF DISTRIBUTION

WHAT TYPE OF DISTRIBUTION WILzL BEUSED?
S

(A) FACTORY SALES BRANCE!

(B) EXCLUSIVE DISTRIBUTORS?

(C) GENERAL WHOLESALERS?
(D) EXCLUSIVE DEALER?.

{E) FREE DEALER.

BaOaan

IRONNN

BOonon

(F) FACTORS-AGENTS- BROKERS?

(G) DIRECT TO CONSUMER?

(H) LARGE DEPARTMENT STORES,MA L ORDER -CHAINS ONLY

(1) ANY COMBINATION OF THESE?

N s RN

SR SIS

<afeds s xde

N aNnnnn

HOaaoaan

WHERE WILL SERVICE STOCKS BE MAINTAINED?

(A} FACTORY.

(B) BRANCH WARCHOUSES

(C) SERVICE WAREHOUSES

ENCIE)

R[S

(D) DISTRIBUTORS-WHOLESALERS~RETAILERS.
IF THE NEW PRODUCT IS SUBJECT TO EXPORT WHAT TYPE OF DISTRIBUTION WILL BE USED?,

7._SALES PROMOTION

WILL THE NEW PRODUCT HAVE ITS OWN SALES PROMOTION SET UP?
WILL A NEW ADVERTISING SECTION OR DEPARTMENT BE NEEDED?
WILL A NEW OR EXTENDED AGENCY CONNECTION BE NEEDED?
WILL DISTRIBUTORS BE AIDED WITH LOCAL ADVERTISING?

OTHER SALES PROMOTION AIDS?

NERER

anagn

<
<

YR

IR0

paNnn
<

WHAT SALES PROMOTION AIDS WILL BE SUPPLIED TO WHOLESALERS * RETAILERS 1
WILL ADVERTISING AND SALES PROMOTION COSTS BE SHARED BY DISTRIBUTORS 1.

WILL THERE BE ORGANIZED PUBLICITY }

<
<

SRR

e fds s s

SOERRAN0
[

s s s

SRR

WHAT IN GENERAL ARE THE SALES PRO-PRACTICES OF DISTRIBUTORS.

FOR RESELLING THE PRODUCT?

<

T
<
Y

&
\

<

WHAT SALES PROMOTIONAL EFFORT IS BEING MADE BY COMPETITIVE MANUFACTURERS?
WHAT WILL BE ThT BASIS OF THE SALES PROMOTION CUDGET?.

8. ORGANIZATION AND MANAGEMENT OF SALES FORCE

0
a
<

o
g

<|x

<
<

0

<<

WILL A SPECIAL SALES STAFF OR DEPARTMENT BE NEEDED FOR THE NEW PRODUT?
WILL SALESMEN NEED SPECIAL OR TECHNICAL TRAINING?
WILL THE ENTIRE SALES FORCE WORK FROM THE HOME OFFICE
HOW WILL TERRITORIES AND ROUTING BE HANDLED?
IF SALES ARE SEASONAL WILL SALESMEN DO MISSIONARY WORK BETWEEN TIMES ?
WHAT MISSIONARY SELLING WILL BE NEEDED FOR INTRODUCTORY PURPOSES?
WHAT SALES PROMOTIONAL AIDS WILL SALESMEN RECEIVE?
WHAT WILL BE THE BASIS OF SALESMEN'S COMPENSATION?

9. OTHER FACTORS
1S THE NEW PRODUCT PATENTABLE %,

A

CEENCNLY

[N CHENES

e SR

Q

<Jx

1S ITS TRADE MARK PROTECTED }

Q

ARE ALL CLAIMS TO ROYALTIES OR OTHER INDEMNITIES SETTLED?
DO ROYALTIES LIMIT THE MARKET FOR THE PRODUCT?
DO CODES AND/OR OTHER TRADE AGREEMENTS LIMIT THE MARKET OR SALES EFFORTS .
HAVE LOCAL TAX AND OTHER CIVIL PROBLEMS BEEN SOLVED *.
HAVE ALL TRANSPORTATION PROBLEMS BEEN CONSIDERED?.

paan

R0

<JeEefec]y

NEAg

a0

Fia. 1 (Continued).

investigation, the gathering of data. The working plan also
charts the entire remaining course of the investigation, through
the writing of the report. Another purpose of the working plan
is, however, to give those sponsoring the investigation informa-
tion concerning what the researcher plans to investigate, how he
proposes to begin, how long a time the study will take, and how

much it will cost.

gestions and can give or withhold approval of plans.

The sponsor can then make constructive sug-

A third
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CHART 2 ~ORIGINATION AND PRODUCTION

BeoCerory

HAT BE USE! DU
l< THE PACKAGE DE SIGH IN LINE WITH CURRLNT GOOD PRACHC

S
% 5 s
STUDIES NEEDED BY A MANUFACTURER 3"‘"5 §8§ ag
PRIOR TO A CAPITAL INVESTMENT IN 8 s 5558y 53
THE PRODUCTION AND MARKETING SR £
OF A NEW CONSUMER PRODUCT 3;,';5»5 5*5»‘:‘35 39 z
L PN
< R L‘; PRI z?/‘c_ )
10. SOURCES OF IDEAS FOR NEW CONSUMER PRODUCTS
MA‘\NUTA('IURER'S SALES AND SERVICE STAFFS.. £at4
DISTRIGUTO 717
RETA Il CR: 17
CONSUM E Faa
COMPETITORS' MERCHANDISE rard
NEN-COMPETITIVE GODS WHICH NEED COMPLEMENTARY EQUIPMENT. 71717
DUCTION ENGINEERS. (AWmt3
INDEPCNDENTINVENTOR iz
11_MAJOR PURPOSES FOR WHICH NEW GOODS ARE MADE
TO COMPLETE LINE. A AAd~ ol
TO EXPAND SALES IN PRESENT MARKET. e 5
TO ANTICIPATE A CHANGING NEED. 2 Faravarira
O MEET A NCW NEEO. 7 STelolele
IO MEET AN EXISTENT NECD MORE EFFECTIVELY = LTl
TOMEET STYLT CHA z ;2 z
70 OPEN NEW MA! ra v 2
T USE IDLE TIME O PLANT AT EQUIPMENT. Z [ 7
12. DESIGN FACTORS
WHAT IS THE MARKET DESIRE IN DESIGN %, wile -, o |
SHALL THE DESIGN BE' RIGINAL Faras ] P ea
HOW RADICAL A CHA WILL THE CONSUMER TOLE Z1<. <. L4 Ll
SH, £ DESIGN BE AN ADJUSTMENT OF PRESENT DESIGNT 72 P4 Eq EdCd
15 THE DESIGN TO BF BAS N CLACSS OR MASS R <1 42
WHAT Anz 'mt: MARKET PREJL’DICES IN RE(»ARD T0 SIZE ,COLOR ; SHAPE
MATERIALS AND QUAL TY1_~_ F2p2 v -l
INTHE CRSE OF MECHANICAL GOODS, T5 THE DESIGN EASILY ADAPTED 10.
MINOR CHANGES EPAIRS 1. _ v pas
IS THE SELECTION OFTHE DESIGN PRIMARILY A STYLE QUESTION? - e
HOW LONG CAN THE DESIGN BE MAIN JAINED WiTHOUT MAJOR CHANGES? Izt m 17
WHAT EFFECT WILL THE DESIGN HAVE 01 COST OF MANUFACTURE? Baarataras 7 L4
WHA‘I EIFECT WICL THE DESIGN COST HA/L NPﬁIC( TOTHE CONSUMIN? CATaTAtARa Ty L2 2 fa
KIND OF PACRAGE WILL C’T :_ ;
7 7
7 7

HOW WILL THE NEW 7RODUCT BT PACKLD FUR STOCK OR FINAL SHIPHENT‘ :

<RI

15 THE STANDARD SHIPPING PACK BOTH SAFE AND ECONOMICAI
13. PRODUCTIOM FACTORS_

WHAT IS THE RELATION IN PRICE LEVELS1.

CAN PRESCNT LABOR PRODUCE THE. NLW PRODUdT" Lk Leieidididld
IS SPECIA\. LABOR AVAILABLE IF NLEDI v Azl
N THE NEW PRODUCT BE MADE wnH PRESENT MACHINERY 1, (a3 Fidtatd
WlLL PRODUCTION OF THE NEW SEA. L i raLACaLa
IF S0, WHAT PER CENT OF THE TIME WILL PART GRALL OF THE PLANT BE ICLE? 3P tmrae
(.AN PLANT RUN ON 0 HER GOODS IN OFF SEASON?. Fard AW Eara
WHAT EFFECT WILL LOPERATION HAVE ON R 17 A==l
WHAT EFFECT WL PROGUCHON OF NEW PRODUC HAVE ON RECLL (AR PRODUE IOH SCHEBULE T Fats 17
HOW WILL CODES, LOCAL LAWS, LABOR £ AGRECMENTS DR TRADE AGREEMENTS.
FFECT PRODUCTION VOLUME AND COSTS 1 PAtC3mEs B
HOW FAR CAN PRODUCTION BE INCREASLD WiTT PRESENT EQUIPMENT? P 2 I 2 <
14 MATERIAL FACTORS
WHAT RAW MATERIALS WILL BE USEDY. Add]edAq Lol ] %
WHERE ARE RAW MATERIALS AVAILABLE e A AT T s 2
RRE RAN MATERIAL SOURCES DEPENDABLE EAE3ts <
IN AN EMERGENCY INTERRUPTING THE NORMAL SUPPLY OF RAW MATERIAL
WHAT CAN BE SUBSTITUTED £ 4 T LA 4 3 N E4 £2 4
WIIAT CFFECT WILL TRANSPORTATION COSTS ON RAW MATERIALS HAVE'ON FINAL COSTS T Telel A= &
WHAT NEW STORAGE CAPACITY FOR RAW MATERIALS AND PARTS STOCKS WILL BE NEEDED AT PLANT3. paeae 1= I Ca
WILL RAW MATERIAL COSTS FLUCTUATE WIDELY IN PRICES. [30d
15. SERVICE FACTORS
WILL THE NEW PRODUCT NEED SERVICEING?. Ziw] Jolelely
IF 50,70 WMAT EXTENT 1. EEARE GG
WILL SERVICE BE RENDERED BY THE MANUFACTURER 5 S L
WHAT PART WILL D’STRIBU"DRS WHOLESALERS, AND/OR RETAILERS PLAY.
IN THC SERVICE PICTURE L. zlz1
wiLL FRtC f‘E;KVILE BE RENOERED THE CONSUMER DURING A GUARANTEL PERIOD]. “
- e
l.L BE 1HE BASIS OF COMPENSATION OF THE SERVICE AGENCY 1. % t2td
vl vm.x, PAYITT ]
L THE MANUFACTURER'S SERVICE CO5TS RE AGSORBED 1. %
wiLL SPARAE PARTS | a‘: SOLD 70 SLPVICE AGENCY AND/OR consuw RATCOST.
‘WHAT SPARE PARTS STOCKS WILL BE NEEDEDT =1 1]
WHAT SPECIAL PERSONNEL WILL BE NEFDCD FON SERVICE WORK?. & 4
WHERE WiLL SERVICEMEN AND SPARE PARTS STUCKS BE LOCATED?. M Ld
16. NEW CAPITAL INVESTMENT FACTORS
WHAT NEW REAL ESYATE INVESTMENT WILL BE NECESSARY?. Lalala At
WHAT INGS POWERUNES MUST BE BUILT BY THE MANUFACTURERT Pt P
WNA'! NEW BUILbNGS W L}. ECDED? =17 pEa
WHAT N NTAL EXBENSE PUANT WAR HOUSE, JBRANCH OTFICES)WILL BE NELDED T o 2l
AT NE So0Ls WH.LB NEEDESL EEGs ql”
'WHAY WILL BE THE COST OF AmUSTING PRESENT PRODUCTION MACHINERY ]l Av]7]
WILL NEW CAPITAL BE NEEDED? AT
I._RELATION OF NEW PRODUCT TO REGULAR LINE
V/HAT IS THE RELATION IN QUALITY 1, oleleld [elelel 1] 2]
B o coomer PERERccaseEss
4 ER OF 2[4~ ] 7] -
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purpose of the working plan is to clarify the researcher’s own
thoughts.

Because it serves these main functions, the working plan is put
into writing. An example of a working plan is reprinted at the
end of this chapter to make more meaningful the exposition of
steps by which it is achieved.?

Bibliography

Before beginning to put the working plan on paper, the investi-
gator should extend the bibliography which he began when he
made his preliminary survey. In amassing titles of hooks,
articles, and other published material for this bibliography, he
will consult known guides to such material and cover the ground
thoroughly so that when he is ready to collect data he will be able
to go directly to the library, procure the items listed in the bibli-
ography, and set to work. It is to be understood, of course, that
bibliographies grow as onec discovers new leads during research
work ; hence a bibliography is seldom complete until the investiga-
tion is finished and the report itself all but written.

Objective of the Investigation

The working plan begins with a succinct statement in specific
terms of the objective of the investigation. Herein the investi-
gator tells what is already known on the subject and what
sources of information he has consulted, presents evidence that
the investigation will result in findings not available in previous
studies, and explains what he hopes his labor will accomplish.
In so doing he delimits the field of his researches and avoids dis-
sipating his energies later. As a general rule, the investigator
can state the objective in onc specific sentence.  When he cannot,
there is usually something wrong—ecither he is trying to attain
two or more incompatible objectives, or he does not know exactly
what he is trying to find out.

" An example of a statement of the objective of an investigation
is the following, taken from the working plan for a market study
of a food product.

The purpose of this survey is to provide us with a considerable
amount of information on: (1) the extent to which a typical cross section

1 A preliminary reading of this outline before the reading of the theory of
the working plan may be helpful at this time.
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of consumers uses various brands of each of the soups; (2) the purpose
for which they use these products; (3) the motives which cause them
to buy each; (4) the relative importance of various types of outlets
gelling their information regarding the retail distribution of various
brands; and (5) the gathering of a good deal of supplementary informa- .
tion which will be of value to the manufacturer of soups in developing
merchandising and advertising plans.!

Definition of Terms

It is perhaps significant that German scholarship, noted for its
thoroughness, was famed also for its unwillingness to begin with
anything other than definitions. The wisdom of such a pro-
cedure is apparent to anyone who has read any of the recent
literature on semantics, or the science of meaning. Since even
ordinary words often mean quite different things to different
people, definitions of technical words or words used in special
senses are peculiarly necessary.

Adequate definition of terms serving as the basis of an investi-
gation is particularly important. For example, an investigator
sent out to count the number of dwelling houses in a four-block
area will need to know whether or not to include an apartment
house, a church in one wing of which live the minister and his
family, and a duplex house; in other words, he must have clearly
in mind a definition of ‘“‘dwelling house” which will exactly
serve the purpose of the survey.

Basic Elements Requiring Analysis

The main points arrived at in the second step in the investiga-
tion, the preliminary survey, are written into the working plan
so that they may be reviewed, criticized, and perhaps added to
by the person autherizing the investigation. The investigator
will retain only those elements which he has decided are relevant
to the solution of the problem, and he will indicate which deserve
special emphasis.

Limitations of the Investigation

An investigator usually has to reckon with three factors which
determine how comprehensive his study can be. These factors
are time, money, and data. Usually, he has to meet a deadline

1 We are merely assuming that the food product was soup.
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and must accordingly plan his work so that he will be able to
complete the investigation on time. If he must spend no more
than a predetermined amount of money, he needs to plan to incur
no unnecessary expenses and to spend wisely the funds at his dis-
posal. Similarly, the amount of data available is something on
which he must figure For example, an investigator seeking
material for a report on methods of dyeing oriental rugs may dis-
cover that almost nothing on the subject has been published and
that reputable, capable dyers are few and far between. Hence
his working plan should indicate the difficulties in the way of
compiling an exhaustive report. A statement of each of these
limitations is written into the working plan for future reference.

Scope of the Investigation

A statement of the scope of an investigation tells the extent of
the field and in what field data will be sought. If the data are to
be gathered by the use of the personal interview, the statement
will include such items as the types and numbers of persons to
be questioned, the number of cities to be covered, or the number
and type of dcalers to be approached. The statement of the
scope of the investigation may include, in addition, the quantity
of data to be secured and the heads under which they are to be
classified.

In many an investigation, defining its scope consists in prede-
termining what constitutes an adequate and a representative
sample of the whole group of cases about which one is interested
in finding out certain facts.

A manufacturer, for example, who wishes to test out the market
for a specific product probably cannot interview all the potential
buyers because of the cost involved, and fortunately he need not
interview all of them. By securing the reactions of a representa-
tive sample he can have an indication of how the product will be
received by the market as a whole.

The working plan should contain a brief description of the
scope and procedure of the method or methods of sampling to be
used, in case the entire field of investigation is not being
covered. The following statement of scope and procedure makes
clear the size and nature of the sample used in the market study
for the food product mentioned before:
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Scope of Soup Survey

1. House-to-house interviews with 2,000 consumer families, using the
questionnaire entitled, ‘‘ Your Opinions Will Help Make Soups Better.”

2. Special interviews regarding readership of various sections of
Sunday papers and familiarity with soup advertising, to be made
house-to-house with 100 families who are not interviewed with the
general questionnaire.

3. Interviews with 150 children between the ages of six and fourteen

years.
4. Interviews with grocery stores and combination grocery and meat
stores, using the questionnaire entitled ¢ A National Survey of Soups.”
5. Interviews with a number of physicians (general practitioners,
specialists in gastrointestinal disorders, child specialists, pediatricians,
etc.) and with dietitians if possible.
6. Interviews with the leading grocery wholesalers or jobbers in the
cities covered by the survey.!

An exposition of the theory of sampling is interpolated here,
pages 42 to 48, because sampling is a technique widely used in
business research in general and in marketing resecarch in particu-
lar.2  Moreover, market research is greater in volume than other
types of business research because of a widesprcad belief among
business executives that they can still make business profitable if
they can cut costs and increase efficiency in marketing.

Sampling.—The basis of sampling, called the law of sampling,
is that a moderately large number of items chosen at random from
a very large number of items should have the characteristics of the
larger group. The law implies, if not a perfect resemblance
between the sample and the whole, at least a high degree of
resemblance. Its importance will be better understood and
appreciated if two “principles of sampling and two related
principles are given.

Principles upon Which Sampling Is Based.—The first principle
of sampling is called the principle of statistical regularity. In
brief: If a reasonably large sample is selected without bias from
a mass of phenomena, the characteristics of this sample will differ

! From ‘Instructions to Interviewers, Survey of the Market for Food
Product,” Batten, Barton, Durstine, and Osborne, Inc.

3 The information concerning the theory of sampling is adapted from
John R. Riggleman and I. N. Frisbee, Business Statistics, pp. 21-25.
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but Uttle from those of the entire universe.! The significance of
this principle is that one may, by studying a portion of the phe-
nomena bearing upon a given problem, depict fairly accurately
the characteristics of the entire group. It is also a fact that the
principle makes possible a material reduction of the work neces-
. sary in order to draw accurate conclusions concerning any large
group of quantitative -data.

As an illustration: If one desires to study the changes in the
earnings of factory workers in the United States, he need not
include all factory workers nor the workers in all factories. If he
studies carning records of 25 per cent of the workers in 25 per cent
of the factorics, he will probably have as truc a picture of the
changes as if he had studied the earning records of all factory
workers. He must, however, avoid bias in choosing the sample,
and he must securc a fair distribution of earning records of
workers by areas and by classes. How thesc two qualities,
reliability and proportionality, are attained is explained in a
suceceeding section, Selecting the Sample, in this chapter.

The second principle of sampling, based upon the same reason-
ing as the preceding, is the principle of large numbers. In brief:
Whenever an event may happen in only one of two ways, and the
event is observed to happen under the same essential condilions a
large number of times, the ratio p? of the number of times that it
happens in one way to the total number of trials appears to approach
a defintte limat, let us say P, as the number of trials increases tndefi-
nitely. For example, in a bank with a large number of branches,
the proportion of the number of customers having accounts with
balances below $100 may vary greatly from week to weck among
different branches, some branches having a smaller number than
the preceding week, other branches having a larger number. For
the bank as a whole, however, the relative number of accounts
less than $100 may not change greatly from one week to the next.

A related principle, referred to above, is the principle of small
numbers. A short statement of the principle is: If, in a group of
quantitative phenomena selected without bias, a small portion of the

1 Universe: the whole group of cases about which one is interested in
finding out facts. Sample: a certain number of those cases, picked at
random or otherwise from all those in the particular universe. Ezekial
Mordecai, Methods of Correlation Analysis, p. 13.

2 p represents the proportion of favorable occurrences.
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group deviates sharply from the characteristics of the remainder of
the group, this tendency will persist no matter how large the group
may be made and irrespective of the number of samples selected.
Hence, if one makes an analysis of the balance of savings accounts
in a large number of branch banks, even though the branches are
located in quite different sections of the community, he may find
that each branch will have a small number of savings accounts
in which the balances are more than $10,000.

Another corollary of the principle of statistical regularity is the
principle of decreasing variation. In brief: As a larger and larger
proportion of a group of phenomena is selected by the cumulation of
successive unbiased samples, the characteristics of each enlarged
sample (namely, the average, the deviation, the skewness, eic.) will
tend to differ less and less from the characteristics of the preceding
(smaller) sample and from the characteristics of the group as a whole.
Hence, if one’s samples represent increasing proportions of the
checks presented at a bank for payment from day to day, one
could approximate with increasing accuracy the distinguishing
characteristics of all checks. It is clear that the application of
this principle makes possible the determination of the size of the
sample (in proportion to the whole of the data) which must be
taken in order that the characteristics of the sample may, within
prescribed limits of accuracy, be attributed to the whole group.

Selecting the Sample—It is obvious that a represcntative
sample is one which reproduces, on a small scale, the universe
under consideration. It is also obvious that a pample must be
representative to a practical degrec, the meaning of which term
is explained in the next section, Checking the Adequacy of the
Sample.

Selecting a representative sample for the problem at hand is no
easy task; it requiresintelligent application of statistical prinei-
ples. Depending upon the requirements of the particular case,
an investigator usually uses either of the following methods:
(1) random sampling or (2) directed sampling.

In strictly random sampling (not commonly possible in business
statistics), any item of the total number of cases has as good a
chance of being included as any other. For example, let us sup-
pose that one draws the prices of 50 commodities from a group of
1,000 prices which have been marked on small cardboard disks.
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and mixed well. Such selection is random insofar as the 1,000
prices are concerned.

In directed sampling (commonly employed), one makes a dis-
tinet effort, by using a system of control in the selection of data:
(1) to incrcase the certainty of a proportional representation
from the various related types and groups of elements insofar as
those types or groups are known to exist or to have a bearing upon
the problem at hand; and (2) to exclude (to save time, energy,
and expense) those types or groups which are known to have no
bearing upon the problem at hand. To illustrate directed sam-
pling, let us assume that the researcher takes, as his sample, the
prices of the 50 most iraportant articles in the budget of the aver-
age family. It is obvious that the second sample is a more
reliable basis for computing an index number as a measure of the
changes in the cost of living than the first sample is.

Dividing up the whole into classes and taking samples of each
class will incrcase the chances of selecting a fair sample where
the total data are not homogeneous with reference to the purpose
of a particular investigation. In a sample of a survey for the
purpose of determining the percentages of residences vacant, one
increases the degree of accuracy of the sample by taking a random
sample of all single-family houses, of all double-family houses,
and of all apartments, and then weighting the figure for the situa-
tion as a whole in accordance with the proportions of these dif-
ferent types of dwellings. Within each class, some practical
method of making the random selection must be determined.
The sample of single houses might be taken on the basis of regular
intervals, determined by drawing lines a mile apart north and
south and east and west and then covering the streets nearest the
lines.

The principle of getting a fair sample, just illustrated, is of
almost universal application in sampling operations.! In each
case where this principle is applied, there will be some variation
between the sample and the whole. How great the degree of
variation may be without causing erroneous conclusions cannot
be said arbitrarily. Always the use to be made of the sample
affects the degree of variation permissible. A practical check on

1 The method of predetermining the size of a sample according to the
degree of accuracy required is explained in Appendix I.
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the degree of varigtion permissible is given in Appendix I. In
using it, however, one needs to understand that neither it nor the
mathematical tests given in books on business statistics are to be
substituted for judgment and experience in selecting samples and
in interpreting results of the sampling process.

Checking the Adequacy of the Sample.—The ‘‘stability test’” of
sampling is used as a rough check upon the adequacy of a sample.
The test may be made in either of the following ways:

If one is testing the sample by method A, the first step is to
divide the original sample by means of random sampling into two
equal samples. ‘

The second step is to note whether or not the characteristics of
the divided sample (as shown by the two smaller samples) differ
materially from the characteristics of the original sample.

To illustrate: If we study the changes in the number of persons
employed in factories by means of a sample containing, let us
suppose, 20 per cent of all factories, then the adequacy of the
sample could be roughly checked by dividing the total sample
into two groups, each containing 10 per cent of all factories, and
by comparing the data of these small groups with the results
shown by the entire sample. A variation of the method, some-
times desirable, is to divide the original sample into four equal
parts and to see if the differences between the averages of the four
groups are within the required limits of accuracy.! If they are,
the totals should be satisfactory. :

If one is testing the stability of a sample by dethod B, one
gelects from the original data a new unbiased sample, equal in
size to the sample already taken, and compares the results
obtained from the two equally large samples. It is not theoreti-
cally necessary to exclude from the second sample all items which
were included in the first sample; it should be unbiased, however.
For example, if, as in the above illustration, we wish to study the
changes in the number of persons employed in factories by means
of a sample containing 20 péer cent of all factories, we can check
the adequacy of the sample by taking a second sample of 20 per
cent of the factories and comparing the results obtained from
the two samples.

1 A table indicating size of sample within predetermined limits is reprinted
in Appendix.I. Copyrighted, 1932, by the President and Fellows of Harvard
College. :
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It has already been said that the number of items in a sample
will vary according to the extent of error permitted by. the condi-
tions of the problem. Sometimes a sample small in size indicates
to a satisfactory degree the characteristics of the whole from
which it has been taken. If, for example, one wishes to deter-
mine the marketability of a Cuban confection in the United
States, one can make a satisfactory test of how well it sells by
placing it in a reasonably large number of representative stores
in a few communities. However, a sample relatively large in
size would be necessary, in other instances, to indicate the
characteristics of the whole. For example, if the directors of a
large company are considering the adoption of a pension plan
and need to know how many years it will be on an average before
all employees reach the retirement age, they will not find a small
sample of employee ages adequate to their, purpose. In the first
instance, the required number of cases can be small because of
the homogeneity of tastes of the people of the nation selected and
because the decision made on the basis of the sample need not be
final. In the second instance, the required number of cases needs
to be large beceause employees have many and widely varying
ages and because the action taken on the basis of deductions. .
made from the sample would be costly since it is final,

Two practical principles helpful in determining what size a
sample must be to be adequate are seen in the above illustrations:
namely, (1) that the number of cases required in a sample
increases as the variation in the individual items increases, and
(2) that the number required also increases as the required accu-
racy of the results increases.

If a sample is judged inadequate through the application of
the ‘“‘stability test”” or onec of the mathematical tests, probable
error of the mean, or the standard error of the mean explained in
Appendix I, another principle of sampling can be applied, 7.e.,
that of increasing the size of the sample until it is adequate. The
principle 18 that the accuracy of a sample increases as the square root
of the size of the sample increases.! 'To double the accuracy of a

1 Explanation of the statistical technique of sampling, in addition to that
given in Appendix I, may be found in (1) John R. Riggleman and I. N.
Frigsbee, Business Statistics, Chap. XI; (2) American Marketing Association,
The Technique of Marketing Research, Chap. XX; and (3) Theodore H.
Brown, The Use of Statistical Techniques in C'ertam Problems of Market
Research, pp. 10-13.
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sample, one must quadruple its size; to treble its accuracy, one
must increase the number of items to nine times the former
number. As an illustration: If there are 100 items in a sample,
and it is desired to double the accuracy of the sample, the square
root of the size of the sample, 10, will be obtained. This will
then be multiplied by 2, resulting in a product of 20, which will
be squared, indicating that 400 items are required for a sample
twice as accurate as 100 items. Similarly, for a sample three
times as accurate as 100 items, the square root of 100 (10) will be
multiplied by 3 and the result (30) will be squared, giving 900 as
the number of items needed for a sample three times as accurate
as 100 items.

Method of Gathering Data

The next section of the working plan describes the methods of
obtaining data. Whether data needed to solve the problem are
to be obtained from office records, from the library, through
interviews, through the mail questionnaire, by experiment, or by
simple observation, the working plan clearly outlines the means
to be used in gathering them. The explanation of the method
helps to prove its essential soundness to those concerned with the
investigation. The explanation also calls forth criticism, sug-
gestions, and advice concerning the method. It is a good plan
to indicate clearly, in outline form, the method of securing data
concerning each of the elements listed in that se(ii‘crl of the work-
ing plan which is headed “Basic Elements Requiring Analysis.”

Detailed instructions as to interviewing, for example, ordinarily
are given to an investigator with the questionnaires and hence
they should be included in the working plan. The working plan
should, of course, include a copy of the questionnaire, if any.
Further discussion of methods of gathering data, as well as
examples of questionnaires used, will be found in Chaps. IV
and V. : .

Method'of Organizing Data

Many times, in framing the working plan for approval, it is
necessary to give detailed instructions on procedure, both as to
collecting data and as to handling them when collected.

Determining the best technique for recording, analyzing, and
using data is a matter of vital importance in making the working
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plan for an investigation. The two forms most often used for
tabulating data are the counting sheet and the recapitulation
sheet. The counting sheet is that form on which the tabulator
makes the first record of answers to questionnaires secured by
mail or through interviews, or makes the first record of informa-
tion attained in interviews. The recapitulation sheet is a digest
of answers recorded on the counting sheet. (Figure 13 in Chap.
VI illustrates the counting sheet, and Fig. 14 the recapitulation
sheet.) Examples of both forms should be attached to the work-
ing plan. For special purposes other forms may be devised.
The various techniques of organizing data are discussed in detail
in Chap. V1.

Testing the Working Plan

Working plans for extensive and costly investigations are tested
on a small scale to determine their soundness. The test is con-
cerned with the quality of the questionnaire, the fitness of the
investigators for their work, the rightness of sources of informa-
tion, and the feasibility of the proposed methods for procuring
information. The test is designed to answer the all-important
question: Is the plan sufficiently sound and comprehensive to
accomplish the aim of the study? .

The nature, scope, and method used in testing a working plan
vary with the particular study. Preliminary to the investigation
for Sun Screen, which covered 74 cities and towns from New York
to San Francisco and from New Orleans to Chicago, a test was
made in one city which included 24 building managements,
operating 73 office buildings and 7,800 apartment units. For
another study, mail-order consumer research, the test included
33 interviews in one county, 10 of farm famxhes, 8 of village
famﬂ:es, and 15 of town families.

Work Progress Outline

Since the investigator must often meet a deadline and yet stay
within a budget, he should include in the working plan a detailed
outline of what he proposes to do each day, week, or month that
he is working on the project, together with a plan of disburse-
ments during the period. Plans for a field survey should specify
the amount of time needed for preparation of forms; for tele-
phone, mail, or personal interviews; for editing, tabulating, com-
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puting percentages, interpreting results; for writing, typewriting,
and rewriting,

It is highly important to prepare such an operating schedule.
The time allowed for completing the investigation should be
divided according to the necessities of the various operations that
constitute the research. In some researches, one operation
hinges upon another. In others, a number of operations can be
carried on simultaneously. All need to be coordinated in a care-
fully worked-out program. This program should be recorded on
master control sheets which provide space for checking the daily
fulfillment of previous assignments.

Outline of the Report

The tentative outline of the final report has been blocked out
roughly in the sccond step of the investigation, the analysis of
the problem. As soon as the investigator has reduced the prob-
lem to elements, he knows the topics to use as a guide in framing
questions for the questionnaire. As soon as he knows the rela~
tive importance of elements, he knows the arrangement to give
the material in his outline. Knowing topics and arrangement,
he finds it a simple matter to break major problems into minor
problems, to indicate the subordination of minor problems to
main problems, and to draw up a rough outline of the final report.

Digest of Impressions.—As the preliminary survey serves to
give the investigator, who makes it, a clear conception of what is
known of the perplexing situation out of vhich a business
investigation springs, the working plan serves to present to the
client or executive, who passes upon it, the digest of these same
impressions. The working plan usually gives this digest of
impressions at the beginning. The digest of impressions in the
report about Sun Screen, referred to on page 30, reads as follows:

Our experience in St. Louis, in which we obtained the reaction of
24 building managements operating 73 office buildings and 7,800 apart-
ment units, has increased our enthusiasm for Sun Screen. A sales
department, however, could waste opportunity, misspend money, and
possibly retard the natural growth of sales volume, if activity became
separated from conservatism and wisdom.

Some markets are profitable; others are not at this time. And the
methods of distribution and promotion will have an important bearing
upon sales volume and sales costs.
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The best sales procedure is not yet evident and needs to be determined.

The St. Louis situation is discussed in this presentation.

We suggest that you consider the advisability of having our organiza-
tion use three months, prior to getting into the production and the sale
of Sun Screen, for market analysis, determination of sales policies, and
formulation of plans for sales organization and promotion. Then—Ilet
us execute the selling job.

Tentative Plan of the Final Report.—The following outline sug-
gests the tentative form of organization which material assumes
in the working-plan stage of the investigation. Although it
needs much working over to distinguish between main and sub-
ordinate points, it is the basis of the finished outline,

Determination of Classes of Apparatus Which Should Be Manufactured
in Blank Products’ Shop

Purpose.—This study is to be directed toward the definition of the respon-
sibility and scope of the Blank Products’ Shop, with particular reference
to the character of work for which it should function and to the factors which
influence the transfer of work out of this branch to the operating depart-
ments of the works.

.Digest of I'mpressions.—As the Blank Products Shop has been set up to
manufacture with economy and dispatch certain classes of apparatus up to
a point where the production of such apparatus is no longer special to the’
methods and procedure of the operating branch, it is intended to direct
automatically its manufacture in the most economical channel.

Tentative Plan of the Final Report.—The study will proceed on lines cal-
culated to provide the answer to the following points:

1. What factors should influence the placing of work in the Specialty
Products’ Shop for initial manufacture?

a. Apparatus in which the design has not been fully worked out?
b. Apparatus to meet requirements essentially different from those
applicd to our regular telephone product?
c. New apparatus upon which future requirements cannot be set with
certainty?
. Apparatus for which the demand is intermittent?
Apparatus susceptible to frequent design changes?
Apparatus of a highly competitive type not subject to the usual
quality standards?
g. Emergency orders for the production of which standard tools and
facilities are not available?
k. Apparatus requiring specialized treatment to produce?
. Special orders for experimental or development work which would
disrupt the practice in the operating branch?
J. Apparatus ordered in quantities which do not justify the cost of tools
which would be necessary for production in the operating branch?

e R
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2. What are the considerations which would indicate the transfer of work
from the Blank Products’ Shop to the operating branch?
. What stage of design of apparatus?
. At what point in production program?
. Bimilarity in character or type to standard telephone apparatus?
. After elimination of all design or manufacturing troubles?
. When operations and methods have become fixed?

f. Future demand and its effect on standardized tool equipment?

Preliminary Statement of Conclusion.—After these points have received
proper consideration and have been reduced to clear definition, an instruction
or routine will be issued to guide the future assignment of work.

o o o

Statement of Expected Results.—The final section of the working
plan is really a restatement in more general terms of what was
said in an earlier section entitled Objective of the Investigation.
Under Expected Results, the investigator explains as specifically
as he can what he hopes the investigation will accomplish and
what the consequences will be for the person or company author-
izing the investigation if these hopes are realized. This conclu-
sion gives the expected result, not the conclusions. They give
the authorizer or adviser of the study an idea of the practicability
of the plan of procedure to enable him to judge, to a certain
extent, whether or not the possible findings will be worth the
anticipated expense. The last three paragraphs of the following
working plan of the investigation for Sun Screen state the results
that the client authorizing this particular investigation can
anticipate as a result of the investigation.

Dear MR. SMITH:

According to the conversation in your office with Mr. Doe and
yourself July 8, I enclose an outline of the proposed market analysis
for Sun Screen, together with our estimate of the cost of this work.

Scope.—The proposed analysis will include a thorough personal
investigation in approximately 15 cities located in all sections of
the United States. Details of our report covering this market
analysis have been discussed with you, and here we will outline our
proposal only briefly, showing what it will include.

Proposed Contents of the Report

First: An estimate of the amount of eapital necessary to invest
in the marketing of Sun Screen, including selling and promotion
expense, and the approximate time required to put the product on
a basis of profitable returns on the money invested.

Second: A first-, second-, and third-year marketing plan. This
three-year plan based on measured facts will enable you to eliminate
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costly trial-and-error methods and intelligently to market Sun
Screen when you are ready to begin production. You will find our
report and plan simple to understand and easy to use. Every
statement will be backed by reasonable proof.

Third: Our report will indicate, on the basis of measured facts
(a) what markets are most readily available and should be the
focus point for primary selling efforts, (b) through what outlets
these markets can best be reached for proper distribution, (¢) whole-
sale and retail prices, terms, and discounts.

Fourth: We will determine sales resistances, sales appeals, and
the exact nature of the competition Sun Screen will be forced to
meet.

Fifth: We will determine the most profitable markets and the cost
of selling them, as well as the best and most practical methods.
This may vary in different parts of the United States. The size of
sales organization required and the caliber of men needed to do this
selling job will also be determined.

Sixth: Our market analysis will give you factual and directional
foundation for sales and advertising efforts. And incidentally, our
personal investigations during the course of this study will have an
educational and missionary sales value through the many contacts
established in all parts of the country. This point should not be"
overlooked in weighing the value of the proposed work.

Time.—The time required to complete intelligently and success-
fully this analysis we estimate at approximately five months, i.e.,
22 or 23 weeks. Actually when we get into the work it may be
possible for us to see a way in which this time can be shortened.
Tt is always our policy to give our clients the benefit of any possible
saving. On the other hand, it may seem wise to expand the investi-
gation on certain points to obtain adequate information, but at the
most this should not require more than several weeks additional.

Cost.—The cost will be as follows: ____hundred dollars per week,
for every week we are engaged in the study plus necessary expenses
incurred. These expenses include traveling, field investigators,
clerical labor for tabulations, charts, ete., and would run from a
low of about____dollars to a high of around____dollars some weeks.
We estimate an average weekly expense of ___dollars. Thus the
total cost will be approximately dollars per week, or___dollars
for the five months,

Observations on Proposed Plan.—In the event you do not wish to
start by marketing Sun Screen in all parts of the United States you
could save some money on the cost of this investigation by elimi-
nating certain sections of the country. However, this in all proba-
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bility would be false economy, because one important object of the
research is to determine where Sun Screen can be sold in greatest
volume and at lowest sales expense during the first year, while
manufacturing costs are high. It would, of course, cost more in
the long run to study conditions in one part of the United States
now and in another part later. You can have a complete perspec-
tive only by having a complete picture.

As stated, this proposed market analysis as an investment will
pay for itself many times over by (a) eliminating costly trial-and-
error selling, (b) enabling you to conserve your resources through
operation of a sound merchandising and sales policy, (c) serving as
a check on sales and advertising expense, (d) increasing sales volume
from the moment you start production, and (¢) making sales effort
more efficient. .

You will have knowledge of the correct course to pursue, the
correct methods to operate, the cost of selling, and how long it
should take for your investment to pay out, through the possession
of measured facts and our outside viewpoint, obtained through a
scientific approach to your sales problem by reputable men with
over ten years experience studying sales problems for representative
manufacturers, some of them leaders in their respective fields. For
instance, we recently completed a job for Sears, Roebuck and
Company.

We are prepared to begin work on this market analysis immedi-
ately and would remind you that in order to have it completed by
January, 194-, it should be started in the near future.

Thank you for the opportunity to figure on this work. We are
very enthusiastic about Sun Screen and the gnany opportunities
for it which we visualize and would consider i!la real privilege to
help you launch it on the market successfully.

Very truly yours,
Tae ArTHUR C. WEICK COMPANY



CHAPTER IV
COLLECTING DATA

I. Methods of Collecting Data—II. Bibliographical Research: A.
Definition; B. Importance; C. Procedure; D. Using basic sources:
1. Indexes in general use; 2. How to use indexes; E. Preparing the
bibliography; F. Determining the applicability of bibliographical data;
G. Determining the reliability of bibliographical data; H. Taking
notes; I. Making the final bibliography—III. Observation: 4. Defi-
nition; B. Types; C. Uses; D. How to observe; E. Advantages and
disadvantages; F. Experiment—IV. Interview: A. Definition; B.
Types; C. When used; D. Disadvantages; E. Advantages; F. Who
is interviewed; G. Requisites of the interviewer; H. Training of the
interviewer; I. Technique of the interview.

Collecting data, the second step in the research procedure, is
bringing together material to be analyzed, compared, and inter-
preted for the purpose of drawing conclusions and making
recommendations.

Although each step in the research procedure is important, col-
lecting data is considered the foundation of all research because
of its strategic position in relation to the rest of the investigation.
On the pertinence and quantity of data and on their completeness
depend the processes of both organization and interpretation.

METHODS OF COLLECTING DATA

Data are primary or secondary. The first are unrecorded and
call for field research. The second are recorded and may be
procured through consulting office records or bibliographical
material. Collecting extensive primary data usually calls for
group action—building up an organization of interviewers,
inspectors, and supervisors, or using mail questionnaires; collect~
ing secondary data usually calls for individual action. The tech-
niques used in group action are observation, interview, and the
mail questionnaire. Those used in individual action are exami-
nation of records and perusal of reference books.

Observation, experiment, and office and bibliographical
research are the simplest and most intensive types of research;

56
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interviews and mailed questionnaires are the most complicated
and most extensive types. In any investigation, the method of
gathering data which promises to be most fruitful will be used
first. This is usually the bibliographical method, because fre-
quently pertinent information is readily accessible in libraries
and office records. Titles of books, periodicals, and other publi-
cations available in library stacks may be found through the use
of the card catalogue. Company records may yield a rich reward
if satisfactory internal statistics have been kept, such as volume
of production or sales by product, by salesman, or by territory.
Moreover, they givo data which can be found nowhere else.
Company records, although not necessarily the most important
or the most significant, are the most tangible and most reliable
of all types of data. The advantage of these two sources of data
is that they are inexpensive and accessible.

Personal visits and interviews may yield three or four times as
much information as the above-named methods of investigation
and hence are to be relied upon when all else fails. They are
likely, however, to be a costly method of gathering information
if the nature of the investigation necessitates interviewing specific
individuals. Such appointments are difficult to arrange because
business and personal affairs interfere and because the persons to
be interviewed are likely to live distances apart. On the other
hand, personal interviews are probably not a costly method when
an investigator may make calls in a small area or interview any-
one he meets. /

The mail questionnaire is used when the success of an investiga-
tion depends upon getting information from a relatively small
number of people in widely scattered locations; one might wish,
for example, to get the opinion of the president of Rotary in each
town of the United States with a population of 100,000 or more.
Unless the investigator has a representative in every town of
100,000 in which there is a Rotary .club, he can reach these
presidents best by mail. : The mail questionnaire and the inter-
view are used after published sources have been exhausted and
internal records of the company have been utilized to the limit.
The disadvantages of the mail questionnaire are that it takes time
to secure results and that it takes considerable skill and knowl-
edge in its use to make it successful.



COLLECTING DATA 57

In surveying the possible methods to be used in a specific
investigation, one will find that every investigation is a law unto
itself. He should know each method of collecting data and the
factors which determine its use in order to select the one most
valuable for the investigation at hand. In many surveys, every
method of investigation is used. Bibliographical research is
almost always used before any final conclusions are formed and,
as has been said before, it is usually the first method utilized.

[

BIBLIOGRAPHICAL RESEARCH

Definition

Bibliographical research is the sceking of written data or sec-
ondary data in company records or in books, periodicals, cata-
logues, pamphlets, monographs, bulletins, and newspapers.

The data attained thus may sometimes be applied to the study
in substantially the same form in which they are found; at other
times, they have to be worked over and digested. The sources
of bibliographical data are public, company, technical, or special-
ized libraries; commercial and governmental agencies which make
a specialty of collecting data; and current publications which are
source books of information. The data are located through the
card catalogues of libraries and by the use of such books and
indexes as the United States Catalog, The Cumulative Book Indez,
the Industrial Arts Index, and The Public Affairs Information
Service. It is as essential for a research man to know how to use
bibliographical aids in his work as it is for writers to know how
to use the dictionary.

Importance

The businessman undertaking a study will find it valuable
to begin bibliographical research as soon as he has defined his
problem and divided it into its component parts. By doing this
type of research at the beginning, he may save himself much
labor, time, and expense, because it is not unusual for him to find
the proposed study partially, or completely, made by someone
else. He needs to know, moreover, all that others have done
along the same line and whether or not others are working in the
same field. Thomas A. Edison said:



58 BUSINESS REPORTS

When I want to discover something, I begin by reading everything
that has been done along the line in the past; I see what has been accom-
plished by great labor and expense in the past; I gather the data of
many thousands of experiments as a starting point, and then make
many thousands more.!

To follow a procedure similar to Edison’s, the research worker
must know how he can find all the available and pertinent infor-
mation with the utmost dispatch. He should find all old infor-
mation which is pertinent; he may find new information; and he
may find a method of research used in a related field which
he can use in his own research even if his material is different.
Skill in bibliographical method will greatly increase his efficiency
in research work.

Procedure

The research worker’s first step will be to consult certain
indexes to see if there is a bibliography on his subject already pre-
pared by a librarian, association, or research organization. Some
bibliographies are listed in the Public Affairs Information Service.
A new service, called The Bibliographic Indezx, is likely to prove
of value to the researcher. Indexes which the U. S. Library of
Congress, Washington, D. C., have compiled are listed under
U. 8. Library of Congress and under particular subjects.?

If there is a prepared bibliography on his subject available in
any library, it will be procured for him by the library in which he
is working or it will be copied at a nominal pHce by the library
owning it. Bibliographies come in typewritten form and vary
in length from three or four pages to twenty or more.

If there is no prepared bibliography in his field of interest, the
investigator will make his own bibliography—a list of books and
articles relating to the subject matter of his investigation—to get
a comprehensive view of what has been published on his problem,
who has published it, and where it may be procured. If a bibli-
ography is found, the investigator may need to make additions.

So great has been the interest in research during the last 15
years that governmental agencies, as well as commercial agencies,
have published indexes which have provided a wealth of informa-

1J. E1IGELBERNER, The Investigation of Business Problems, p. 116.

% Other guides to bibliographies are Swanson’s Guide to Government Publi-
cations and the American Library Association I'ndez, Catalogue, and Booklet.
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tion of interest to men in all types of business. These indexes
list books, bulletins, and articles and hence provide a short cut
to the preparation of a bibliography on a specific subject.

Using Basic Sources

Sources of bibliographical material are almost innumerable.
This discussion will name and describe a few indexes in such
general use that an investigator in almost any field should consult
them in starting his bibliographical research. The discussion
will be followed by a list of basic sources which will be suggestive
to the investigator collecting material. For indexes in specialized
fields, the investigator will perhaps find no better source of help
than Coutant and Doubman’s Stmplified Market Research, pp.
43-86.

For most purposes the best place to start looking for basic data
on almost any subject is in the publications of the Federal govern-
ment. Their publications are all outlined in the little book List
of Publications of the Depariment of Research, obtainable from the
Superintendent of Documents, Washington, D. C., or your public
library.

Indexes in General Use.—The United States Catalog and sup-
plements provide an approximately complete list of books “in
print.”  Since 1928-1929 the Catalog contains most of the books
printed in the English language in English-speaking countries,
lists them by author, title, and subject; and gives under each
heading the title, author, publisher, date of publication, number
of volumes, and price.

The Cumulative Book Index lists the books published during the
periods between publication of new editions of the United States
Catalog. This index is issued monthly and is cumulated quar-
terly and vearly. The Cumulative Book Index merely supple-
ments the United States Catalog.

The Industrial Arts Index, issucd monthly and cumulated
quarterly and annually, is of especial interest to those interested
in economics and commerce in general and in distribution in
particular. It has, since 1913, indexed technical periodicals as
well as those in the fields of architecture, business, industry,
engineering, and chemistry.

The Public Affairs Information Service, issued weekly and cumu-
lated monthly, bimonthly, and annually, is most helpful in eco-
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nomics, commerce, finance, and political science. Excluding
material in newspapers and in specialized or technical journals, it
lists material issued by the Federal, state, and local governments,
chambers of commerce, research organizations, publishing firms,
and private individuals. The listing of the addresses of trade
directories and organizations is a particularly valuable feature.

The New Tork Times Index, formerly published quarterly and
since 1930 published monthly and cumulated, is a notable source
of news items, especially because it gives dates of news which may
be described in more detail in other and smaller papers. Without
such an index, a search for specific news items would be endless.

The Readers’ Guide to Periodical Literature, issued monthly and
bimonthly and cumulated semiannually, annually, and by
decades since 1900, is an index to articles appearing in a large
number of periodicals read by the general public.

Other basic sources are the following:

Poole’s Index to Periodical Literature, 1802-1916

Initernational Index to Periodicals

Engineering Index

Agricultural Index

Accountants Index

Union List of Serials of Libraries of the United States and Canada

Annual Magazine Subject Index

Index to Legal Periodicals (compiled by Amecrican Association of Law
Libraries)

Indez to Legal Pertodical Literature (edited by Jones and Chipman)

Legal Periodical Digest /

Book Review Digest

Commerce Yearbook

Shipping World Yearbook

Soctal Science Abstracts (March, 1929, to January, 1933)

A World List of Scientific Periodicals

American Catalog of Books, 1876-1910

English Catalog of Books, 1801 to date

Catalogue générale des livres imprimés de la bibliothéque nationale (Bib-
liothéque nationale, Paris) ’

Gesamt Katalog der preussischen Bibliotheken

Check list of United States Public Documents, 1789-1909

Poore, A Descriptive Catalog of the Government Publications of the
United States, 1774-1881

Ames, A Comprehensive Index to the Publications of the United States,
1881-1893

Publishers’ Trade List Annual

Kelly’s Directory of Merchants, Manufacturers, and Shippers of the World
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Thomas, Register of American Manufacturers

Moody’s Manual

Poor’s Manual

Ayer’s Directory of American Newspapers and Magazines

Cannons, Bibliography of Industrial Management

Newark (N. J.) Public Library, 2600 Business Books

A Manual of Style, 10 ed., University of Chicago Press, Chicago, 1937

Berg, Rose M., Bibliography of Management Literature, American Society
of Mechanical Engincers, New York, 1931; Supplement, 1937

Ridley, Clarence E., and Orin F. Nolting, Municipal Year Book, Inter-
national City Managers’ Association, Chicago, 1934

Schmeckebier, Lawrence F., Government Publications and Their Use, 2 ed.,
Brookings Institution, Washington, 1939

Style Manual, rev. ed., Government Printing Office, Washington, 1939

U. 8. Bureau of Foreign and Domestic Commerce, Statistical Abstract of
the United States, Government Printing Office, Washington

U. 8. Burcau of Foreign and Domestic Commerce, World Economic
Review, Government Printing Office, Washington, 1934

Mudge, New Guide to Reference Books

Who's Who in America

Statistical Abstract of the United States

World Almanac

Book lists from publishing houses

Periodicals giving lists of latest publications in abstract form

The following list of additional source books gives an idea of
the variety of available material. For others, ask the local
librarian for help.

Rand McNally, Atlas of the World

Shepherd, Historical Atlas

Dictionary of American Politics

Statesman’s Year Book

American Art Annual

Lamb, Biographical Dictionary of the United States
Hasting, Dictionary of the Bible

Strong, Concordance to the Bible

Cruden, Concordance to the Bible

Bartlett, Concordance to Shakespeare

Grove, Dictionary of Music and Musicians

Farrow, Military Encyclopedia

Ackermann, Populcr Fullacies Explained and Corrected
Bartlett, Famaliar Quotations

Brewer, Dictionary of Phrase and Fable

Cushing, Initials and Pseudonyms

Cambray, Dictionary of Political Phrases and Allusions
Hayden, Dictionary of Dates

American Men of Science
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Dictionary of American Biography
Dictionary of National Biography
American Labor Year Book
Encyclopedia of Banking and Finance
American Year Book

How to Use Indexes.—Although indexes are designed for general
use and hence are simplified as much as possible, the beginner may
find the following points helpful:

1. If abbreviations are not clear, there is a key to them on one
of the pages in the front of the cumulated volumes.

2. Classification of material in a particular index is arbitrary;
the beginner, therefore, has to become acquainted with the plan
of a particular index to use it to the best advantage. A knowl-
edge of the plan will enable him to discover other references listed
under related headings. The investigator may secure help from
librarians in this regard.

3. If few references are given for his special topic, the beginner
should consult the more general topics of which it is a part. For
example, if the topic Sales Letters does not yield sufficient
references, he should consult Commercial Correspondence and
Business Writing.

4, The titles of books and pamphlets are often so general that
one must consult their tables of contents to discover whether or
not they are .of value in studying a specific subject.

5. Experienced research workers consult from five to ten vol-
umes of annual publications, usually beginging with the latest
and working back. The nature of the study will determine
whether or not one needs to trace historical developments or
build an extensive background. One who needs to acquire a
background for the study will consult a greater number of annual
volumes. B

Preparing the Bibliography

In compiling the bibliography, the investigator will find him-
self putting each reference to a rough test to determine its
applicability and value before deciding upon its inclusion. Each
unit of the reference tells something of importance.

For example, the following reference suggests certain con-
siderations:
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Brown, F. C., “Cost of Deflation in Tires,” World's Business, 10: 24,
December, 1922.

AvuteOR: Is Mr. Brown known? Is he a production man or an
economist?

TrirLe: Is “cost” a general word or a technical accounting term?
Does ‘“deflation’’ mean physical or economic?

MacazINE: Does this magazine carry technical or non-technical busi-
ness articles? Is this article more apt to be economic or physical?

Leneta: Can this subject be covered adequately in one page?

Date: Is an article published in 1922 too old for your purpose?

Of course it is impossible always to determine from the refer-
ence the desirability of an article, but a little thought on various
units may prevent either loading the bibliography with obviously
useless entries or overlooking some good references not apparent
at first glance.

In preparing the bibliography, the investigator will find that
cards are perhaps the best method of recording references because
cards are easy to arrange. He should write each reference on a
separate card, usually 3 by 5 inches, though some researchers
prefer the 4 by 6 size. He should include information to identify
the book easily, usually listing the following details:

a. Name of author in full, surname first.

b. Title of book or article. .

¢. For a book: edition, place of publication, publisher, date of publi-
cation, number of volumes if more than one, and number of pages.

d. For an article: title of periodical, volume number, page number,
date of issue (month, day, and year) of the periodical.

Additional information, not to be included in the final bibliography,
may be noted on the card; as, for example, the library call number, the
scope of the book, bibliography included in the book, the source of the
reference, ete.!

When the investigator is preparing his bibliography from the
card catalogue of a library, he will find it wise to add the call
number of a reference. The call number is a convenience when
he wishes to make use of a particular book either to take notes or
to check references to it later. He will find a book has one or
more entries in the card catalogue: one under the author’s name;
another under the first word of the title; and a third under the
subject. A card catalogue containing author cards, title card,

1E. C. WooLLEY and F. W. Scort, College Handbook of Composition, 3 ed.,
p. 22,
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and subject card arranged alphabetically is called a dictionary
card catalogue. The author card is the main entry card because
it is the first or principal card made for books where the authors
are known. If the author of a book is unknown, the main entry
card is under the title. If one forgets the surname of an author
of a book, one will save time by seeking the title card rather than
the author card. For libraries to list subject as well as titles in
the card catalogue is common practice throughout the United
States. Individual libraries may vary the number of subject
cards included for any one book, however. Few libraries attempt
an elaborate listing by subjects, or cross indexing, since such a
policy would involve considerable labor and expense because of
duplication of cards. Furthermore, cataloguers often are not
qualified to give more than two or three accurate subject headings
for books.

Since the bibliography is for the investigator’s use only, it is
usually written in longhand; nevertheless, it must be neat and
legible and must have sufficient marginal space to permit such
checks or comments as are needed for future use. This list,
which serves as a working guide, is not to be confused with the
final bibliography included in the report, which gives only those
references actually found helpful in making the study.

Determining the Applicability of Bibliographical Data

As soon as the investigator judges that his bibliography is
ample for his purpose, he should examine thg books and articles
to obtain a general idea of the literature available and to appraise
it for its adequacy and its importance. If he has a guide to books
or to shelves in the stacks of a library, or if he can gain access to
the particular shelves containing books on his special subject
matter, he can inspect them without the usual delay involved in
presenting slips at a call desk.

A number of purposes are served by this sampling of the blbh-
ography. The investigator will ascertain whether he can’secure
what he wants from his local library. Arrangements may often
be made to obtain material not locally available. Some of the
large libraries will have pages from any book in the library
photostated. Microphotography permits reproductions of mag-
azine articles and books, at small cost, less than that of photo-
static or typewritten copies.
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The first sampling of the bibliography will cause the researcher
to discard some material. It may cause him to search further
and hence to discover other material which promises help. Hav-
ing some familiarity with the printed information in his field, he
can decide what further information he needs and by what
methods he can obtain it. This preliminary sampling should
also make him realize the necessity of focusing his attention upon
the information of most importance in solving his problem and
hence of avoiding the usual waste of time consumed in pursuing
related but not pertinent aspects of a problem. He may find that
he needs to define his problem more accurately and to make a
second tentative outline to guide him in continuing his biblio-
graphical study.

An investigator needs to look for certain things in books in
order to appraise their value for his study. The title page may
indicate the profession or business of the author and his standing
in it. The copyright date of the book tells how recent is its
information, an important point in dealing with such rapidly
changing developments as those which occur in advertising, for
instance. The number of editions show how well the book has
been received. The name of the publisher, combined with that
of the author, helps the research worker to judge the quality of
the information. The preface gives the author’s reasons for
writing the book and its scope. The table of contents is usually
a topical outline of the contents, which suggests the scope and
amount of detail of the text. The investigator should also scan
the introduction, appendix, and index, in addition to paging
through the body of the book for a clearer impression of its
contents.

Determining the Reliability of Bibliographical Data

Thus far, in our consideration of sources, we have been con-
cerned with where bibliographical data may be found and their
applicability to the problem. Of equal importance is our con-
cern about the reliability of the data.

In testing the reliability of data, we consider the text and its
authorship. The inquiry as to text has to do with

. « . the determination of all the conditions which may have influenced
the production of the document—the date, the place, the purpose, and
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the circumstances of its composition; the text, whether in complete
form or partially destroyed and whether susceptible of emendation.?

In examining the qualifications of an author, one should iden-
tify him and then attempt to learn something about his training,
experience, business connections, and previous publications.
One source of such information concerning the author of a book
is the published reviews of the book. Many books are reviewed
in the Book Review Digest for the year in which the book appeared.

In determining the reliability of published works, the following
check list of questions is helpful and suggestive:

1. Why did the author write the document?

2. Is there any indication that facts, generally accepted as true, have
been distorted or presented in an unfamiliar sense?

3. Is the author’s position entirely independent?
. Is there any reason to suspect the author of special pleading?
. Does the author show any bias or prejudice of any sort?
. Is the author in a position to observe personally the facts he reports?
. Is the author an accurate observer?
. Is the author an accurate reporter?
. When did the author record his observations?

10. Are the facts of such character as could be learned by observation

alone??

O 00D O

Taking Notes

While consulting reference books, the resegtch worker will, of
course, record pertinent information to be used in the text or foot-
notes of the report. Cards 4 by 6 inches in size arc most often
used by researchers for note taking, although some workers prefer
either the 3 by 5 or the 5 by 8 size. Some workers use cards of
different colors to indicate divisions of material. Others prefer
to use pages from loose-leaf notebooks, especially for brief studies.
Either may be classified under main headings and subheadings
corresponding to the headings and subheadings used in the topical
outline drawn up in the second stage of research procedure. The
person taking notes should use the heads on cards and file accord-
ingly. Notes should be headed by the entire book title.

1 Warter E. Spasr and JomN R. SBweNsoN, Methods and Status of
Scientific Research, p. 77.
* Ibid.
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In taking notes one finds, through experience, that it is better
to read through the information and to record its gist in the form
of summaries rather than to take extensive quotations. Quota-
tions can be recorded whenever it is thought desirable to use them
as an integral part of the text of the report, but the frequent use
of quotations tends to make a wordy style and tedious reading.
Notes should be full enough to serve their purpose when the text
is being written. They should be arranged in the order of their
importance to the study so that the most important ones will
come to the writer’s attention when they are needed. The
important ideas of the author are likely to be found in the topic
sentences of paragraphs; hence, scanning them is important.

Making the Final Bibliography

A list of books and articles consulted and found useful during
an investigation is an essential part of a report. It usually is
placed at the end, but sometimes the references used in preparing
each division of the report follow immediately the division.

The alphabetical arrangement of authors is most useful for
bibliographies since it facilitates finding a particular author and
his work. It is used when a subject is treated expansively. An
illustration is that in a well-known report on smoke abatement.

ATwATER, C. G., “Smokeless Fuel for Cities, Its Relation to the Modern
By-product Coke Oven,” Cassier’s Magazine, 30: 313-345, May-
October, 1906.

Baey, G. H., “The Air of Large Towns,’” Science, 22: 197, January, 1893.

Barr, WM. M., Combustion of Coal and Prevention of Smoke, Harper &
Brothers, New York, 1904, 411 pp.

At present, there is a tendency to arrange items of a bibli-
ography in the order in which references have been made to them
in the text. The disadvantage of this arrangement is that one
has usually to search through the entire bibliography to find an
article by title or by author.

Bibliographies arranged by topics, with alphabetical arrange-
ment of author or title under each topic, are useful in discover-
ing the material available on a given subject. Because this
arrangement is difficult and causes repetitions of titles, such
bibliographies are less usual than the alphabetical form. An
example is the ‘““Bibliography for Marketing Research” in the
Technique of Marketing Research, pp. 403—-422, in which topics are
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classified under headings: Advertising, Economics, Graphic
Presentation, ete. The topics listed under advertising are

Acanew, Huer E., Advertising Media, D. Van Nostrand Company, Inc.,
New York, 1932.

BorpEen, N. H., Tests of the Consumer Jury Method of Ranking Advertisements,
Harvard University Press, Cambridge, 1935.

Carres, JoBN, Tested Advertising Methods, Harper & Brothers, New York,

1932.

FirtH, L. E., Tested Advertisements, McGraw-Hill Book Company, Inc.,
New York, 1934.

Lomuey, F. H., Measurement tn Radio, Ohio State University, Columbus,
1934.

StaNLEY, THOMAS, The Measurement of Advertising Effects, Doubleday,
Page & Company (now Doubleday, Doran & Company, Inc.) Garden
City, N. Y., 1935.

OBSERVATION

Definition

Observation, used in a loose sense, means seeing merely; in the
specifie sense of research method, it means secing with a purpose.
It is more than looking at something with the eyes; it is mental
perception. It is sensing the import of something. It depends
not only upon good eyes and ears; it depends also upon sufficient
background of knowledge and experience in the field of study to
permit the observer to see what is the significance of the things
or facts observed to the solution of the problem before him.

Types

Observation is of two types—observation of phenomena under
real conditions, and observation of phenomena under controlled
conditions, called experiment.

As an example of observation under real conditions, one may
cite the method which a chain-store system uses in collecting data
relative to locating a store on one corner of the intersection of two
streets. Investigators are detailed to find the volume of traffic,
vehicular and pedestrian, passing a prospective location, accord-
ing to the season, the day, the hour, and the weather. It is
obvious that the investigator doecs not control conditions, and
hence that the observation is made under real conditions. If, on
the other hand, the investigator is trying to decide what condi-
tions should determine the location of the cigar counter in a drug-
store, he will study the number and amount of sales when the
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counter is near the door; near the soda fountain; in the center of
the room; or in the rear.

Uses

There is no hard and fast rule to determine when observation,
experiment, or both observation and experiment should be used
as methods of securing information. The judgment and skill of
a researcher are always indicated by his choosing the method of
gaining information best suited to a particular problem. By
this token, both the observational and the experimental methods
have been employed in studies concerned with marketing opera-
tion, production, finance, and banking. The observational
method is now employed in the field of market analysis, where,
in the past, the interview method was employed almost exclu-
sively. For example, if a market analyst now wishes to know
what brands of food housewives use, he may not interview them;
he may secure access to their pantries and make an inventory of
brands of foods on shelves. He may not query them about
brands of tooth paste, soap, lotions; he may get permission to
make an inventory of these items in bathroom cabinets and on
bathroom shelves.

The market analyst explains his switch from the interview
method to the observational method by saying that expressed
market action on the part of consumers is a better gauge of con-
sumer preference than the statement of consumers concerning
brands used. He explains that the observational method is
similar to the newer psychological approach, which studies psy-
chological problems from the physical and mechanical point of
view, observing only overt behavior and drawing conclusions
from the actions or responses which are observed.

How to Observe

When an investigator uses the observational method, as a
means of securing data, whether his studies are in the field of
production, operation, or distribution, he will, of course, record
things which come to his notice. He will make an effort to see
whether they throw light on the problem which he is attempting
to solve. Experience demonstrates that people are not equal in
powers of observation and that the same person is not equally
skillful under all conditions. An experienced observer ordinarily
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gets better results than the raw recruit, and both observe more
accurately when rested than when fatigued.

Defects in the observational method fall into three main
categories:

1. The observer overlooks a detail or fact.

2. The observer, through prejudice or fear, adds elements

which do not exist.
3. The observer fails to see parts in relation to the whole.
To overcome these defects in observation, the investigator
should look for certain properties of data. He may well check
the data he finds against the following list of qualities:

a. Accuracy is the basis of all observations. This requires a search
for the real, underlying facts as well as an accurate recording of
them.

b. Reliability of data is also a fundamental reguirement. The ordi-
nary rule is to procure data as close to the original source as possible.
The information obtained and the sources from which it is taken. must
be of a nature which can be verified.

c. Impartiality must be absolute in presenting data. Questions must
be so worded as to give no clue to the desired answer. No guiding of
results in any way is permissible.

d. Applicability of facts gathered to the problem in hand is necessary.
There should be no gathering of data merely for the sake of doing so.
All data should be pertinent to the specific case.

e. Availability of data obtained is important. The observations
should be recorded in such form that they will prove intelligible for
purposes of analysis and comparison.

f. Comprehensiveness demands that all necessary data bearing on the
subject are gathered. The omission of one factor may overbalance the
results,

g. Representativeness requires that the observations gathered should
be fully indicative of conditions in the whole field. Sufficient data
from each group investigated must be secured to make the results
representative.

h. Judgment in weighing, assorting, and evaluating the information
obtained in the interviews is essential. No pertinent fact should be
omitted, no extraneous fact included, when formulating a judgment.

1. System is needed to make observations quickly, thoroughly, and at
a minimum expense,

J. Conirol of observations should be exercised insofar as possible;
that is, care must be taken to see that observations made in a given
case will produce results. Decisions must be made as to the number of
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observations required and under what conditions they shall be made.
Control is essential to the success of any organized survey.!

Advantages and Disadvantages

The advantages claimed for the observational method over the
personal interview and mail questionnaire method are that

1. It is more objective and accurate,

2. It tends to eliminate the human element.

3. It makes the observer a reporter of human behavior rather
than an interpreter of it.

The peculiar asset of the observational method is that things
one perceives himself make a deeper and more lasting impression
than those reported to him by others. The true significance of
the data is likely to become a part of the observer’s experience
and hence to give him greater help in solving his problem.

On the other hand, certain disadvantages are leveled against
the observational method. It is considered to be more costly
than the survey method, and it may be much slower. For
example, an observer stationed at a hosiery counter to find out
whether or not a customer will accept a substitute brand can only
record a fact when the phenomenon occurs and as frequently as
it occurs. If he wishes to make an inventory of a pantry or a
bathroom, he must first gain admission to the house and permis-
sion to make the inventory. In the same length of time, he could
dispatch many questionnaires.

A second disadvantage of the observational method and per-
haps its greatest disadvantage is that it gets at motives—in pur-
chasing, for example—only insofar as they express themselves in
overt acts. The assumption that the overt act is a sufficient
basis for interpreting the motive behind the act may, or may not,
be true. Because the method shows only what people have done
or are doing, not necessarily what they will do or why they will do
it, the researcher must be careful in his interpretation of results
arrived at by observation. Another and an important disad-
vantage of the observational method is that one is likely to be so
impressed by isolated cases of a phenomenon that he thinks it
occurs frequently. He may argue his case on the basis of one or
two examples, as does the person who says, ‘“‘It was a very hot
summer,” because there were two or three extremely warm days.

1 PErcIvAL WHITE, Marketing Research Technigue, p. 59.
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Until the observational method has been perfected, results
secured through it need to be checked by results secured through
other methods of gathering data.

Experiment

Thus far in our discussion of the observational method and the
experimental method we have followed the lead of J. Eigelberner
in considering experiment ‘“‘simply observation plus the altera-
tion of conditions at will.””! Researchers using the experimental
method in the laboratories of physical science do not experience
great difficulty in controlling variables such as temperatures,
quantities, ete., and keeping stable the item being measured.
Researchers using this method in the field of production likewise
have controlled cenditions almost as in a laboratory. They,
have not, however, been able to apply the experimental method
in the field of distribution with cqually happy results; in this field
the experiment method is still in the pioneering stage.

For the information of readers who may judge it the best
method by which to secure data in research, particularly in mar-
keting, we call attention to four fields in which its use has been
extensive.

. In testing advertising campaigns and advertising media
. In testing sales-promotion devices

. In determining prices
. In testing products and packages.?

[

INTERVIEW

Definition

An interview, defined as ‘“‘a conversation with the purpose of
tapping a reservoir of unrécorded experience,”’ is one of the most
common means of securing information. Everyone uses the
interview method to secure information; salesmen, psychiatrists,
personnel managers, lawyers, social workers, and reporters find
it an indispensable tool of trade. An executive’s conversation
with his colleagues, employees, and customers, whose knowledge
and opinions he often seeks in the process of making decisions, is
also an interview.

1J. EIGBLBERNER, The Investigation of Business Problems, pp. 92-93.

2 For an explanation of particular techniques for each use, see Lyndon O.
Brown, Market Research and Analysts, pp. 98-104.
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Types

There are two main types of interviews: the personal interview,
in which the investigator and the respondent meet face to face;
and the telephone interview, in which the investigator obtains his
information from the respondent by the use of the telephone.

In the telephone interview, the investigator will use a question-
naire carefully prepared in advance, because experience has shown
that the respondent will answer willingly only a very limited
number of questions, and the success of the interview depends
very much upon making each question count because of its word-
ing. For example, interviewers handling coincidental telephone
surveys are instructed to say, ‘“This is the Radio Bureau. Will
you please tell us what radio program you were listcning to when
called to the phone?” It is neecssary to ask the question in this
way to avoid a reply that the radio was just shut off in order to
answer the phone. The investigator making the interview in
person may conduct it informally or according to a prearranged
pattern. We shall not concern ourselves in this section with the
subject of preparing the questionnaire frequently used in inter-
viewing, since it is included in Chap. V as a part of the discussion
of the mail questionnaire.

Here we are concerned primarily w1th the personal interview
as a process in which a number of ficld workers or reporters are
routed through the area under study and are equipped with a
prepared list of questions, on which they are to report the results
of individual interviews.

When Used

The interview may be used to secure objective facts, such as
statistics on frieght-car loadings or number of times a retailer
turns his stock; subjective data, such as individual opinions,
attitudes, and preferences, as for silver patterns or for fragrance
in toilet articles; and interpretations, such as'explanations for
using one air line rather than another.

Interviews, both personal and telephone, are also the means of
checking the usefulness of mail questionnaires and the reliability
of answers to them. By means of the interview, for example, it
was discovered that answers to a mail questionnaire in a survey
to test the influence of advertising on a product were not repre-
sentative of the entire group to which the questionnaires had been
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sent. Random interviews with a few of the women to whom
questionnaires had been sent disclosed that only those who were
already favorably disposed toward the product before the adver-
tisement appeared had replied to the questionnaire.

The personal interview is generally regarded as the most
effective method of getting information. It is used when the
commercial problem is complex and when the information needed
to solve it cannot be secured easily in any other way. It is a
well-known fact that many will give information orally who will
not put it in writing.

The personal interview is also generally considered the most
costly, which may or may not be true. On the subject of cost of
interviews, the following is worthk pondering:

Mail questionnaires are much less frequently used than formerly in
professional research. Many research organizations have representa-
tives in all parts of the country, and when so set up, it is demonstrable
that personal interviews can be obtained at lower cost with greater
accuracy and correct spotting by types of people and by geography.
Control of these elements is lost in the mail questionnaire. Usually
the responses are 10 per cent to 15 per cent; the cost of materials and
postage is frequently higher, per interview secured, than the entire
cost of the personal interviews. . . . In one community, on random
calls, one investigator can gather as many personal interviews in ten
days as can be gathered by a mailing to 5,000 names with responses
lagging over several weeks. However, where names of people who are
to be interviewed are specified, personal interviewing goes slow because
of difficulties in contacting the specified people, perhaps at addresses
far from each other.!

Although the personal interview may be expensive to conduct,
the telephone interview permits wide coverage of the middle-
and upper-income groups in a limited locality at a relatively low
cost. It permits calls at a specific time of day, and the inter-
views may be spread to any section of the city desired. The
telephone interview has been used widely to check radio audiences
and the price of foods. As a means of gathering information, it
has grown rapidly.

The Arnold Research Service, predecessor of the Market
Research Corporation of America, has made the following list of

1 FraNk CouTanT and J. RusseELL DouBMAN, Simplified Market Research,
p. 90.
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the circumstances when telephone interviews can and cannot be
used to advantage.
Telephone interviews can be used to advantage:

O 00 BN

- O © 0N

gy

. Where the information to be obtained is fairly limited.

. Where the cost is an important factor.

. Where widespread and unclassified interviews are desirable.
. Where classification by type of neighbor alone is necessary.
. In reaching selected names, such as

a. Individual magazine subscribers.

b. Known purchasers of certain products.

¢. Automobile owners from lists.

d. Certain classes of business people where lists are available.
e. Certain types of stores.

. Where a great many interviews must be made within a very limited

length of time (as during the course of a given radio program or
when a widespread, quick checkup is desired).

. Where definite facts alone are necessary.

. Where housewives alone are to be interviewed.

. Where businessmen must be reached either at the office or at home.
. As a check on radio programs heard and preferred.

. In preference to mail questionnaires, because the number of returns

and the cost per return, the time to be consumed, and the type of
neighborhood, can all be controlled. The cost is rarely greater than
mail and may be very much less.

Telephone interviews should not be used:

1.

w N

When the information to be obtained must be classified as to
. Buying power

. Rental value

. Income

Age

. Nationality

. Intelligence, etc.

e o oR

. When observation is an important factor.
. When the questionnaire is lengthy or the information desired is

extensive, there is little advantage in cost and results are definitely
less accurate.

- When an analysis of attitude is desirable.
. When the comment and interpretation of the answers vitally affect

the results.

. When a discussion of new uses, criticisms, appeal, ete., is desirable.
. When the interviewer’s intelligence and training must evaluate and

correct the answers and discard the palpably questionable or false.!

! American Marketing Association, The Technique of Marketing Research,
pp. 126-127.
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Disadvantages

The personal interview has certain weaknesses as a method of
gathering data which can be overcome if they are recognized.
Answers may be inaccurate and offhand; they may be exaggera-
tions; they may be influenced by what the respondent thinks the
interviewer wishes to hear; or they may be flippant or untruthful.
The flexibility of the interview gives an opportunity for extending
the work along unprofitable lines and of wasting time and hence
money. The inexperienced interviewer does not distinguish
between opinion and fact. He may give too much weight to the
answers of subexecutives and employees who think they know
just what is wrong with a business and who have for it a simple
solution.

The usefulness of the personal interview is always restricted by
the limitations of time, space, and expense. Whenever the time
or scope of a study necessitates gathering information quickly
and perhaps employing inexperienced field men, errors are likely
to creep in.

In telephone interviews, certain weaknesses are inherent,
such as:

1. There can be no visual check on the respondent.

2. There can be no opportunity for observation.

3. There can be no material for comment as an aid to inter-
pretation.

4, There can be no way to forestall or overcome the possible
nuisance reaction of respondents.

5. There can be no means by which the interviewers can correct
the answers and discard the manifestly incorrect and false.

Another weakness of the telephone interview is that not every-
one has a telephone; and the telephone is too costly an interview
cxcept for investigators within a given city. The number of
questions which will be answered over the telephone during any
one interview, as has been said, is small because many people are
irritated by being called to the telephone to answer questions in
which they have no personal interest. The anonymity of the
telephone interviewer also works to his disadvantage.

Advantages

There is an old saying, “In a multitude of minds, there is wis-
dom.” The truth of this saying is one reason for conferences on
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important matters. Itisalso a reason why many people who will
not answer a mail questionnaire will answer questions in an inter-
view; they will give fresher information; they will volunteer
information.

If the interviewer tactfully controls an interview, he can make
it as flexible a method of getting data as is observation. He can
change the technique of his questioning to suit the circumstances.
The interview may approximate the atmosphere of the dinner
table or of the smoking car in inducing people to pour out spon-
taneous comments, ideas, and suggestions. And the fact that it
may be informal gives it many an advantage over other methods
of getting data.

Over the mail questionnaire method of securing information,
the personal interview has the five following special advantages:

1. The interviewer can, to some extent, control the situation.

2. He can interpret questions.

3. He can clear up misunderstandings.

4. He can secure fully and accurately the most representative
replies.

5. He will receive firsthand impressions which will throw light
on the data procured by his questions.

In cases where the only data available are the opinions of
experts, the interview is extremely valuable. By interviewing a
number of experts, the investigator can determine what the don-
sensus is, and he can be guided accordingly. For example, in
considering the launching of a new business, an entrepreneur
would wish to interview specialists carefully chosen from varied
fields—such men as efficiency enginecrs, bankers, presidents, and
executive secretaries of trade associations, experts in advertising
and selling, lawyers, and prominent wholesalers and retailers.
He may also wish to interview the promotion heads of newspapers
and magazines.

Who Is Interviewed

Although the interview is a valuable tool because it provides a
means whereby the advice of several experts may be obtained, it
is a useless tool unless the interviewer chooses carefully the per-
sons whom he plans to approach. If the purpose of the investiga-
tion is to discover trends, foresight and astuteness in picking out
those who are best fitted to supply information on the subject not
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only save considerable time, but also make the results of the
survey more authoritative. If the purpose is to sample opinions
or facts in a consumer survey, the care with which representative
respondents are chosen may well determine the success or failure
of the survey. The reader will recall that in the illustration of
the food consumers’ survey in Chap. II1,! the investigation was
planned to cover a given number of respondents in each stratum.
The following instructions to interviewers indicate how definitely
they are instructed as to the people they interview:

Approximately 20 per cent of the interviews should be made with
families in the ‘‘prestige’” group—the families of professional men,
executives, semiprofessional people, owners of businesses, etc. The
remaining 80 per cent are to be made with the families of wage earners—
mechanics, policemen, factory workers, skilled and unskilled laborers,
railroad workers, clerks, truck drivers, janitors, etec.

The interviews with families in the Canned Soup Survey and in the
Readership Survey are to be made on the street which represents an
accurate cross section of the total population of your city. Eighty per
cent of the interviews are to be made in a single-family home and 16 per
cent in multifamily dwellings.

Of the calls made on dealers, 70 per cent are to be independent and
30 per cent are to belong to the corporate chains. Interviewers are
instructed to obtain interviews with the husband or with the other male
members of a family whenever it is possible to do so. Children are to
be interviewed to provide the company with direct information on their
reactions toward the soup and advertising for it. Physicians and
dietitians are to be interviewed, also.

Requisites of the Interviewer

As every research expert knows, an interview is no better than
the man who makes it and a survey is no better than the total
abilities of all the men engaged in interviewing. Hence, high
standards must be maintained in the selection of men who make
interviews, in their training, and in their ¢ontrol and supervision.
The minimum requirements made of the interviewer are that he
have a good education; that he be energetic, neat in general
appearance, and assured and self-confident in approach; that he
be a man of strict integrity, persistence, and tenacity. Prefer-
ence is usually given to the “salesman’’ type of interviewer, since
he must sell the respondent on the idea of giving the information

1P, 42,
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desired of him. He must be a good listener and a tactful guide
of the conversation to keep it relevant. This responsibility
requires the interviewer to have good manners and good judg-
ment. Special skills, such as ability to type well and to drive a
car, are assets for the interviewer who seeks to do with speed and
accuracy the kind of research which requires him to make many
interviews over wide areas and to report them.

Heads of research companies and writers on the subject put a
great deal of emphasis on the type and qualifications of men to
make interviews. The following is the list of Bingham and
Moore, whose How {o Interview gives an exhaustive treatment of
the subject of interviewing. They differentiate between inter-
viewers of the ‘“masses’” and of the “classes.” Those who inter-
view all classes of people should have

1. Acceptable personality
2. Robust health and energy
3. Initiative in gaining interviews
4. Good memory
5. Truthfulness or accuracy of report!

Those who interview executives and other authorities to secure
basic facts and expert opinion should have the following charac-

teristics in addition to those given above:

1. Ability to express themselves clearly in writing

2. Good judgment

3. Imagination under control

4. Special education in business so they can digest facts as they are given
to them, make deductions promptly, and get a complete picture in one
interview

5. Ability to contact people of all classes

6. Insatiable curiosity and an inquiring mind which can be satisfied only
by the reasons back of the facts

7. Ability to record with precision and without color or bias information

obtained from others?

An especially high type of personnel is required where the inter-
viewer without supervision plans and conducts his interviews.
He must be resourceful, if he is to gain an interview; pleasing, if
he is to induce people to answer his questions; diplomatic, if he
disagrees with his respondent; alert, if he is to keep the interview

!Warrer Van Dyxe Bmveaam and Bruce Vicror Moore, How to

Imterview, p. 105.
2 Jbid., p. 114,
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on the right subject; and a good general, if he is to control the
interview so that he gets the information he desires in the mini-
mum of time and without friction.

Training of the Interviewer

In addition to pleasing personal characteristics, the successful
interviewer needs to have a thorough training in the fundamentals
of his task. Kvery research department of a corporation or com-
pany specializing in research has its own ideas of choosing and
training men. The description of the course of training given
novice investigators by the Hooper-Holmes Bureaus, Inc., who
have long made confidential reports to insurance companies and
more recently radio-listening surveys for the Joint Committee on
Radio Research, are suggestive.

All inspectors are employed and trained by our branch managers.
Therefore, the methods used in training inspectors vary somewhat in
our 80 branches, owing to local conditions.

In general, however, every man in his training begins in the office
learning what our business is about, studying our various forms of
reports, of which there are about 110, and studying our Inspector’s
Manual. He reads many completed reports by fully trained inspectors.
He is taught how to use the numerous directories, how to use our own
extensive files of data, and how to consult court and police records and
other official sources of information.

After several weeks of this office work, the man in training is assigned
simple life or credit cases in residential districts, where he verifies
informants, while an older man is working the chief sources of informa-
tion. During this period, the man in training is under the direction of
the Chief Inspector, who is generally the best inspector in the office and
the oldest in years of service. Frequently, the man in training accom-
panies the Chief Inspector, or a more experienced man, on his rounds,
seeing how informants are selected, approached, and questioned. In
many offices, the new man is assigned to several fully trained inspectors,
80 that he may observe and learn many ways of accomplishing his
purpose.

In the offices which do not send men along with older inspectors, a
recheck in the field is made of all the interviews of the new man so that
his ability and accuracy can be checked and his faults pointed out.

If his progress is satisfactory on this work during his first month
or two, he is assigned simple cases. All of his work is carefully reviewed
by the Branch Manager or Chief Inspector, and his mistakes pointed
out. Frequently all his work in the field is duplicated by another
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inspector and omissions, mistakes in judgment, and discrepancies are
shown to him.

Usually, after six months of this intensive training, a new man is
capable of handling almost any kind of case or survey, although many
men require a year of such training before they reach this point. By
this time the Chief Inspector and Branch Manager know what kind of
work the new man is best equipped to handle, and he is assigned a
definite territory in a residential or business district.!

According to the American Marketing Association, the mini-
mum training should give interviewers

. a general outline of the study; a description of the whole field to
be covered, as to its characteristics; some instructions as to the reporter’s
conduct in the field; a practical understanding of the objectives; the
significance of each question; the importance of a true and full answer;
and certainly, the most emphatic precautions against bias.?

Technique of the Interview

Since interviewing is an art instead of an exact science, pro-
ficiency in it is a combination of a great many specific habits,
skills, and techniques. The instructions to the interviewer arc
simple enough, as shown by the following; skill in their applica-
tion however comes only with practice.

1. Give your own name and that of the company for which you work
unless instructed otherwise.

2. Gain the confidence of the respondent by a frank explanation of the
purpose of the survey and the use to which it is to be put.

3. Arouse some desire or interest on the part of the respondent.

4. Show that co-operating by giving information is helping to find
truths.

5. Secure specific and full information immediately.

6. Close the interview promptly.

7. Express appreciation to the person who has granted the interview.?

A sympathetic hearing is secured by the interviewer through
the adroitness and skill practiced by the salesman. He may
impress the respondent that his or her family is speaking for

! From “Why Hooper-Holmes Produces Results in the Market Research
Field,” a brochure distributed by the Hooper-Holmes Bureau, Inc.

3 American Marketing Association, The Technique of Marketing Research,
p. 52.

3 WaLTeR VaN DYkE BiNgam and Bruce Vieror Moore, How to Inter~
view, p. 105.
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thousands of other American families. He may mention the
name of an acquaintance in common; he may show that he has
nothing to sell; he may take the respondent into his confidence.
He should be understanding and sympathetic with the mood of
the respondent ; he should not cross-examine or nag; and he should
usually not refer to the prepared list of questions. Necessary
facts jotted on a newspaper or envelope may prevent the respond-
ent from ‘‘freezing up,” as he may do if he sees his answers
carefully recorded on a formidable printed form.

The principles that govern an cffective interview are so many
that they cannot be set down and illustrated in the scope of this
book. Those who wish to pursue the subject further will find an
excellent chapter, entitled “Learning How to Interview,” in
How to Interview.*

1 Itd., Chap. III.



CHAPTER V
COLLECTING DATA: QUESTIONNAIRE

Mail Questionnaire: A. Definitions; B. Types; C. Elements; D. Sub-
ject matter; E. Grouping and arrangement of questions; F. Phrasing
questions; G. Salesmanship: 1. In the covering letter; 2. In the me-
chanics of the questionnaire; H. Number of questionnaires; I. The
mailing list; J. Pretesting mail questionnaires; K. Following up the
questionnaire; L. Checking results of the questionnaire.

MAIL QUESTIONNAIRE

Just as the interview has been the most frequently used method
of collecting unrecorded data near at hand, the mail questionnaire
has been the most frequently used method for collecting them
when they must be obtained from a relatively few people living
in widely separated areas. Today, as was indicated on p. 74,
tne mail questionnaire is being supplanted by the personal inter-
view as a8 method of procuring unrecorded data both near at hand
and in widely separated places. The reason for this change is
that many research organizations, as a result of finding that the
mail questionnaire is less effective than the personal interview in
cost, in accuracy, and in the correct spotting by types of people in
different territories, have employed representatives in all parts
of the country to do research work.!

The purpose of the questionnaire is to procure a cross sec-
tion of fact, opinion, or cases to be used in solving a problem.
Because of the importance of the mail questionnaire in research
work in many branches of business, even though it has lost some
favor in marketing surveys, it is given a separate chapter.

Definitions

The questionnaire is a carefully prepared series of questions
which have been duplicated, typed, or printed, and distributed
to a predetermined number of people on a mailing list in order to

1 For further discussion of this relatively new point of view in regard to
personal interviews as a method of securing unrecorded data, see Frank R.
Coutant, “ Mr. Dough, Your Neighbors Like Consumers’ Surveys,”’ Printers’
Ink, 165: 13: 42, December 28, 1933.
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procure information from them. A good questionnaire is one
that procures from the mailing list enough replies, and repre-
sentative replies to be useful in solving the problem responsible
for the investigation. A letter, designed to arouse the interest
and effect the co-operation of the recipient, usually accompanies
the questionnaire. It is called the covering letter.

Types

The major classifications of the questionnaire are (1) mail,
(2) personal interview, and (3) tclephone. KEach type of ques-
tionnaire has individual characteristics which make it the most
appropriate of the three types for procuring information for a
specific problem. No one of the types is superior to the other
for all purposes.

The mail questionnaire has many assets. It is a good method
by which to procure quantitative data under certain circum-
stances, It will procure factual data where the questions are
clear and easy to answer. It is considered to have economy when
a relatively few specific and widely separated people should be
reached; flexibility; and orderliness. Its cost is only that of
preparation, handling, mailing, and return postage. Although
the total cost of the successful questionnaire may be high, since
this cost must include the cost of the unanswered questionnaire
as well as that of the answered one, it is still likely to be less than
that of the personal interview when the investigator wishes to
reach the people specified. How much less is the cost of the mail
questionnaire depends upon how high is its percentage of replies.

The mail questionnaire is flexible because it may be directed
to any class of people or to any territory; in other words, it pro-
vides wide geograplic coverage. A good questionnaire may be
multiplied by the hundred, the thousand, or the hundred thou-
sand, while a good interviewer obviously cannot be so multiplied.
The mail questionnaire is a controllable sampling technique: it
provides, for example, an orderly method of reaching every fifth,
tenth, or hundredth person on a mailing list. It is better adapted
than is the personal interview to securing information from apart-
ment-house dwellers. It encounters no difficulty in entering
doors, while the personal interviewer is likely to be refused admit-
tance unless he is personally known by doorman, housewife, or
head of the family. Perhaps its greatest asset is that the answers
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it secures are likely to be more accurate. The human element,
which sometimes causes bias in the interview, has been to some
extent eliminated.

On the other hand, the mail questionnaire has certain limita-
tions. Its first limitation is, as has already been pointed out,
that the cost per completed return, or per usable return, may be
high. If each questionnaire costs 10 cents, as a result of the cost
of the mailing list, the paper and envelope, the typing, multi-
graphing or printing, the folding, stuffing, addressing, and
stamping; and if returns are 10 per cent, the cost completed
return is $1, a cost higher than that of most interviews. If the
individual questionnaire costs 20, 30, or 40 cents, as a result of an
excellent grade of paper and cover page, the cost per completed
return will increase accordingly. Even if the double post card is
used, and its returns are 10 per cent, its cost may be 20 cents.

Another limitation of the mail questionnaire is that it is a slow
method of securing information. Not only are the mechanics of
building a mailing list and preparing and mailing the question-
naire time-consuming, but the time required for sending the forms
and for receipt of replies through the mails is considerable.
Questionnaires mailed in New York for the Pacific Coast, unless
sent by air mail or telegram, will require a week at least for first
returns, and three or more weeks for final returns. Studies made
by the personal-interview method, when an organization is avail-
able, can be made in less than a week.

A third limitation of the mail questionnaire is that it is not
suited to obtaining certain types of data. The trend in commer-
cial research is to discontinue its use in securing subjective data
such as why a person prefers one product to another. The mail
questionnaire cannot secure accurate data about the age of people
or their economic condition. It cannot vary the order of ques-
tions to suit the individual case of the respondent. It cannot
procure much of the voluntary information which many cor-
respondents give to an interviewer.

A fourth limitation of the mail questionnaire is that it can
contain only a few questions. Ixcept in cases where the respond-
ent is under obligations to answer questions, as many are who
receive requests from various departments of the government,
questionnaires with few questions will receive more replies than
those with many questions.
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A fifth limitation of the questionnaire, and perhaps its grestest
weakness, is its inability to procure a representative sample.
Those who answer are a selective group, 7.e., users of the products
are more likely to respond to a consumer survey than non-users.
The middle-income class of people respond better than do the
low- or the high-income class. People who like to write will
respond in greater numbers than those who do not like to write.
People of some sections of the country will respond better than
those of another section, or the inhabitants of one city better
than those of another.

The assets and limitations of the personal-interview question-
naire and the telephone-interview questionnaire have been pre-
sented in the preceding chapter on page 77.

Compared with the questionnaire used in the personal and
telephone interviews, the mail questionnaire is an unyielding
form of investigation. Alterations, modifications, and explana-
tions are impossible after it has been sent out. On the other
hand, it avoids the bias which may result from personal inter-
views; it sometimes procures extensive data at a reasonable cost;
and its questions are usually answered by people who give time
and care to the task.

Elements

The standard elements of the questionnaire, examples of which
are given below, are (1) name of the company making the survey
orits agency; (2) subject with which it deals; (3) covering letter;
(4) explanations; (5) corollary information; and (6) identifica-
tion. These elements are illustrated below.

1. The name of the company establishes a contact between
the writer and the recipient, e.g.:

(a) DEPARTMENT OF COMMERCE
Bureau of Foreign and Domestic Commerce
Marketing Research Division
Washington, D.C.
) BETTER HOMES AND GARDENS SURVEY
(November, 1938, issue)
Meredith Publishing Company
Des Moines, Iowa

2. The subject of the survey appears on the front of a question-
naire made up like a booklet. Like the title of a booklet, it
appears at the top of the cover page of the questionnaire. Illus-
trations of the subject are:
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a. Stze of Audience for Jack Hilton Broadcast
b. Business Research Corporation Store Service Survey

3. The covering letter and/or prefatory paragraphs are an
important element of the questionnaire because they can help to
bring answers. What is said in the covering letter and how it
should be said are determined by the respondent’s degree of
interest in the subject being investigated. If he is interested, he
will answer a direct and brief request for co-operation. For
example, most women are interested in house plans. The request
for preference in house planning used by the Long Beach Com-
pany, Michigan City, Ind., brought a satisfactory number of
replies. It reads:

Covering Letter

As you know, there is an acute shortage of modern, livable homes
in Michigan City. The shortage has existed for years. Everyone
complains—and no one has done anything.

Now the Long Beach Company is going to build those badly
needed homes—Iots of them. The purpose of the enclosed ques-
tionnaire is to determine exactly what kind of homes to build—what
kind of homes Michigan City people want.

Filling out the questionnaire will tell us just what you think those
homes should be like. Your ideas will be combined with those of
your friends and neighbors in making plans for the first of the new
homes we are going to build. This first home will be a model home!

Filling out the questionnaire will be fun, then, for you’ll actually
be planning a real home. And filling out the questionnaire will be
profitable, too, for the Long Beach Company is giving a free Izyear
subscription to BETTER HoMEs AND GARDENS to everyone returning
the questionnaire.

So sit down now and fill out the questionnaire. Then drop it
in the mail-box—no postage is required—and your subscription to
BeTTER HOMES AND GARDENS will begin with the next issue.

In advance, thank you for your co-operation and help in planning
Michigan City’s Model Home.

Very truly yours,

Prefatory Paragraphs
Will You Help Us Plan a Home?
The Long Beach Company
Builders of Long Beach—the Ideal Community

This questionnaire has been prepared so that you may help us plar
an ideal home in Long Beach . . . a lieme for Michigan City people.
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By filling out and returning the questionnaire, you will be doing a
service to yourself and to all Michigan City, and we earnestly solicit
your co-operation. Remember—returning the questionnaire obligates
you in no way. You need not sign your name to the questionnaire if

you do not wish to do so.
So, fill out the questionnaire, and return it now—before you forget.

Thank you for your help.

A second common method of getting co-operation for a ques-
tionnaire is to offer a premium or reward. Successful Farming,
published by the Meredith Publishing Company, offered a choice
of a book, My Garden Helper, or Ideas That Work, to subscribers
for filling out and returning a questionnaire of 12 pages in book-
let form.

A third method is to appeal to the instincts of helpfulness,
pride, self-interest, or vanity of those being questioned. The
request for co-operation at the beginning of a survey for food
reads: “You are the spokesman for hundreds of American
familics.”  Another from the editor of Esquire magazine reads:
“Weuld you go out of your way to help us stay on the good side
of one of our advertisers?”’ And still another from a research
consultant says: ‘‘ A manufacturer has employed me to do some-
thing for him, and I need your help.”

A fourth, and often-used, method is to promise to send a digest
of the results of a questionnaire. - This appeal is most effective
when the questionnaire is sent out over the name of a person
whose position gives assurance of the promises being kept and-of
the recipient’s receiving information in which he has a self-
interest. For example, Professor Howard Hovde’s covering let-
ter for the questionnaire on Payroll Policies tn Philadelphia
contains this promise: “ You will be furnished with the compila-
tion of the results. All individual returns will be held in strict
confidence; only total figures and percentages will be used in
the report. This is the first time a study of this nature has been
made.” o

A fifth method is to appeal to the respondent’s sense of humor.
It is employed effectively by Time. The frankness of the appeal
is disarming. The request reads: ‘“ An illuminating inquisition
of Time’s subscribers. Like all questionnaires, this one is an
imposition, although it is more interesting than most, and will
not take five minutes to check. The answers to the questions
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will materially aid T7me to make Time a better magazine for its
readers.” Time appealed partly to pride and partly to humor,
beginning its questionnaire with:“ Do You Own a Horse?”’ and by
illustrating it with the hilarious drawing of a good-humored nag.

4. Explanations, the purpose of which is to persuade respond-
ents to answer and to make answers accurate, should be complete
and, of course, courteous. Usually explanations consume a few
lines only of the questionnaire, such as those of the pay-roll
policies survey just referred to, which reads:

The individual returns of this survey will be held in strict confidence,
and destroyed as soon as the total figures have been compiled. The
purpose of this study is to determine the relationship of pay rolls to the
time of payment by volume and by days of the month, and has been
described more fully in the attached letter. The information which is
sought will be used for statistical purposes only. The complete results
of this study will be made available to you.

Explanations have come to occupy considerable space in the
questionnaires of some companics, General Motors Corporation,
for example. Its two-page questionnaire on General Motors
automatic transmissions devotes two 814- by 1l-inch pages to
definition, explanation, and illustration, in order to help the
respondent to answer the questionnaire intelligently.

5. Corollary information, such as the occupation, scx, age,
nationality, and income of the respondent, will serve as a basis
for proper classification and interpretation of results.

An example of corollary information is the items asked for in a
Better Homes and Gardens survey.

Reader’s Name Sex: M F Date

St. & No Home: Owned Rented Apartment
Total Family Income (all members in home): Under $1,000. ; $1,000 to
$1,999__; $2,000 to $2,999____; $3,000 to $4,999___; $5,000 to $9,999
—; $10,000 and over

If those drawing up the mail questionnaire could appreciate
the light that some of the corollary information throws on replies,
they would more frequently design the mail questionnaires to
include it. What women spend for hose becomes more signifi-
cant when broken down by age, by place of residence, by income,
by occupation or vocation, all of which items can be a part of
corollary information.
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6. Identification is usually provided on the mail questionnaire
form, 7.e., spaces for the name and address of the respondent and
the date on which the questionnaire is filled out. Such blanks
are usually placed at the end of a questionnaire rather than at the
beginning. Respondents may fill in name and address blanks at
the end as a matter of course; they may assume a defensive atti-
tude toward blanks at the beginning. If it is felt that the request
for names and addresses will decrease the number of replies, and
names are significant to the study, serial numbers may be used to
identify the persons replying and to indicate the numbers of the
returns; in other words, the questionnaire may be keyed. Many
questionnaires do not call for names to be signed. Geographical
identification can be attained through using a different color of
paper for each part of the country.

Subject Matter

Much of the success of the questionnaire depends upon a cor-
rect decision as to what and how much ground shall be covered
—what questions shall be asked. Such a decision results from a
full understanding of the problem and the information required.
If the working plan has been made wisely, the general nature of
information to be sought by the questionnaire has already been
decided upon, and at this stage of the particular piece of research
it is necessary only to define the information sought.

There are at least two procedures followed in deciding what
questions to include in a questionnaire. Some researchers begin
by writing down all the questions which at first thought seem
significant to the purpose of the study; then they reduce them to
a practical basis by combining certain questions and eliminating
others; and finally they arrive at only the basically important
questions.! In the carly stage of the first procedure, they pay
little attention to the form or to the importance of the questions.
They select the questions by procuring answers from perhaps
500 persons to see what questions are pertinent and well phrased.

Other researchers seek to build the permanent questionnaire at
once on the basis of the information they have procured and the
thinking they have done in the preliminary stages of investiga-
tion. They decide basic elements that indicate questionnaire

1Frank R. Courant and J. RusseLL DousMmaN, Simplified Market
Research, p. 97.
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data for a solution; they keep all questions pointed concisely
toward that purpose; and they use as few questions, as possible.
They know that, if they include a question which does not have
apertinent bearing, the reader will senseit and not answer. They
know that the number of respondents who answer is determined
partially by the number of questions.

This first process makes it necessary by tests to eliminate the
ineffectual questions, to find out what questions are pertinent to
the study and in what degree, on what points respondents are
articulate, and on what they have information of real importance.

H. G. Weaver scems to follow the second procedure, if we can
judge by his advice in regard to deciding upon questions, which
is as follows:

Before even setting out to design a questionnaire we should ask
ourselves these questions:
1. What do we want to find out?
2. Why do we want to find it out?
3. What can we do about it after we find it out?

—some questions are important, but it is well-nigh impossible to get
answers.

—others are interesting and may satisfy a healthy curiosity but are
not suggestive of any direct course of action.

—still others are significant as bearing on an individual transaction
or limited group of transactions, but the answers are practically
worthless in terms of broad general averages.

It is important to weigh carefully the foregoing considerations incident
to designing a questionnaire. Such a course would, I believe, eliminate
a lot of superfluous questions, and this is important, not only out of
consideration of the consumer’s time and effort but from the standpoint
of keeping down the expense.

As a dramatic example of this, it is understood that it costs the
United States Census close to $1,000,000 to add one additional question.!

A few general rules will help to guide the investigator in decid-
ing what kind of questions to ask, once he has determined what
he wants to find out, why he wants to find it out, and what is to
be done with the information. The rules may be listed as
“don’ts” and ‘“do’s” in framing questionnaires.

1. Don’t ask anything too personal. A housewife is unlikely
to tell her husband’s salary or her own allowance, especially if

1 H. G. WEAVER, “Consumer Research Technique,” American Marketing
Journal, July, 1934, p. 116.
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she is asked to give her name. She probably will resent being
asked to give her age or to talk about the education of herself and
family. Very little faith can be placed in the reliability of
answers to such questions.

2. Don’t ask a question calling for averages or percentages, if
avoidable. The respondent will prefer to throw a questionnaire
away rather than to take time to look up records and make com-
putations in order to answer the question.

Consumer and retailer questionnaires [says Aesop Glim] should include
no “ What percentage of the breakfast foods purchased is ready-cooked ?”’
or “What percentage of your sales of breakfast foods is represented
by XY brands?” Answers to such questions will have little value.
Neither consumer nor the retailer thinks in terms of percentages. That
is something for either the reporter or the tabulator to work out. Find
out how often the consumer serves ready-cooked breakfast foods, and
how often she serves the non-cooked product. With the information,
the necessary percentages can be worked out.?

3. Don’t rely heavily on the respondent’s memory, for you will
get guesses instead of facts if his memory fails him. Ask only
for data which can be clearly remembered. A businessman may
recall the names of the magazines he subscribes to, but he may
have trouble remembering his favorite writer in each or what
advertisements attracted his attention. What he remembers,
psychologists tell us, depends more upon intensity of stimulus
and associations that upon recency of happening. Because of
the intensity of the stimulus, he may recall what he paid for his
first meal in a diner and forget what he ate for dinner last night.
Because of associations, he may tell you where he has spent the
last ten New Year’s-eves and forget where he spent the evening
just a week ago.

4. Don’t ask the impossible. As a general rule, seek facts, not
opinions. Too often questions as to attitudes are impossible to
answer. The old favorite, “What influenced you to buy?” is
usually a question that one cannot answer. ‘What do you think
of the box in which X is sold?” is another type of question the
average respondent is at a loss to answer. Almost all “attitude”
questions and those calling for a long discussion are better left
to the personal interview.

1 Axsop GuiM, “The Swivel-chair Research Man,” Printers’ Ink, Decem-
ber 19, 1929, p. 150.
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Two ‘“do’s” of importance in building a questionnaire are the
following:

1. Ask only what has a direct bearing upon the problem to be
solved. It is important that the questionnaire be as brief as
possible. Busy housewives and businessmen usually will not
take time to fill out a long mail questionnaire. If future policy
is to be determined by the answers to a mail questionnaire, every-
thing should be done to obtain as wide a response as possible.
Limiting the questions to those which directly bear upon the
problem tends both to keep the questionnaire brief and to secure
a higher percentage of responses. An over-long mail question-
naire incurs needless expense for the organization sponsoring it.
Every question above the number needed means unnecessary out-
lays for tabulation and interpretation.

2. Provide all questions with blanks for conditional answers.
Often the respondent cannot answer unequivocally “yes” or
“no” to a question and prefers to answer ‘“maybe’ or ‘“don’t

know.” Questionnaires which contain squares for the “yes’s”

and the “no’s” should also contain squares for the ‘“maybe’s”
and the “don’t know’s”” and a blank line on which the respondent
may write his own answer in place of a fifth question. The
Architectural Forum questionnaire entitled ‘ What’s the Biggest
Headache in the Building Business?’’ contains a blank line which

the respondent may fill in as he likes.

And what do you do with your old copies?
1. Filethem?............... ... i it R
2. Give them to friends?................... ... R
3. Sell for old paper?........... ... ... . . o —_
4, Start fires?. ... .. ...
5. Or

The ‘‘don’t care’ answer, contained in a questionnaire in book-
let form distributed by the Customer Research Staff of General
Motors, is an example of the conditional answer.

Turret Top

Provides additional safety and durability with a more pleasing appearance
by covering the entire top with a single sheet of steel, seamlessly welded
to side panels and scientifically insulated.

Does your PRESENT CAR have this feature?

YES NO

Would you want it on your NEXT car?

YES —NO —_DON’T CARE
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Grouping and Arrangement of Questions

If the investigator, in preparing the questionnaire, adhered to
the course most generally followed, he determined to some extent
the arrangement of his questions at the time he chose them. He
will then at this point test the questionnaire with the psychologi-
cal aspect of the questions in mind. If the investigator has, how-
ever, built the preliminary questionnaire and by testing it found
what questions are pertinent to the study, what are most impor-
tant, and on what questions respondents have information and
are willing to give it, he is ready to consider the grouping of the
questions and the arrangement of the groups. He seeks to con-
dense the questionnaire as much as possible, avoiding indefinite-
ness and ambiguity. He will not permit two questions to remain
on the questionnaire if one will serve. He may find that two or
three questions can be made to secure all the answers for which
he has prepared five or six, because questions ungrouped are
likely to be concerned with subordinate issues, answers to which
may be unnecessary when the main issues are solved. By group-
ing subordinate questions under main questions and arranging
main questions psychologically or logically, he will be able to con-
struct a complete picture from answers to a few questions.

In arranging questions in the best order, the investigator
observes such principles as

1. The first one or two questions should be easy to answer.

2. Important questions should be near the head of the list.

3. One question should stimulate interest in the next.

4. Questions should be arranged in an order to aid the respond-
ent’s memory.

Because many of the principles of arrangement of questions
are concerned with the persuasiveness of the questionnaire, they
are discussed under the heading Salesmanship in this same
chapter. ;

If the investigator finds, upon analyzing a subject, that more
information is essential than can very well be asked for in one mail
questionnaire, he must sort out his questions according to their
applicability to different audiences and send onc questionnaire
to one audience and another questionnaire to another audience.
Questions on the packaging of a product, for example, he may
refer to the consumer; on the cffectiveness of the advertising, to
the dealer; and on the technical aspects on the product, to the
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engineer. If a great deal of information is required and the inves-
tigator finds that he cannot formulate one good questionnaire
that will cover all points, he may find it advisable to send out a
series of questionnaires to the same persons. Some authorities
advise no more than ten questions in any one questionnaire.
However, H. G. Weaver has made his questionnaires for General
Motors so interesting that he can procure answers to a hundred
questions. T'ime magazine’s 1928 and 1938 questionnaires suc-
ceeded in spite of their forty-odd questions. The number of
questions must then be determined by the interest they arouse,
their degree of pertinence to the problem, and the ease with which
they are answered.

Phrasing Questions

So important to the success of the mail questionnaire are the
type, number, phrasing, and arrangement of its questions that
the actual writing of commercial questionnaires is usually
entrusted only to men experienced and well seasoned in this type
of work. Even then, as has been pointed out, the final mail
questionnaire may be the result of five or six revisions of trial
questionnaires.! But since experts in mail-questionnaire build-
ing have gained their ability through applying certain tested
principles and through practice, the student learning to build
them can do no better than to apply these same tested principles
in practice.

All of the following are fundamental principles in the phrasing
of mail questionnaires:

1. The question must be clear. It should be so worded that it
can be given only one meaning or interpretation. It should be
phrased in the language of the individual questioned. If words
or phrases must be used which may have more than one meaning,
their correct meaning should be given in an explanatory note.
The question, “How durable has your car been?”’ was asked in
one mail questionnaire. In answering, some respondents gave
the number of years and some the number of miles the car had
been driven. Had the question read, ‘“How many miles has
your car been driven?”’ all respondents would have used the same
unit in answering.

1 See tentative drafts of a questionnaire in Figs. 2 and 3.
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Z “hat mail order/Compan§, in your opinion, gives the(best delive

service; the service?
Best service: Sears__ Ward__ C.M.O.__ Spiegel__ National

Poorest’ service: Sears__ Ward___C.M.0._ _Spiegel _ National

Comment

Give equal service

CoOBRRT
e L

=

a Is t.head for @eliveryof your goods from the various
mail order companies ever an (lmportani consideration)when you make
a purchase? Yes No CW

Comment,: (W.{?)

3. EZS in shipment of order ever caused ygu to buy mexz"ch-
Mo

andise from any mail order house? Yes

What company? Sears__ Ward__ C.M.Q.__ Spiegel__ National

Comment,: (K/ﬁ# .Q

=N PG

o ~ = !,,7 ¢
4. Would you upuaidy prefer to have your if they can-
not ship ywarvergerr immediately? Yes No. IF YES,
WHEN AND ON WHAT MERCHANDISE DO rou PREFER ’

Copst: REFUND 2

S. How long, usually, would you be willing to wait for delivery of
your order?

C %_[1oceck — 10 dage. — 2 weeke — 02 —
=T Tiould you prefer they @ubstitute) other merchandise‘than that you
ordered in order to give/you izmediate delivery?

Yes No

Comment:

Fi1a. 2.—First draft of questionnaire on service and substitutions in mail-order
. . business.

" Questions asking “why’’ and ‘““how” are susceptible of several
interpretations.! * For example, if an investigator wishes to know
what attribute of a certain brand of cigarette causes its popularity,
he might ask the question, ‘* Why do you smoke XX cigarettes?”’

1For a fuller discussion of “The Art of Asking ‘Why?’’’ see American
Marketing Association, The Technique of Market Research, pp. 82-87.
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1. 1Is the TIME required for DELIVERY of your goods from the various mail or-
der companies an IMPORTANT CONSIDERATION when you make a purchase?
Yes No_X__In special cases

Coment: (Wny? Whav?) Qlow- plonty Cime when we oreten

2. What mail order company, in your opinion, gives the BEST DELIVERY service;
the POOREST DELIVERY service?

Best service: Sears_X Ward__ C.M.0. X Spiegel __National
Poorest service: Sears___Ward _ C.M.0.__ Spiegel__ National
Give equal service__ Comment:

3. Has a DELAY in shipment of order ever caused you to buy LESS merchandise
from any mail order house? Yes No_X

What company? Sears__ Ward__ C.M.0.__ Spiegel__ National
Conment: (ihy?)__ o _CoOrmment

4. Would you prefer to have your MONEY REFUNDED, if they cannot ship imme-
diately? Yes___ No If yes, when and on what. merchandise do you
prefer refund?_____

/
5. How long, usually, would you be willing to wait for delivery of your ore
der?
4 days 1 wesk. X 10 daye 2 weeks

Comment: ﬁ(m&g@#f_&&w« wm 3 daxn/

6. Would you prefer they SUBSTITUTE merchandise otvbex‘ thln ordered to give
you immediate delivery? Yes_JX No

Comment.: %oua&';f sz/miém/;t

7. If merchandise substituted is of BETTER VALUE than what you ordered, would
you be satisfied even if it 1s different from your original selection?
Yes No

Connent: (ihy?)___ b0 Comomestt

8. Has an UNSATISFACTORY substitution ever caused you to BUY,less merchandise
from any mail order house? Yes No_X

What company? Sears___Ward__C.k.0.__ Spiegel _ National

Conment: (Why?) Have Ane ofactory Rubetitutiong

F16. 3.—Second draft of questionnaire on service and substitutions in mail-order
business.

To the inexperienced, this question seems clear. Hence, he
would be surprised to receive such answers as: (1) “I was tired
of smoking ZZ cigarettes.” (2) ‘“They wererecommended to me
by a friend.” (8) “I like their aroma.” Only the third answer
would give him the kind of information he expected. The first
respondent understood why to pertain to his own purposes or
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attitudes, called tendencies; the second, to pertain to advice or the
effect of advertisements, known as influences; and the third, to a
feature of the thing bought, known as attributes.

Approved questionnaire technique to ascertain reasons is to ask
the “why”’ in a way that indicates to the respondent which one of
the three meanings of ‘‘why” the inquirer has in mind. If the
questioner is interested in influences, he should ask: ¢ What made
you start to use XX cigarettes?’”’ If he is interested in attributes,
heshould ask: “ What are the qualities you like in X X cigarettes?”’

“How " in the question, ‘““How do you use a product?”’ may not
mean the same thing to the questioner and the respondent. If
the questioner asks: ““ How do you use rice?”’ the respondent may
answer: “Hot,” ““cold,” ‘“for breakfast, luncheon, or dinner,”
“with game,” and “as a substitute for potatoes.”

Technical terms are frequently not clear to respondents.
““Advertising medium,” although meaningful to advertising
men, may not be clear to housewives. It is better to ask: “In
what magazines did you sece the advertisement for XX products?
In what newspapers?”’ If the technical term cannot be avoided
in a question, it may be defined in an explanatory note, or its
meaning may be made clear by an illustration. Reference has
already been made to H. G. Weaver’s use of pictures to clarify
technical terms in consumer research on car design and on equip-
ment for General Motors. The use of pictures is a comparatively
recent technique in mail-questionnaire construction but one
which has added greatly to the questionnaire’s effectiveness.
Mr. Weaver also says that, to make his questionnaires effective,
he has to employ phraseology that is in common usage by the car
owner, even though it may not represent the best scientific
terminology.

2. The question should contain one idea only. An intricate or
an involved question is likely to be misunderstood, and hence
not answered, and such answers as are given are hard to tabulate.
For example, the question: “Did you ever buy XX product,
where, why?” is likely to be answered by a number of yes’s which
cannot be tabulated. The question should be broken down into
three questions:

Did you ever buy XX products?

Where did you buy XX products?
What influence caused you to buy XX produets?
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Answers to these questions would be meaningful and could be
tabulated easily.

3. No question should suggest its answer: Do you buy XX
brand?

A misleading question, such as “ Doesn’t this face powder have
a nice fragrance?’’ suggests its answer but differs from the leading
question. The first is probably due to psychological ignorance,
while the second may be due to bad faith.

4. A question should be presented in such form that its recipi-
ent will find it easy to answer, since experience has shown that
busy people are mos* likely to answer. This principle causes
many questions to be phrased so that they can be answered by a
check mark, by “yes” or ‘““no.”

A respondent also likes to use a check list in answering a ques-
tionnaire. The check list is a series of answers to a question
followed by blanks or squares which need only to be marked to
indicate the respondent’s answer. The check list has merit in
that it increases the number of replies. On the other hand, it has
a weakness in that it causes people to check more names than
they wouldindicate if they had to supply the names from memory.
Morcover, the names placed first will be checked oftenest. The
following is an example of the check-list type of question:

What magazines do you read?

TIME. oo ettt e i i et -
Reader’s Digest. .....coovn oo iiiienannnn I
Harper's.....oounue ot iniini it iieeinineinannannn -_
Atlantic Monthly......... ... ... i, -
New Yorker..... .o iiiiinenenn.

The wording of questions so that they can be answered by
checks, by “yes” or ‘“no,” or by figures makes it easy not only
for a respondent to answer them but also for the tabulator to
record the answers. Answers containing details and qualifying
statements give the tabulator,endless difficulty and increase the
expense of research work. Special columns should be provided
for the ‘““don’t know”” and the conditional answer, since the extent
to which they are given affects the results of a study.

To make answering easy the declarative method or form of
questionnaire can be used. Its basic idea is that the information
secured will be more reliable and the answers easier to tabulate
if, instead of questions, a series of possible answers are set down
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for each point which the respondent is asked to underline or

check. The declarative method has procured satisfactory infor-

mation on such a subject as the value of advertising. In this

case, the schedule consisted of a series of declarative statements

divided equally between favorable and unfavorable attitudes on

such points as reliability, educational value, and social signifi-

cance. The declarative method is often used in questionnaires

from the Customer Research Staff of General Motors. For,

example, the following statements are listed under the question:

‘““How do you like to be dealt with by the salesman?”’

—T don’t like a salesman who does all or almost all of the talking.

—TI'd just as soon have the salesman do all the talking.

—T like to have a salesman who starts right in and tells me everything
about the car.

—1 prefer a salesman who, first of all, asks me some questions regarding
my individual requirements, tastes, desires, etc.

—1 prefer the type of salesman who confines his efforts primarily to
answering my questions.

5. Questions regarding any series of items, the answers to which
are to be compiled on a relative basis, should all be asked in the
same way. The parallelism in phrasing helps the respondent to
center his attention on what is being asked rather than upon the
wording of the question. A break in co-ordination is a distract-
ing element. The parallelism in phrasing also brings responses
less difficult for the researcher to tabulate.

A questionnaire booklet of the Customer Research Staff,
General Motors, gives a good example of parallel construction
of questions (see Fig. 4).

No discussion of phrasing questions would be complete without
mention of the technique used by the Customer Research Staff
of General Motors in connection with the more complex aspects
of engineering design. The following is a description of this
technique:

1. Detailed Description.—It takes one specific feature or trend in
design and describes it in considerable detail and with appropriate
illustrations.

2. Pros and Cons.—It lists the arguments pro and con, the favorable
arguments and the unfavorable arguments.

3. Referendum.—(This, we believe, is something entirely new.) It
tnvites the respondent to criticize the ‘‘pros and cons,” rewrite them
if he chooses, and add any new points which, tn his judgment, are
needed to balance the arguments.
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Then on the basis of the foregoing and taking into account any
revisions that the respondent himself may have made, it calls for:
4. The vote.
““What is your attitude on the proposition?”
‘“ Are you for it?”
‘“ Are you against it?”
“Or are you neutral?”’
5. Reasons back of vote.
“Why did you vote the way you did vote?”’
‘““What are the reasons back of your vote?”
“Which of the arguments exercised the greatest influence in
determining your choice?”’
‘“Which ones influenced you the least?’!

Although this type of questionnaire technique is still in the
experimental stage, those employing it believe that it has tre-
mendous possibilities bearing on the problems of forecasting
Juture trends because it concerns itself, not with existing attitudes,
but with what the attitudes will most likely be after the motoring
public—through experience or otherwise—has come into posses-
sion of the full and complecte facts.?

The application of the principles just enumerated as standard
practice for the subject matter and phrasing of the mail question-
naire as well as that used in the personal interview have raised
their quality and their effectiveness. They are presented with
the hope that the beginner in questionnaire writing will refer to
them frequently. For his convenience in checking mail ques-
tionnaires to see if any vital principle has been ignored, the fol-
lowing list of questions is suggested. The questions may enable
him to discover some weak spots in questionnaires and, hence, to
increase their effectiveness.

Questionnaire Check List for Subject Matter and Phrasing
.1. Are the questions obviously grouped under logical heads?

2. Is identification complete enough for easy and worth-while tabulation
—name, address, age, sex, social status, financial status, occupation, location,
competitors, etc.?

3. Should or could there be more identification?

4. How many classifications of prospects can data be broken into? Can
data be better arranged in this regard?

1 Henry Weaver, through whose courtesy this questionnaire employing
the pro and con technique was secured, says it is somewhat of an improve-
ment over that used previously.

2 Jg It Scientific? Customer Research Staff of General Motors Corpora-
tion, pp. 19-21.
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there Ls some division of opinion 8s regards the hinging of
rear doors on sedan models. From a structural standpoint, the body engineers.say
they would just as soon build them cne way as another. So the problem reduces itself
to a question of customer preferences, snd for that reason we are submitting the
matter to a representative list of practical motorists.

In accordance with the Ben Pranklin technique, and in order to aid you in "casting
your vote",we have tried to sumearize the arguments on each side as disclosed through
8 preliminary survey:

Ownera expressing a preference
for rear doors hinged st REAR EDGE
advance these argumenis in support
of their position . . . .

On the other side of the question,
those advocating that the hinges
be at the FRONT EDGE say that .

“There's less possibllity of an
accident 1f door is opened vhen

"Béens less awkward - or at <ar is moving. "

least more Ln line with what
rotoriste sre acfustomed to.”

"Majority of all fqur door
cars built in the past have had
pear doors hinged st rear edge.”

"Provides better view of on-

coming traffic when alighting
from left side of car.”

"Wind pressure reduces danger
of children opening door when
cer 1s in motion.”

"Door serves as a screen there.
by saving women from embarrass-
ment when alighting.”

“Easier for driver to reach back

.
"Protects clothes from contact and close rear door.

-
with dirty feaders. “Pront and rear seat passens

"Mikea 1t somewhat pasier to
h¢)p s person into the car.”

"It would seem thet fastening

gers can more readily leave
or enter at the same time."

" -« it's a relatively simple

the door hinges against s wolid but matter to strengthen the pillar
part of the body would give a body designers and that by hinging them this
stronger construdtion than’when soint ot way it's possible to place
they are fastened %o & narrow that the hinges further apart which

pillas.® prevents seg¢ing.”

ISR RE FERENDUM INE

Do you consider the sabove statements to be fair and comprehensive?
DYel Dﬂb DCnn't Say

If your answer is *¥0" then you ore invited to make any odditlons,
reservations and critictsas that you may seq fit to make from your
vievpoint os o practical motorist:-

Fig. 4.—'' Which do you prefer?’’ questionnaire.
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In the light of the foregoing arguments and taking into
aceount your own revisions and additions -

do Yo pre ter?

Dleu Doors Hinged Rear Doors Hinged
at REAR Edge st FRONT Edge
Don't
Care

IP IT ISN'T T00 MUCH TROUBLE, would you mind turning back
and putting a circle around the statements that were most
important in determining your preference?

Just how much importance do you attach to this quesiion of
Rear Door Hinging?

D"Enre-ely Important® D'hlrly lmportant®

[Jrusimportant~

To what degree vould.t.he location of the resr door hinging
influence your choice of a car?

[Jvery suen=  [Jovery 1ttler  [Joror st altx  [Jcanct say

There is NO SALES FOLLOW UP - but just to help us in our
statistical compilations would you mind giving us the
following information -

Your Owate
Approx. Make of . Year
Age . [[Jremate  car ovned ........... model ..

CUSTONBR RESEARCH STAPP - GENERAL NOTORS - DETROIT

© SERIES 363 o o ¢

Fi1a. 4.—(Conttnued).

5. How many geographical classifications can data be broken into?
Can data be better arranged in this regard?
6. Is there any question that will get opinion rather than fact when
fact is sought?
7. Does every question have a direct bearing on the immediate
problem?
‘8. Is there any ambiguous question? Two parts or whys?
9. Is there any involved question?
10. Is there any question that requires unnecessary mathematical calcu-
lations?
11. Is there any question that suggests its answer? (Do you read
Blah magazine?)
12. Is there any question that is too personal? (Salary, religion, educa-
tion, etc.)
13. Is there any question that is impossible to answer? (“What do you
think of the ad?”’)
14. Is there any check question necessary?
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15. Are questions arranged for ‘“yes,” “no,” check answers? Easy
to answer?

16. Are questions tactfully phrased?

17. Is phraseology in common usage of the reader, even though not in
best scientific terminology?

18. Does the first question arouse interest, and is it easy to answer?

19. Do the questions have parallel construction?

20. Are there more than ten questions? Should there be?

21. Is the questionnaire typographically inviting?

22. Does it have appropriate heading?

23. Is each question correctly numbered?

24. Is there enough space for answers?

25. Will the paper take ink?

26. Is there enough blank space to permit binding of pages?

27. When folded naturally, will the questionnaire fit the enclosed
envelope?

Salesmanship

Salesmanship in the Covering Letter.—Salesmanship in the
covering letter is chiefly a matter of requesting the co-operation
of the reader in a persuasive manner. Five methods of securing
the co-operation of the respondent were discussed in the section
on Elements of the Questionnaire.

A few other aspects of salesmanship in the covering letter
remain to be discussed. The letter should be sincere, original,
courteous. It should be frank. Writers who try to disguise
requests for favors as benefits to readers fool only themselves.
Many questionnaires are types of sales promotion all too thinly
disguised. The covering letter should reflect its sponsor’s per-
sonality. It should be adapted in tone and language to the
recipient. An expert or noted authority, for example, should not
be addressed as if he were just one out of many.

The following covering letter from a research consultant to a
mailing list composed of women makes a persuasive appeal to the
recipient to fill out the questionnaire. It is noteworthy for its
directness and frankness of appeal and for its courteous, friendly
tone.

Covering Letter

DEeAR Mrs. SMITH:
A manufacturer has employed me to do something for him and I

need your help.
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He wants to advertise to you and other women through your
favorite magazines, and I can’t think of any way of finding out
which magazines interest you most except by asking you.

On the enclosed post card (which needs no stamp, by the way) I
would like you to name all the magazines you subscribe to or buy
or read regularly. (I mean all kinds of magazines—list any maga-
zines you subscribe to or buy or read regularly.)

If you list more than two publications, I would like to have you
tell me under the second question which two of these magazines are
your favorites. I mean by this, which two do you read or use more
than any others and would hate most to be without.

I assure you that I have nothing to sell and you will not be
annoyed in any way should you favor me with the information
desired. You need not even sign your name unless you wish to

do so.
Sincerely yours,

A covering letter of only one paragraph from the Market
Research Department of the Eastman Kodak Company illus-
trates how concise and direct such a letter may be when it is
addressed to people who are presumably interested.

We have received a suggestion from an advanced amateur
photographer in reference to a negative record sheet. It is a record
which he uses and believes would be useful to others. We are
writing you as an advanced amateur to ask your opinion of it. A
copy is enclosed. What do you think of it? Would you find it
useful? We will be grateful to receive your criticism and

suggestions.
MARKET RESEARCHE DEPARTMENT

Good mechanics in the covering letter spell persuasiveness.
The letter may be typewritten, multigraphed, or printed, accord-
ing to the exigencies of the case, but it should be personally
sighed. If it is multigraphed, the name and address of its
addressee may well be filled in on the typewriter. The letter
should be written upon a good grade of paper which has a digni-
fied letterhead; its layout should make it easy to read. A self-
addressed and stamped envelope should be enclosed witH the
letter. Special delivery stamps should be used in cases where
the time element justifies the expense.

The following check list of questions is suggested as a means of
judging the merits of a covering letter:
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. Is the letter interesting?

Does it make clear the nature of the information desired?

Does it state clearly the reasons for wishing to get the information?
Does it state clearly why the particular person is approached?

. Does it tell the reader why his opinion is important?

. Is it courteous, not flippant?

. Is it clearly written and without ornamentation?

. Is it on one sheet of paper and no longer than absolutely necessary?
. Does it set a time limit for returns?

10. Is there any inducement for action such as a promise to keep informa-
tion confidential, assurance that no salesman will call, or a reward?

11. If possible, is it personal to the extent of having the recipient’s name
filled in on the letter?

12. Is it success-conscious?

Salesmanship in the Mechanics of the Questionnatre.—Much of
the success of the mail questionnaire depends upon its physical
appearance, the arrangement of the questions, the ease with
which the answers may be filled in, and the amount of space left
for comments. A mail questionnaire which is attractive in
appearance gives its recipient the impression that it is important
and hence worthy of being answered. Its usual forms are: the
one-page sheet 814 by 11 inches; the four-page folder of the same
size, the front page of which is occupied by the covering letter
and the inside and back pages of which are occupied by questions;
the booklet, 324 by 8, 334 by 614, 534 by 834, etc., pages of which
are bound on the side or at the top; and the double postal card.

Other things being equal, a mail questionnaire of one page pro-
cures more returns than one of two pages, and the postal card
brings good results. If two or more pages are used, they must
be securely fastened together by a small fastener or staple.
Otherwise, Mrs. Brown’s first page may be attached to Mrs.
Green’s second page.

Whatever the form of the mail questionnaire, it should have a
good quality of paper, wide margins and spacing, and ample room
for replies. Colored paper often causes the mail questionnaire to
‘““pull” better than white paper. The Division of Crop and Live
Stock Estimates of the Department of Agriculture, which mails
inquiries every two weeks to more than 100,000 farmers, has
found that light pink draws the greatest number of answers.
Different colors in paper may also be used to distinguish dealers
from consumers, men from women, professional men from busi-
nessmen, or one territory from another.

OGN
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If the questions are typed, the letters should be clean cut and
black; if colored paper is used, its texture and the print used upon
it must be chosen for high legibility and a minimum of eyestrain;!
if they are printed, the print should be large enough to be read
easily. Questions should be numbered to facilitate answering
and tabulating, and specifying questions which concern main
points should be laid out so that they are clearly differentiated
from those which concern subtopics.

The investigator cannot be too careful concerning the mechani-
cal features of a mail questionnaire and the detail of its handling.
Details might well be checked off against such points as follow:

1. Use paper of good quality for convenience in filing and binding in the
finished report.
2. Use paper which will take ink.
3. Use printed questionnaires if at all possible.
4. See that the questionnaire is not bulky.
5. Distinguish different classes of people approached by different colors
of paper.
6. Identify different territories by a system of numbering: 1104, 110B,
ete.
7. Number each question.
8. Differentiate by correct layout between main and subordinate
questions.
9. Leave enough space between the questions for answers.
10. Group related questions.
11. When totals for various items are needed, arrange items in a column
80 as to make easy the checking or adding for totals.
12. In multigraphed questionnaires, fill in on the typewriter the name and
address of the recipient.

Number of Questionnaires

To answer the question of how many mail questionnaires an
investigator should send out in order to get a predetermined
number of replies is difficult. IExperience of research men has
demonstrated that, in general, 10 per cent of persons receiving
mail questionnaires will answer them; that a higher percentage,
perhaps 15, 20, or 25 per cent, will answer questionnaires if they
are already interested in the subject matter with which specific
questionnaires deal; and that the percentage of people replying
will always be affected by the reward offered them to reply.

1 For further information on ease in reading see Walter B. Pitkin, The
Art of Rapid Reading, pp. 45 and 52,



108 BUSINESS REPORTS

To answer the question of how many mail questionnaires an
investigator should send out to secure an adequate and a repre-
sentative sample is difficult to answer if not impossible. In fact,
many experts in the field of marketing research feel that the mail
questionnaire should not be used for sampling. The reason for
their advice becomes clear when one considers the meaning of the
terms ‘““adequate and representative sample in relation to the
self-selection of respondents,” the uncontrollable factor in
the mail survey technique.

Let us review the meaning of the term ‘‘adequate and repre-
sentative sample,” and the term ‘‘self-selection of respondent.”
The director of research for Pedlar & Ryan explains the meaning
of the first term thus: ‘“ A properly distributed sample comprising
1,000 people will show the various habits and opinions of an
entire city or section. Within those 1,000 people will be found
all the typically numerically important 100,000 and in about the
same proportions.’’!

The Technique of Marketing Research®* gives the following
example, which suggests that a representative sample is not likely
to be secured by mail:

In another study, a check by direct interview was made of the brand
of tooth paste used by every individual to whom the questionnaire had
been mailed. It developed that almost all those who had returned the
mailed questionnaires were actually users of the brand under considera-
tion, and since users alone could by no means represent the whole market,
the results of the mailed questionnaires were palpably unsound.

In other words, there had been self-selection of respondents.

The experience of the straw-vote takers—EImo B. Roper, who
directs the Fortune surveys, and George Horace Gallup, who
directs the Institute of Public Opinion—is that they cannot get
accurate results by asking people by mail what they think.
Hence all their work is done through personal interviews, by
trained investigators possessing a considerable amount of practi-
cal experience in dealing with people.

1 Frank R. Courant, “Mr. Dough, Your Neighbors Like Consumers’
Surveys,” Printers’ Ink, December 28, 1933, p. 42.

2The American Marketing Association, The Technique of Marketing
Research, p. 87.
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The Mailing List

The success or failure of the mail questionnaire depends as
much upon the mailing list used as upon the questions asked,
their phrasing, and the honesty and efficicncy with which returns
are recorded. Good seed should be planted in fertile soil. The
fertile soil for a questionnaire is a list selected on the basis of who
can furnish desired information, who will furnish it, and who
belong to the group from which information is desired.

The question of number to be included on the mailing list to
get a representative sample was considered in the preceding sec-
tion, and it was said that many authorities doubt if samples
gained through mail questionnaires are representative. Equally
good authorities believe in this method and use it.! Methods by
which pecople representative of a group or typical people are
chosen for a sample are suggested by the two following cases:

1. When the advertising department of T'¥me magazine wished
in 1938 to bring together a clear and understandable picture of
the men and women who read Time, the names of 52,000 Time
subscribers were taken alphabetically and in order, on the
assumption that they represented a true geographical cross sec-
tion of Time circulation. The results were as follows:

1
Totalreplies. ..., 13,276(25.5%
Replics tabulated from T'ime men subscribers. .| 7,130127.4%
Replies tabulated {from Tvme women.......... 5,196(20.0%
Total tabulation,* T%me men and women. . ... 12,326.23.79

“Do You Own a Horse Report,”’ Time, September, 1938, p. 16.
* 950 replies, received after tabulation was under way, were not included.
2. When the Meredith Publishing Company wishes a repre-
sentative list of subscribers, it uses the following plan:

For standard investigations of subscribers to Meredith publications,
the number of subscribers will be divided by the number of question-
naires to be sent out in order to determine the ‘‘selective factor.”
If the “selective factor” is 10, it means that a questionnaire will be

1In the Member’s Bulletin, Direct Mail Advertising Association, Inc.,
19: 12: 9-10, November, 1939, Professor Theodore H. Brown, Harvard
Graduate School of Business Administration, explains ‘“A Mathematically
Accurate Test for Estimating the Proper Size of Mailing List Samples.”
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sent to every tenth name on the subscription list. Since names are
filed alphabetically by towns, and the towns filed according to post-
office mail routes, the result will be a true cross section of area and
population of town.!

Mailing lists are either purchased or built. There is a large
enough list of reliable dealers in mailing lists to make the purchase
of standardized lists of butchers, bakers, and candlestick makers
a simple matter. There are besides many other sources of mail-
ing lists, such as the following:

Sources of Purchased Mailing Lists

GENERAL AND SPECIAL LisTs

Brokers City-county records
Addressing companies Labor reports
Individuals Municipal employees’ lists
Letters of inquiry Incorporation lists
Exchanges with other concerns Vital statistics and records, etc.
Miscellaneous sources Organization and membership lists
Bankers Commercial
Justices of the peace Civie
County editors Labor
Bank cashiers Social
Rural free delivery carriers Technical
Local retailers Professional
Directorics Fraternal
City Religious, from churches, etc.
Telephone Educational: schools and colleges
Rating books Press clippings
Trade Business changes
Bluebooks Removals
City-county records Advertisers
City tax lists New incorporations
County tax lists - Fires
Registration lists Society notes
Income-tax lists Births
License and permit lists Deaths
Building records Marriages
School lists Engagements
Automobile-license lists General and miscellaneous?

If the mailing list needed cannot be purchased, and the investi-
gator builds one of his own, he needs to keep the following points
in mind:

! Manual of Research of the Meredith Publishing Company.

3 J. H. PickEN, Principles of Selling by Mail, p. 209.
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1. City directories. They give a cross section of people. Since the
percentage of people changing addresses is very large, the usefulness of the
city directory is proportionate to the {frequency of its editions.

2. Telephone books. They give not only a classified list of dealers but
also a selective list of people, since it is in general the upper-income group
who have telephones. The frequency of issues of telephone books results
in a high degree of accuracy in addresses. It does not, however, indicate
whether people are married or single.

3. City and county records. They furnish the following lists: city and
county tax, automobile registration, license and permit, school corporation,
and vital statistics.

4. Trade directories. They give useful lists of business firms, particularly
the industrials.

5. Rating books. Dun and Bradstreet’s credit-rating books permit the
making of mailing lists selected on the basis of financial status.

6. The company’s own record. Credit accounts and sales records are
the best source of lists where the investigation concerns only such groups.

7. Advertising. Newspapers, trade journals, and magazines.

8. Contests and rewards.

9. Canvassing or personal solicitation.

Pretesting Mail Questionnaires

It is advisable, when mail questionnaires have been formulated
according to standard requirements, to test them out by distribut-
ing them over the same arca and on the same basis as the final
questionnaire will be distributed, or over a small area in a con-
centrated manner. In each case, the individual investigation
will be the basis for deciding which method will be used. What
percentage of the final list will be a good test depends upon the
size of the investigation, the homogeneity of the data, and the
territory to be covered.

Question 5 of Elsie M. Rushmore’s 24 questions entitled “How
to Get Results in Mail Questionnaires’ suggests that 25 per cent
is a sufficient sample. It reads: ‘‘Is the list a sufficient sample?’’?
Many a director of marketing research, however, maintains that
a smaller percentage—10 per cent, for example—is a sufficient
sample.

The business office is often used to test out questionnaires.
The questionnaire is submitted to a group of employees in the
company doing the research to determine whether all questions
are clear and to learn whether a pertinent question has been over-

. 1Ersie M. Rusumors, “How to Get Results in Mail Questionnaires,”
Printers’ Ink, March 22, 1934, pp. 20-21.
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looked. This method of testing has dangers, however. The
people to whom the questionnaire is submitted may be too close
to the study to be critical.

Trial questionnaires are not employed when such a small num-
ber of questionnaires is to be mailed out that one might as well
make a complete new investigation; when questions asked are so
simple that there can be no doubt as to the correctness of the
answers; or when experience has already demonstrated that a
certain type of question will bring a certain type of answer.

To gain full value from the trial questionnaire, the investigator
must see that all answers are carefully tabulated and studied to
determine any difficulties which may arise in tabulating the final
questionnaire. He can also try out the trial recapitulation or
assembly sheet.! If the returns are satisfactory, he uses them as
a part of the returns from the final investigation and mails out as
many of the questionnaires as his working plan specifies or the
test indicates should be used. Comparisons will afterwards
be made between the results of the trial and of the final
questionnaire.

Following Up the Questionnaire

Follow-ups are sometimes sent out when replies from a ques-
tionnaire begin to fall off. In such cases a letter reiterating the
importance of the questionnaire is sent to people on the mailing
list and worded diplomatically to avoid any suggestion of fault-
finding or peevishness.

Checking Results of the Questionnaire

Most investigators consider their task completed when they
find, upon tabulating the data, that the percentage of question-
naires answered was high and the distribution of replies seems
good. And as has been pointed out previously, 10 per cent of
replies is considered satisfactory, 25 to 30 per cent highly satis-
factory, and 50 per cent so high a return that almost never do
general questionnaires reach this level. Some investigators make
a very careful check through personal interviews on who answer
the mail questionnaire.

In this regard, three important questions present themselves:

1. Who answers the mail questionnaire?

1 Recapitulation sheet is illustrated in Fig. 14, p. 145.



COLLECTING DATA: QUESTIONNAIRE 113

2. Who does not answer the mail questionnaire?

3. How accurate is the information given?

Applying these questions to the data secured by a mail ques-
tionnaire sent to housewives answering an investigation on soap
flakes, the researcher found that 92 per cent were users; 8 per cent
non-users. A personal survey of women who did not answer the
above questionnaire disclosed the fact that 40 per cent were users,
and 60 per cent non-users. It was also found that those answer-
ing gave information that was exceptionally accurate. Only 15
per cont of those giving answers in mail questionnaires gave dif-
ferent answers in the personal interviews.

This particular example of testing the results of the mail ques-
tionnaire suggests how suitable tests for the questionnaire help
to assure accuracy of data. Distortions can be detected by some
such system of checking as the one outlined. If the investigator
uses biased data in drawing conclusions, he will draw erroneous
conclusions and he will then blame the method when he should
blame his own misuse of the method.

If an investigator studies exactly what happens to his question-
naires after he mails them, he acquires information needed later.
If in checking the data, he sees that the.information comes from
a group of people prejudiced in favor of the product perhaps
because of use, he should see that questionnaires reach an equally
large group of non-users. This check may make clear to what
extent statements from the first group should be discounted.
He may need to revise his mailing list in an attempt to get a true
cross section; put greater emphasis on his appeal inviting sugges-
tions and objections; or offer a more welcome reward for answers.
If he finds the largest percentage of replies have come from the
low-income class, he has to give his mail matter greater refine-
ment or find an appeal that pulls replies from all classes.

These points on checking results of the mail questionnaire are
given merely as suggestions. For each particular trouble, there
is one specific remedy to be applied. As William J. Reilly
advises: “The person in possession of the peculiar facts, incident
to a particular situation, is in the best position to apply an appro-
priate corrective for making the results of the investigation
authoritative.”!

1'W. J. Remry, “Checking Up Data Secured by Mail Questionnaires.”
Printers’ Ink, December 23, 1926, pp. 71-72.
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Philip Salisbury, executive editor of Sales Management, has
made a list entitled “Eighteen Elements of Danger in Mail
Surveys,” which is reprinted by permission to aid an investigator,
first, in determining whether the mail questionnaire is suited to
obtain the information he desires and, second, to aid him to check
any question he has contemplated including in his questionnaire.

. Mail questionnaires must necessarily be brief.
No mail survey can be any better than the list.
Mail investigations take a long time to complete.
Mail investigations are more costly than generally assumed.
. Respondents cannot report certain facts accurately by mail.
. The percentage of mail returns is almost invariably small.
There is no way of knowing that the people willing to reply are
representative of the whole group.
8. Certain groups are missed completely in mail returns.
9. Certain occupational groups answer much more than others.

10. The respondent to a mail investigation may not be the person
who was addressed.

11. The response from users will be greater than from non-users.

12. Responses are confined largely to those particularly interested.

13. Those who think ‘“no’ on controversial questions are more
willing to answer than those who think “yes.”

14. The reasons why people do not respond are vital.

15. Mail returns are dangerous where the respondent is asked to
choose between competitive things.

16. Mail returns tell little about age or economic status.

17. Mail questions are impossible to phrase so that alternative or
qualifying responses are followed up.

18. Mail investigations do not give a ‘“general summary.”

NS oo

Figures 5 to 9 inclusive on the following pages are examples
of successful questionnaires in different types of business.
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Please Anewer These Questions
If you OWN Your Home:

1.When was the outside of your house last painted® s
(1f your house hasn't been painted since you bought 1t, skip to question 5.)

2. Who did the painting? (Please check anewer.)

a. A member of the family?____
b. A regular painter?________ T
c. Someone outside the family (not a regular painter)?,

3. What brand and type of paint was used?.

Mixed? Whito lead? ______ .

a. Did you buy the paint youreelf?_ ______ , or
b. Tell the painter what brand you wanted?_____ ey OT
c. Leave the selection of the paint up to the painter?

4. How many coats of paint were applied?

W¥hat did the complete job cost you?

$. What ig the occupation of the head of the family?.

6. What is the approximate value of your home?

7. What city and county do you live in?_____________ City population?,

8., Please write 1n below the How do you RECEIVE eaoh of these magazines?
magazinea whioh are read (Make check mark in proper column)
regularly in your howme.

Subsorive to Delivered Buy it at store
it (by mail) by boy or news dealer

MANY THANKS! NOW FOLD AND ENCLOSE IN ATTACHED ENVELOPE

Fi1a. 7.—Mail questionnaire to subscribers of Better Homes and Gardens, Meredith
. Publishing Company.
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Please write in column No. 1
the brand names of the various
items listed below that you
NOW have in your home. Do
not list products sometimes
used but not on hend NOW.
List each product only oncel

BAKING PRODUCTS

1
See Instructions A, Page 2.

WRITE BRAND NAMES HERE
(BRAND Names—NOT Company Names)

Page 2.
NO.
oF

PKGS.

(Now on
Hand)

All Purpose Flour

Cake Flour

Pancake Flour

Prepared Biscuit Flour

Baking Powder

White Bread

" ”

Other Breads
(Stale Type and Brand)

“ o

BEVERAGES

(BRAND Names—NOT Ccmpany Names)

No. of Pkgs.

Size Pkg.

Coffee

Decaffeinated, Powdered
and Coffee Substitutes

Tea

Ginger Ale

. ”

Carbonated Beverages

” "

DAIRY PRODUCTS

(BRAND Names—NOT Company Names)

No. of Pkgs.

Size Pkg.

Fresh Milk

Canned Milk

Packaged Cheese

” o

Cheese in Jar or Glass

” “w oo o

Coltage Cheese

Butter

Fra. 8.—Page from questionnaire of Seventh Cleveland Home Inventory,

conducted by Parents Teachers Association.

land Press.)

(Reprinted by permission of Cleve-
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4 5 WHERE PURCHASED See lnstructions E, Poge 2.
4
Ses Instruction 2 IF OTHER STORE,
e

@) £ & wd|8 4,0l O It your grocer is a member of
PURCHASED g E |66 & |60 ap|8a 8%  the Edwards or United Groups.
(State how long - :E g E 8 gE EM ;8 a please check in proper space
ago—NOT date) | 2 |95 | ¥ 3 g ﬁ'b‘. oi 89 Eg instead of writing store name.

WhenPurchased | 1 | 2| 3| 4| S| 6[ 7] 8| 8| O 1f Other Store, Write-in

WhenPurchased | 1 | 2 | 3| 4| S| 6| 7| 8| 8| O It Other Store, Write-in

Fie. 8.—(Conitnued).
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STUDY OF MINIATURE INSTRUMENTS

Any information you give us below will be kept strictly
confidential. If you cannot answer, or do not wish to answer,
any question among the following, please orit 1t and pass on to
the next one.

If you do not use miniature instruments, please note and

return this questionnaire so that our records may be complete.

Question 1. Do you use miniature instruments?
{Yes or To)

Question 2. Did you know that Rutland makes miniature instruments?

(Yes or no)

Question 3. Have you ever used Rutland mimiature instruments?

{Yes or o)

Question 4.* tho mekes the miniature instruments that you buy now?

(Fanufacturer's Name)(Catalog No. or Type)

*This information is requested to help us 1in our statistical com-
parisons and to give an indication of size used.

Question 5. How long have you been buying the make of miniature instruments
you now use?.

”earsi

Question 6. If you use miniature instruments which are specially designed,
what are the special features? (Please list.)

Question 7. What design features of miniature instruments ar- of special im-
portance to you? (Please check only those of special importance.)

Appearance i Sturdy construction
rden weight

Pampin ero_adjuster
[TEase os reading (scale) esponsiveness
ccuracy ensitivity —

Other features (Please specify)

-

Fic. 9.—Study of miniature instruments, Market Research Division, General
Electric Company.
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Question &,

{uestion 9.

Question 10. How many minizture instrurents did you purchase in 19332

{total no.)

STUDY OF MINIATURE INSTRUMENTS

Vhen you buy miniature instruments, what procedure do you follow?

Procedure (Please check

Order Jirect from a manufacturer using a cata-

log or other information that you have

‘Buy on contract

Reyuest quotations Irom manufacturer froc whom
ou have previously bought rminiature instruments
éewesf cuotztions from several ranulucurers

Cull 1n reprecentotives frou severcl menuflac-

turers for consultation

Buy from & dealer or jobber the BAKE of instru-

rent you specify

Loy Trom a deuler or jotler the LAKE which he

recommend.;

Other retliod - (please specify)

Is 1t necessary that your future purchases of instruments be ex-
ectly interchangeable, as far as size 1s concerned, with those
You ére now using?

(Tes or No)

Guestion 11, Bow many miniature instrurents do you purchase in a good business

year?

(total no.)

(uestion 1Z. ‘hat projucts menufactured by your company reauire the use of

minieture 1nstruments as an integral part?

Approx, total

no. of min.
1nst. used on
No. of eech projuct
nin, inst. In good
used on In |business
Product each unit 1932 yeer

F1a. 9.—(Continued).
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STUDY OF MINIATURK INSTRUMENTS

Question 13. What products manufacturei by your compony recuire the use of mini-
ature instruments in the menufacturing process for testing, celi-

brating, etc.?

Total no. of min. 1nst.
used for testirg, etc

Product In 1833

In Gool
Business
Yeor

Comments:

Thank you for your courtesy and cooperation.

Pleace return this sheet in the enclosed return
envelope, no postage is requirel.

Signed
Company Kore
Mddress
MARKET RESEARCH DIVISION

F1g. 9.—(Continued).




CHAPTER VI
ORGANIZATION OF DATA

I. Definition—II. Purpose—III. Importance—IV. When Data Should
Be Classified: A. As data come in; B. After all data are in—V. Meth-
ods of Recording and Organizing: A. Card system for bibliographical
material; B. Loose-leaf notebook for bibliographical material; C. The
recapitulation sheet--VI. Procedure of Organizing Quantitative Data:
A. Examiningdata; 1. Editing; 2. Sifting and weighing data; B. Testing
the sample; 1. For reliability; 2. For proportionality; C. Tabulating
quantitative data; 1. Procedure of counting; 2. Machine tabulation;
3. Principles for obtaining accuracy; 4. Function of cross classifica-
tion; D. Drawing statistical conclusions; 1. The mean; 2. The median;
3. The mode—VII. Organizing Qualitative Data.

When the returns from bibliographical research, observation,
telephone interview, personal interview, and/or mail question-
naires begin to come in, the investigator faces the problem of
organizing, classifying, and recording this information in the form
most useful to him. He needs to find out what he has found out.
He must reduce answers, both quantitative and qualitative, to
workable form.

DEFINITION

Classifying data is essentially a matter of grouping data on the
basis of such likenesses or differences as time units, space units,
money units, or other inherent qualities.! The railroads publish
statistics on freight-car ownership, average car capacity, cars of
revenue freight loaded. Marketing research data have such basic
classifications as people, products, services, each of which is fur-
ther divided into obvious subdivisions. Facts or observations
having characteristics in common are put into one group. In
other words, they are brought compactly together in a way that
their identity can be seen.

1There are four important bases of classification: (1) qualit;tive, 2)
quantitative, (3) chronological, (4) geographical. Freperick E. CROXTON,
and DupLey J. CowpEN, Practical Business Statistics, pp. 4-6.

123
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W. 8. Jevons has given the following clear and complete
definition of the process of classification of material which is the
basis of organization applicable to research work:

By the classification of any series of objects is meant the actual or
ideal arrangement together of those which are like and the separation
of those which are unlike, the purpose of this arrangement being,
primarily, to disclose the correlations of laws or properties and circum-
stances; and, secondarily, to facilitate the operations of the mind in
clearly conceiving and retaining in the memory the characters of the
objects in question.!

Classification of material may be analytical or synthetic. The
first process is from the general to the specific; <.e., it begins with
broad classes and subdivides them, until all significant facts have
been given their logical place in relation to the broad classes.
The second is from the specific to the general; <.e., it begins with
specific facts and builds them up into broader classes successively
until they reach a class as broad as the limitations of the subject
under discussion. The classifications are, moreover, of two
kinds, actual and arbitrary. The first kind is based upon the
qualities inherent in the facts, objects, or ideas considered; the
second, upon external or accidental properties. Divisions of
population on an actual basis are: men, women; old, young;
English, German, French; town, country, etc. On an arbitrary
basis, they are alphabetical groups, ABC’s, LMN’s, XYZ’s; or
numbered units, first ward, second ward, third ward, etc.

PURPOSE

The investigator classifies data in order to make them more
comprehensible and more usable. The reason for classification
seems obvious, but the following example may emphasize the
point. Assume that a credit sales manager of a department storc
finds by consulting records that the store has 14,640 charge
accounts. If he wants to, he may surround himself with these
14,640 separate accounts. He thus would have available all the
charges of each individual on his books. Charge accounts in
this form, however, are practically worthless to him so far as
telling him anything he may want to know. On the other hand,
properly organized and classified, these accounts may show him
whether the store’s unit of sale is increasing or decreasing; whether

1 WiLLiAM STANLEY JEVONS, The Principles of Science, p. 677.
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customers are patronizing many departments or a few depart-
ments; whether customers are paying promptly or not.

Through bringing data together and classifying them some-
times on an actual basis and sometimes on an arbitrary basis, he is
able to make a more thorough study of the properties and cir-
cumstances characterizing any one division. He enables himself
to discover relationships between groups of data and the signifi-
cance of such relationships to the solution of his problem.

He knows that facts, once isolated, add meanings as they
become associated with other facts. The credit manager might,
for example, be pleased that he has 14,640 charge accounts. If,
however, he classifies these accounts on the basis of age and finds
that no account is over three years’ standing, he has reason to be
displeased. He will conclude that something is wrong with the
merchandise, prices, policies, services, etc., of a store which can-
not keep its customers, on an average, seven years.

The purpose of organization and classification of data are,
then, to find all data significant to the solution of the problem at
hand, to give proper emphasis to any pertinent fact or opinion,
and to discover relationships between groups of data which will
indicate the desired solution or conclusion. '

Classification of data is also a splendid check on the adequacy
of the tentative outline of the report drawn up as a part of the
working plan. If the data being filed overlap or will not fit into
the divisions provided, a revision of the outline may be neces-
sary. The data collected may be found not to have a direct bear-
ing on the subject, or the main divisions may be insufficient.

IMPORTANCE

The importance of thorough classification of facts, observa-
tions, and opinions in the procedure of investigation cannot be
overestimated. As the example of the charge accounts indicates,
the significant facts of a mass of data are more readily seen when
the data are in groups than when they are in their original form.
Classification is, then, a fundamental step in the analysis of data.
Classification is, moreover, the first step in the analysis of a mass
of data. The first basis on which a classification is made deter-
mines, to a large extent, what further analyses of data can be
made. There are many bases of organizing information, such as
difference of kind, different degrees of a particular cliaracteristic,
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and differences of time, an understanding of which helps to assure
that the first classification will lay the proper foundation for sub-
sequent classifications.

WHEN DATA SHOULD BE CLASSIFIED

As Data Come In

One advantage of organizing data as they come in is that the
process of organizing them is likely to uncover any defects in the
plans made for obtaining them. This procedure shows whether
the right people, and the right number of people, are being reached
and hence permits any advisable change in the collecting of data
before this step is completed. For example, the kind and amount
of difficulty that may arise from organizing data, only after all
of them have been gathered, is suggested by the following:

Suppose, for example, that after shipping the questionnaires away,
disbanding the field organization, and withdrawing from the surveyed
area, it be found that some additional reflections from the field are
required to form a true and sure conclusion. To go back to that market
and reopen the work would be decidedly inconvenient and costly,
besides. Such a situation might easily occur, however, where stabiliza-
tion graphs! are being carried simultaneously on several income groups,
to insure adequacy of sample on each class, and where they fail to
stabilize on one or more of the groups.

Again, suppose some fact or circumstance should bé revealed which
cannot by any possibility be reconciled with any previous common
experience. Good research would seem to demand that such a situation
should be examined and explained. But how could that be done
without a further testing, a reopening of the work, in the field ?2

Another advantage of organizing data as they come in is that
tentative organization familiarizes the investigator with the data
and lays the foundation for their most efficient classification later.
A third advantage is that it opens up new leads. The biggest
advantage is that the final scheme of organization is likely to
suggest itself. These tentative classifications of data make the
major groups of data prominent.

1 For definition of stabilization graphs, see p. 1386 of this chapter.
2 American Marketing Association, The Technigue of Marketing Research,
pp. 234-235.
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After All Data Are In

If the investigator permits data to be assembled higgledy-
piggledy as they come in, he faces the task of bringing order out
of chaos before he can use them. His task is similar to that of a
man building a house from bricks, mortar, uprights, sills, beams,
weather boards, lathes, and shingles all dumped in a heap by
irresponsible truck drivers. His first step is a straight sorting of
building materials. If the data gathered are of many kinds—
printed material, longhand notes, letters, answers to question-
naires—his first problem is one of straight sorting. His second
is one of appropriate filing for each typec of material. Answers
to questionnaires are first to be tabulated by hand or by machine.
An explanation of the various methods follows.

METHODS OF RECORDING AND ORGANIZING

Data have probably been collected in such forms as cards,
rough notes, letters, charts, printed material, and questionnaires.
As soon as it is apparent what forms of data predominate, one
should select a filing system which is best adapted to these forms
of data, which will make these data most compact, and which
will make them most accessible to the user. The nature of the
survey will determine whether heads in the filing system should
be arranged geographically or alphabetically. If data come from
keyed questionnaires, they are filed according to the way they
are keyed and subdivided by appropriate guides. Keyed data
cannot be organized (such data are tabulated) until all question-
naires to be counted have been returned.

Card System for Bibliographical Material

Classifying data by means of a card catalogue system is perhaps
the most usable plan and hence the most popular, especially
when the data have been secured in small units. In library
research or in reading, where many points come close together,
one can use the card system to take notes.

Organizing the data recorded on cards is vastly easier if only
one idea or fact has been put on a card. If two ideas have been
entered on one card, but belong under different topics, they
must be transferred to separate cards before they can be filed.
Dividers or pointers should, of course, indicate all the main
divisions of subject matter in a file; moreover, a wealth of sub-
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dividers indicating subordinate units of material will increase the
usefulness of the subordinate material to the writer of the final
report.

The card system is a versatile method for organizing material
since it readily lends itself to rearrangement and additions of
material. The cards under any one head may be arranged and
rearranged at will, or they may be placed under other heads
successively until they are in an order that permits the writer to
go straight through them with a minimum of overlooked mate-
rial, rearrangement, and rewriting. Factors determining their
arrangement are their relative importance to the purpose of the
research, their logical relation to each other, and the experience
and judgment of the researcher.

When data in the form of charts, graphs, or reprints are
recorded on paper larger than cards, they may be accounted for
by a card or cards referring to them inserted in the proper place
in the file. By virtue of this card, the writer can know what is
available under any particular head without constantly thumbing
through bulky material to find particular items of information.

In the original preparation of the card, the head under which
the data fall is written at the upper left-hand corner and the
source of the data at the upper right-hand corner. The first
head facilitates immediate filing, and the second provides the
bibliography and specific data for footnotes. For example, if
the source of information is a magazine article, the card should
read:

Mail Questionnaire—content. Houser, J. David, ‘ Measurement
of the Vital Products of Business,”” Journal of Marketing, 2: 3: 181—
189, January, 1938.

If the investigator should question the accuracy of his notes or
decide they are too meager, he can easily find the desired reference
and reread it.

Loose-leaf Notebook for Bibliographical Material

The advantage of employing the loose-leaf notebook, or folder,
in classifying data is that it renders them both compact and avail-
able. The size of the notebook, or folder, will depend upon such
factors as the nature of data being collected and the suitability of
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the notebook, or folder, for handling. If they are ill-adapted to
the type of data collected, they cause the data to be crowded
on the pages and hence to become incomprehensible, even to the
investigator himself when he studies them later.

The loose-leaf feature of a notebook permits shifting of pages
when reclassification of subject matter is necessary and when
sheets covering main topics or ramifications should be added.
It permits two or three carbons to be made of a specific note, a
convenience which is important when the note should be filed in
more than one place. It permits pointers to be attached to the
dividing pages so that the user may turn easily to the proper
section.

Loose-leaf notebooks invite the user to record many notes or
data under each head. They permit him, however, to combine
so many data on a page, or under a head, that he may have
difficulty in remembering his scheme of arrangement. They
cause him another difficulty; pages tear out after considerable
handling, unless he protects the perforations with reinforcers.
When the data become voluminous, they make a notebook
unwieldy; hence, the user must take pages of data out of his note-
book and file them at intervals in convenient filing boxes, drawers,
or cabinets.

The Recapitulation Sheet

The recapitulation or assembly sheet is merely a ruled sheet
with space for each question or basic idea intended to receive a
number of answers, and with spaces for each answer. The
recapitulation sheet is another means of assembling data, espe-
cially the quantitative data resulting from questions requiring a
categorical or a numerical answer; this type is illustrated in Fig.
14. It can be, however, a means of assembling qualitative data
—all information which indicates a fact or a course of action
which cannot be reduced to figures—providing that data can be
reduced to a common denominator; this type is shown in Fig. 10,
page 130. This information is often in the nature of comment
gathered by personal, mail, or telephone interviews or of excerpts
of printed matter, digests, or clippings. The common denomi-
nator of all such information is identity of thought contained
in separate items of information.
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ReasoNs GIVEN BY THIRTY-THREE PEOPLE FOR PREFERENCE
FOR MAIL-ORDER COMPANIES

Reasons for preference A B|C|D|Total
1. Prompt delivery service..................... 51101 7
2. Better merchandise......................... 5{1/01]0 (]
3. Better value (quality in relation of price)..... 21201 5
4. Smarter styles (clothing, hats, shoes, dresses).| 0 | 0 | 0 | 3 3
5. Scholarship............c.ooii it 0/]2]0]0 2
6. Satisfactory adjustments :md business relations| 2 |0 | 0 | 0 2
7. Goods come as specified..................... 2/0(0]|0 2
8. Nocarrying charge...........coovvvviiien... 0j0f1]0 1
9. No other catalogue in home................. 110(01]0 1
10. Lowest prices.........coovviiieeniernennn. 110(0(0 1
11. Relative works for company................. 0j1]0]0 1
12. “Personalized” service.........c.ovvevennnn. 10010 1
13. Likes sales bulletins........................ 1{0(0}0 1

The following table shows how many of 29 mail-order customers
have bought anything on monthly payments as compared with those
who have purchased for cash only.

Total

Farm | Village | Town
Number | Per cent

Cashonly................... 9 4 6 19 65
Monthly payments........... 1 2 7 10 35
Totals........oovvunnnunnn. 10 6 13 29 100

Two out of every six families have bought something on a
monthly payment plan. The farm families were nearly all “only
cash” customers. In the villages, two-thirds of the families have
never bought anything from a mail-order house except for cash.
But in the larger town of Ladd (population 1,318) slightly more
families were encountered who have bought on time.

Fic. 10.—Recapitulation sheet of qualitative data from Mail Order Customer
Research Test and Final Questionnaire form from Arthur C. Weick.

The recapitulation sheet cxpresses itself in forms appropriate
to the data it records. It is a sheet ruled vertically and hori-
zontally to provide spaces for each answer to a question. It
lists on one side the various items of information desired and at
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the top the sources from which the information has been drawn.
The size of the recapitulation sheet will necessarily vary with the
amount of data to be assembled upon it. In compiling election
returns, the recorder can enter the returns of the precinct on a
small sheet but for those of the state or the nation he requires a
master card as large as a table top.

The recapitulation sheet makes possible the presentation of
data in tabular form of the type that appears on tally cards. By
means of it, the investigator classifies, condenses, and sets before
himself in a vivid form the data resulting from research work
accomplished by any known method of gathering information.
This arrangement enables the investigator to make comparisons
of data or of percentages set alongside each other, an arrangement
which spells a quicker and a more accurate grasp of facts. It
permits the groupings and regroupings of data and the relation
of each group to the object of the study. The recapitulation
sheet is purely a work sheet, on which the results of the research
begin to take their first organized form and from which many
deductions may be made for later use in writing the report. It
assumes the form of a collection of units as the answers to dif-
ferent questions and sections are placed upon it. It is a simple
matter, when writing the report, to take a complete unit from the
recapitulation sheet and incorporate it into the body of the report
when such a chart is needed for reference or emphasis.

PROCEDURE OF ORGANIZING QUANTITATIVE DATA

The director of a research project employing many investi-
gators and using many methods to gather data, or the person
doing a one-man study, plans and works to secure only such
information as will throw light upon, and hence help to solve, his
particular problem. When his work of collecting data is com-
pleted, or seems completed, however, he faces a heterogeneous
mass of features, facts, opinions, and preferences, which he must
sift and organize to make them perform their intended function.

To effect this organization of data, he can follow clearly defined
steps of procedure such as:

1. Examining data.

2. Testing the sample.

3. Tabulating quantitative data.
4. Drawing statistical conclusions.
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This procedure is especially helpful to the investigator in all
phases of distribution because it is a charted course in his own
field of work. It can also aid other researchers in the varied
fields of business investigation: production, administration,
banking, and finance.

These steps have been segregated in order to indicate that each
has its function to perform in solving the problem under consider-
ation although they effect a continuous procedure in which one
step overlaps another.

Examining Data

Editing.—Editing is the first phase of examining data. Its
purpose is to get rid of errors in data and to prepare them for
tabulation. Answers secured by personal interview, if the sur-
vey is extensive, are first edited in the field by the supervisor of
the interviewers in co-operation with each interviewer and again
in the office of the director of the survey. The answers from mail
questionnaires are edited by the director of the survey in his
office. If the editing is by a person trained especially for the
task, he knows the type of error to anticipate: inconsistent
answers, incomplete answers, inaccurate answers. He also knows
the type of answer to edit in order to render it ‘“tabulatable.”
For example, he must translate various expressions of units of
time or space into the particular unit requested in the question-
naire. If hours are the unit of time in some answers and minutes
in others, both are translated into hours or into minutes. He
must name and define comprehensive class intervals to reduce
the number of tables. He must find the underlying idea orintent
of answers of a subjective nature, where variation in diction tends
to obscure identity of meaning. He must revise the various
expressions of the-same ideas in the responses so that the
responses can be made into tables few enough in number to
be manageable.

If the number of responses is small, the person in charge of the
investigation can do all the editing. If it is large, he draws up
a set of instructions for the group of editors which varies con-
siderably with the nature of the study but which always includes
such items as:

1. Differentiate your editing from that of others and from the
original answer by the color of pencil or ink you use.
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2. Revise an answer inconsistent with another, on the basis of
the respondent’s intent shown in answers to other questions.

3. Reject an obviously incorrect answer.

4. When possible, correct and use returns.

5. Do not erase or destroy the original answer; cancel it in such
a way that you can count it.

6. Standardize the units of measurements used in answers.

7. Find a common denominator for qualitative data.

8. Differentiate the work of investigators not already demar-
cated.

9. Differentiate the sources of responses by such means as
colored tabs. (Sometimes questions are printed on different
colors of paper for this purpose.)

When machine tabulation is to be used, answers are given code
numbers which are indicated by holes punched in Hollerith cards.
These cards the editor must prepare. A brief discussion of
mechanical tabulation methods such as punching, coding, sort-
ing, counting, etc., will be given in a later section of the chapter.

Sifting and Weighing Data.—Sifting and weighing data consti-
tute the second phase of cxamining data. The purpose is an
audit of the collected data for their pertinency, their practica-
bility, and their trustworthiness. In thecory, all the data pro-
cured as a result of the carefully planned and executed method
of securing them have pertinency. In practice, data have rela-
tive degrees of this quality and some will be irrelevant. Some
expressions of desires, preferences, and opinions supplied volun-
tarily by the respondent may have more significance for the
investigator than data he has requested.

The investigator determines the practicability of data by
deciding whether they help to accomplish the aims of the
study. He asks himself, “Can this information be presented
clearly and convincingly?”’ Too many data are cumbersome.
He has to streamline them, simplify them, give them the dynamic
quality which makes the findings of research get action. Just
as Webster’s reply to Hayne came from a mind so well stocked
with material that there was much in reserve, so the best report
is based upon a larger mass of material than is included init. On
the other hand, if an investigator’s findings indicate that he must
make a point in the report that will encounter opposition, he will
have to mass not only pertinent evidence but a considerable
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amount of it in order to make his point. By evaluating data in
the light of what he thinks they can accomplish, he readily arrives
at their importance to the study and hence their practicability.
+ The investigator has presumably stressed the scientific spirit,
i.e., trustworthiness, in every stage of his research procedure.
To this end he has sought to frame questions for his telephone,
personal, or mail interviews which do not suggest their answers;
to employ only such interviews as are honest and competent; to
obtain expert, unbiased, and complete information from printed
sources; and to use only tried and true indexes. His check of
trustworthiness in this, the examination phase of organizing data,
consists of reviewing cvery factor of his research which will
eventually affect the soundness of his conclusions and recom-
mendations. If in his review he discovers dishonesty, careless-
ness, incompetency—even poor judgment—at any stage of the
research, he must do the work again or see that it is done. Other-
wise, he cannot hope to find the truth through his study or to
present it in his report.

Testing the Sample

For Reliability.—In advance of collecting data, the investi-
gator presumably decided how many cases he must study in
‘order to attain the accuracy or reliability of the sample necessary
in a given study—unless his investigation covers every case—
because the reliability of statistical conclusions based on a sample
depends in part upon the number of cases studied.! Thisnumber
must be large enough to give a clear reflection of the information
desired. Two principles, illustrated in Chap. III, should have
guided him: (1) that the number required in a sample increases
as the variation in the individual items increases; and (2) that
the number required also increases as the required accuracy of
the results increases.

With the data collected, the investigator has first the problem
of testing the sample for reliability or stability; he is seeking to
answer the question, Have I considered enough cases from the
total universe to eliminate accidental error or bias which may
have crept into my sample as a result of finding certain types of
cases more or less frequent than they appear in the total universe?

18ee Selecting the Sample, Chap. III, p. 44, and Predetermining the
Size of the Sample, Appendix I, Fig. 19.
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In other words, is the value of the measurement (5 per cent, 10
per cent, 15 per cent, etc.) attained from examining the sample
reliable enough to permit generalization applicable to all the
universe from which the sample has been drawn? If not, no
weight could be attached to any study, unless that study covers
the entire universe of things: wages of every laborer, living cost
of every consumer, or rent paid by every home renter.!

The assumption that underlies the test of reliability of a sample
is: if additional samples are taken from the same universe, the
corresponding measurements (average or mean, a frequency
ratio, or a cocfficient of correlation) will have the same values;
i.e., the addition of more cases or interviews will not significantly
change the size of the unit of measurement found to be the mean
or average. If the investigator actually takes several successive
samples such, for example, as questioning three or four units of
100 men concerning their favorite pie, and if he finds that 60 per
cent of each unit of 100 men prefer apple pie, he concludes that
more interviews would not change the average, or value of the
measurement, and hence they would not increase the accuracy
of generalizations based upon the average or mean.?

Various methods have been devised, in addition to the practical
method just outlined, by those doing research work in economies,
marketing, advertising, to check the reliability of the sample.
Some use statistical methods, some ‘cumulative frequency.”
The statistical methods not only test the reliability of a sample
but also indicate the degree of reliability. The basis of the

1If one could test the results of the mail questionnaire as one does those
from personal interviews, the following statement of Dr. Gallup would be
highly significant. He says that the size of the sample ‘‘is generally the least
understood element in this field of research. Actually it is safe to say that
no nation-wide poll in the history of this country ever went wrong because
too few persons were reached. A survey which predicts an election within
5 per cent is generally regarded as amazingly accurate. Yet this degree
of accuracy can be attained with from 600 to 900 ballots provided the ballots
are properly selected.” The New Science of Public Opinion Measurement,
American Institute of Public Opinion, p. 6.

2 In regard to the application of this practical rule used by market inves-
tigators in connection with sampling, Professor Theodore H. Brown observes:
‘1t should be noted that this rule leaves open entirely the question of the
degree of stabilization which is necessary for the problem under considera-
tion.” The Use of Statistical Techniques in Certain Problems of Market
Research, p. 11.
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statistical methods is the estimation of the standard error. The
scope of the present work does not permit a detailed explana-
tion of this method, but a brief résumé of it in non-technical
language is given in Appendix I for the purpose of introduc-
ing readers not acquainted with statistical methods to the
possibilities of this type of analysis. Some understanding and
appreciation of the theory of probability are of great practical
value in analyzing business, as the following quotation indicates:

Even if he [the businessman] does not have or does not wish to
acquire, the background necessary for making the more elaborate
probability analyses, he should at least appreciate, in a general way,
the possibilities of such an approach so that he will not overlook the
distinctions between distribution due to controlled causes and that due
to pure chance.!

Many research agencies in testing the reliability of a sample
follow the practice of setting these divergences in values of meas-
urement, attained from successive samples, upon what they term
a ‘“‘stabilization chart,” which shows the gradual approach of a
curve to a static position. In these cases, direct percentages are
used instead of the standard deviation computed for each group
of samples.? It is generally referred to as ‘‘the cumulative
frequency method” of testing the reliability of a sample and it is
explained here because it seems to be in use by many commercial
research people. It moreover involves less calculation than the
group rotation method or mathematical formulas.?

The use of the stabilization chart in testing a sample—a method
of testing the reliability of a sample which can be broken down
into the following steps—may be illustrated by a simple hypo-
thetical example. A research man in a city of 200,000 or 300,000
population is asked to make a quick but thorough study
of its newspapers in order to measure their relative values as an
advertising medium in the home. The personal-interview-ques-
tionnaire method of securing data is used.

1 Joun R. RiccLEMAN and I. N. FrisBeE, Business Statisiics, p. 230.

2 Standard deviation or the root-mean-square deviation—the square root
of the mean of the squared deviation. FrepeErick C. MiLLs, Statistical
Methods, p. 146.

3 The explanation of the test which follows is adapted from the American
Marketing Association, The Technique of Marketing Research, pp. 54-55.
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1. Each evening count off in blocks of 200 the completed
questionnaires as they come in from the field in a random
sequence.

2. Count number reading newspaper 4, and then count num-
ber reading newspaper B, and express both results as a percentage
of 200.

3. Add to the first block of 200 questionnaires a second block
of 200 questionnaires.

4, Determine again the number reading newspaper A and the
number reading newspaper B, and express each result as a per-
centage of 400 questionnaires.

5. Add to the block of 400 a third block of 200.

6. Continue the cumulative computation until you have taken
into account all the returns that have come in.

7. On an ordinary sheet of cross-section paper, prepare the list
of percentages in the left-hand margin. Across the top, indicate
the number of interviews for each combined computation. As
you obtain the percentages, place a dot opposite the correct
figure and under the number of returns in the block computed.

8. By continuing the process, you find that the line connecting
the dots perhaps will waver noticeably in the first few calcula-
tions but gradually narrow its oscillations until it approaches a
static position on the graph. As the curve achieves virtual
stability, you conclude statistically that, all conditions remaining
unchanged, no number of additional interviews would materially
alter the record of newspapers A and B as to percentage of
readers.

" The chart in Fig. 11 presents an illustration of this principle.

For Proportionality.—The collected sample—in a study of
people as consumers, for example—has proportionality if it is
divided geographically, occupationally, economically, sexually,
racially, religiously, etc., in the same proportion, as population is
actually divided or as a specific case requires. The various divi-
sions of classifications of which a universe is composed—economic
groups, geographic groups, city, small-town, or country groups;
users and non-users of commodity or service; age groups; or
income groups—are termed ‘‘breakdowns’’ or ‘controls.”

The percentages of the voting population of Illinois, worked
out according to Gallup’s principle of analyzing America, are
illustrated in Fig. 12.
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Fi1g. 11.—From the Seventh Cleveland Home Inventory. (Reproduced by
permission of the Cleveland Press.)

Not all constituents of a universe, however, are significant to
the conclusions of a particular study. If, for example, it is true
that people in general consume less candy after they reach the
age of twenty-five than they consumed formerly, age classifica-
tion is then a significant ““ control” or ‘“breakdown’’ of the entire
population in any study being made to determine where confec-
tionery stores could be located advantageously. One of the most
important problems in obtaining proportionality for the sample
would be getting the right proportion of people of various ages
in the sample.

The test for proportionality of a sample is simple if the data
are readily available for the total universe involved, if the kind
and the number of breakdowns or controls of the total universe
are known, and if the percentages which express the relation of
breakdown or control to the total universe are known. If one
wishes to test for proportionality a sample of the distribution of
people in different income groups, one may proceed as follows:

Step 1. Obtain such a report as Consumer Income in the United
States, 1935-1936, published by The National Resources Com-
mittee in 1938, turn to Table 2, and note what percentage expres-
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I. Geographical

Per Cent
Chicago and suburbs...................coil., 51
Farmers.........coiiiiiiiiiiiiiiiiiineranannnn 11
Small towns. ... ... ..ottt i i it 1035
Cities 2,500 t0 10,000...............cciuinnennnnn 13
Cities 10,000 to 100,000 (includes Peoria)............ 1414
100

(Means that 51 per cent of the ballots must come from Chicago and suburbs;
49 per cent from the rest of the state.)
11. Economic

Per Cent
Voters on relief. . ... e e e e 17
Receiving old-age-assistance pensions.................. 3
Poor ($600 to $1,100yearly)......... ..., 11
Middle class ($1,100 to $2,500)................ ..., 55
Above average ($2,500 to $6,000) and wealthy.......... 14
100
II1. Age
Per Cent
216020 YeAIS. . vttt it i i it it e 23
B0t049 YeaIB. . v ittt et ittt e 48
50 ANd OVer....iviiitnnrnneernonrinseeennsennennens 29
100
IV. Sex
Per Cent
0 5 P 57
D163 s+ T=3 + PP 43
100
V. Color
Per Cent
White. . oottt itiiine e i i e 96
B =73 o X AP 4
100
V1. Political
Republican | Democrat
Chicago and suburbs............. 36 % 64 %
Rest of state.................... 4514 5414

(Returns in all six controls must include ballots from 13 to 20 per cent of
the persons who did not vote in the 1936 presidential election because they
were too young, were registered but did not vote, or were not registered then
but are now.)

Fia. 12.—Tables illustrating percentages of voting population in Illinois.
(From Williston Rich, Human Yardstick, The Saturday Evening Post, January, 21,
1939, p. 69.)
ses the relation of each of the 27 income levels to the total income.
The investigator may decide that only incomes in the range of
$2,500 to $5,000—comprising five class intervals—are significant
in his particular study.

Step 2. Select from this table the income data arranged in
class intervals $2,500 to $3,000, $3,000 to $3,500, $3,500 to
$4,000, $4,000 to $4,500, $4,500 to $5,000, and their corresponding
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percentages, 3.74, 2.16, 1.27, 0.72, 0.45, and of course ignore the

22 other class intervals.!
Step3. Make a table of the selected data as follows, to be used

as a standard to which to compare your sample:

PORTION OF TABLE 2.—DISTRIBUTION OF FAMILIES AND SINGLE INDIVIDUALS
AND OF AGGREGATE INCcOME RECEIVED, BY INCOME LEVEL, 1935-1936

Income Level Per Cent at Each Level
$2,500-$3,000 3.74
3,000~ 3,500 2.16
3,500— 4,000 1.27
4,000~ 4,500 0.72
4,500- 5,000 0.45
8.34

Step 4. Make a table of the data collected for the sample.
Let us assume that a sample of 3,293 families interviewed at
random shows the following results:

Income Level Per Cent at Each Level
$2,500-$3,000 1.74
3,000- 3,500 2.16
3,500- 4,000 1.27
4,000~ 4,500 0.74
4,500- 5,000 4.50
10.41

The analyst must conclude that he has not interviewed enough
families in the class interval $2,500 to $3,000 and too many
unrepresentative families in that of $4,500 to $5,000. On the
other hand, the difference of 0.02 per cent in the $4,000 to $4,500
income group is probably too small to be important except when
the nature of a study makes a high degree of accuracy extremely
important. Such accuracy is important in determining life-
insurance rates or life subscriptions for magazines, for example.

If the sample lacks proportionality, it may be corrected in one
of three ways. The investigator might gather more data, which
of course involves time and expense. In Chap. III, page 47, is
a statement showing to what extent the accuracy of a sample
increases relative to size. If the sample is large enough, and if
the analyst is competent, he may discard some of the question-
naires or schedules. The practice is, however, considered danger-

1 Data from Consumer Income in the United States, 1935-1936, National
Resources Committee, 1938,
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ous in the hands of the inexperienced statistician, and when used
questionnaires must be eliminated in random fashion in the
particular control under consideration in order to avoid bias.

In most cases, inadequate samples are corrected by adjusting
‘the sample for proportionality rather than by securing additional
data or by excluding data.

Tabulating Quantitative Data

Editing and examining data and testing the sample have pre-
pared the data for the next two separate operations of investiga-
tional procedure:

1. Tabulating the data
2. Drawing statistical conclusions

Tabulation is essentially a process of sorting the data to be
classified into groups and either counting the items in the different
groups or accumulating totals of the items.! It brings answers
into perspective.

By means of tabulating data, an investigator may compare,
for example, numbers reading magazine A with numbers reading
magazine B, a process of organization valuable to him because it
enables him to evaluate replies on a numerical basis. By means
of tabulation, he may make possible, relevant, and/or necessary
cross analyses of data. For example, if an editor of a magazine
wants to know what features will interest its readers most, and
if replies concerning occupation show that 68 per cent of them are
businessmen, the investigator will gain further constructive sug-
gestions by seeing, by means of tables, what percentage of them
are distributed into the following groups: genecral industrial,
manufacturing, and public utilities; banking, insurance, real
estate, and finance. It is also helpful for him to know what per-
centages are executives or department heads, proprietors or
partners, salesmen, technicians, clerical workers, directors’
assistants, private secretaries, etc.

Tabulating is done by hand or by machine, depending upon
the adaptability of each method to the particular study. In
choosing the method, one considers such factors as speed, cost,
flexibility, and accuracy.?

1 JonN R. StockTON, Introduction to Business Statistics, p. 355.
2 A careless or untrained operator can, of course, make errors in tabulation.
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Each method has certain advantages and certain disadvantages.
Some of the conditions which make machine tabulation prefer-
able are

1. A large quantity of data is involved; two thousand is con-
sidered a large number of questionnaires by some, and five thou-
sand by others.

2. A large number of cross classifications is required.

3. Routine or repeated studies are to be made.

4. Many different table forms are to be prepared.

The basic considerations of hand and machine tabulation are
the same; variations occur in the technical details of the opera-
tions. The succeeding explanation of hand tabulation will,
therefore, suffice for both types.

In the tabulation of primary data, the types of forms most used
are the counting or work sheet and the recapitulation, assembly,
or summary sheet. The counting or work sheet is a table of one,
two, or more dimensions on which the data are assembled for the

. purpose of study.

The form of the work sheet determines the classifications and
cross classifications of data which are available for interpretation
at a later time. To avoid confusion, its form should be kept
simple, preferably the equivalent of a two-dimensional table,
such as that shown in Fig. 13.

Tables on which the data have been counted or assembled are
of three kinds. The first is the one-dimensional table, which
shows, for example, only the number of persons using a particular
brand. The second is the two-dimensional table, which shows,
for example, both the number of persons using the brand and their
income. This type is more illuminating than the preceding table.
The third is the complex table, which shows, for example, the
number using a brand and the distribution of brand in relation
to income, age, sex, etc. This type of table displays a large
amount of data compactly, but it may become so complex that
the significance of the data displayed is lost.

If too many classifications are attempted in the original count-
ing of the data, a large number of errors will probably result and
the effort to save time and expense will be defeated.

Because most of the errors made in the tabulation process oceur
in the counting, one should entrust it only to competent persons.
One should regard it as an important process and the counting
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sheet as an important form. The clarity and order of this sheet
will determine the accuracy, speed, and economy of the counting.

Procedure of Counting.—The first step in the procedure of hand
tabulation, as well as in that of machine tabulation, is to classify
the data according to their most important or their most, obvious
divisions, such as who, what, why, where, and when. The
importance of a division is determined by its potentiality to
answer the most important question of the problem being studied.
As has already been said, the most important and the most
obvious divisions for market data about people are income, age,
sex, geographical locations, occupations, race, religion, ete. In
the usual study, the most obvious and the most important divi-
sions are indicated by the main questions of the questionnaire
used to collect data; hence, the first counting is a straight sorting
of the replies to each main question, after which the results are
usually recorded on a tabulation sheet or form. 7Time magazine,
for example, placed occupation first in its 1938 statistical picture
of subscribers. This fact suggests that the first counting was of
answers to Question 6 in the ‘““Do You Own a Horse?”’ question-
naire. This question reads:

Are youin business?............ ... i, —

If not, what is your profession?.................... -
Orareyouretired?........... ...,

First countings would also be made for answers to such ques-
tions as

Number 19. Do you (or your husband) personally own:
Anannuity?. ... ... ... -
Government securities?.............. . ... ... ..., I
Listed stocks?....... .. ... -
Listed bonds?............. ... i —
Building and loant shares?......................... ——
Savings account?........ ... . .. il —_
Real estate (other than home)?.................... I

Number 20. What make of car do you own?

Bought
Name Year New Used

The next step, after the straight sorting of answers to each
main question of the questionnaires, is to tabulate answers to each
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division separately. In hand tabulating, the two operations are,
(1) the actual counting and the tabulation, and (2) the assem-
bling of all the tabulated data for purposes of study on the
summary or recapitulation sheets.

The counting may be done by the usual “cross-five” system
(A1 = 5) on rough sheets, or on a work sheet exactly like the
columned assembly sheet. In the latter case, the totals of
various columns are transferred from work sheets to identical
columns in summary sheets. Because of the difficulty of com-
paring or contrasting data on separate sheets, most research
directors prefer the columned sheet, which provides a column for
each question. A sample of such a sheet, recapitulation or
assembly, is shown in Fig. 14.

It is neeessary in hand tabulation, where either type of sheet
is used, to balance the columns frequently to see if counting is
accurate. In an assembly sheet of many columns, the data of
some columns will be so related to those of other columns as to be
precise checks. For example, one column of the assembly sheet
for answers to the T¢me questionnaire referred to above shows
that 3,141 subscribers own Ford cars. Columns also show the
number of Ford cars which were purchased in 1913, 1914, 1915,
and so on through 1938. The number of Ford cars which were
purchased yearly from 1913 through 1938, arranged in columns,
should equal 3,141 cars, the number of subscribers who own
Fords.

When the columns are many, the tabulator should, after record-
ing data from questionnaires, total the columns to determine
whether they are in balance with the control or check column.
This opportunity to check accuracy of the individual columns is
one of the advantages of using the recapitulation or assembly
sheet for counting and tabulating. If all the columns are in
balance with the control column, there is a high probability of
accuracy in both the individual columns and the control column.

Machine Tabulation.—Machine tabulation results from trans-
ferring the data, the answers to questions of a questionnaire, to
cards by punching numbered holes in them—punching numbers
to leave holes—each hole representing one piece of information.
Since these holes in the cards affect, by the machine process,
sorting and counting of answers, the answers to each question
must be assigned a code number, and it is these numbers which
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are punched out in the proper sections of the card.! Often the
code number for each potential answer to the various questions
of a questionnaire is assigned before the questionnaire is used.
“Yes,” might be coded 1; ‘“no,” coded 2; “do not know,” 3;
and “no answer,” 4. A simple example of how cards are pre-
pared for use in the machines will make clear both the Hollerith
and the Powers systems. The first step is to set off a certain
group of columns as “fields,” in each of which one particular
item of information will invariably appear. Each field is
assigned the largest number of digits which it will be expected
to accommodate. A date, month and day, would require a field
of four columns—tvo for the month, since months amount to
12 in number, and two for the day, since days amount to 31 in
number. Figure 15 shows December 24.2 This operation is the
only one in which the human element occurs and hence the only
one that must be safeguarded against possible error.

The Hollerith card has 80 columns across, and each column has
12 punching positions. The Powers may have 90 vertical
columns of digits 0-9, with a possibility of two extra. On the
Hollerith card, 10 are indicated in vertical sequence by printed
numerals 0-9. The numbers 11 and 12, not indicated by printed
numerals, appear at the top of the card for special uses. A code
number is assigned, by a hand operation, to each piece of informa-
tion to be recorded by punching corresponding digits on the card.

Figure 16 is a Hollerith card, showing hypothetical answers to
questions in a survey of housing of university women such as is
conducted by the office of the Dean of Women, University of
Illinois.

. Name: Smith, Joan

. Address: 109 N. Greenwood Street
Home: Champaign

. Telephone number: 2369

. College: LAS

. Course: General

. Number of credits: 80

N

1 A code may consist of letters, numbers, or both, the various combina-
tions indicating the different items of information. Its function is to
standardize items and facilitate classification.

*If the eleventh and twelfth punching positions—at the top of the
card—are used to designate the months, only one column need be used,
since there would then be twelve positions.
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8. Year of birth: 1918
9. Married or single: Single
10. Local resident or out of town: Local

Hollerith card III is the one used for investment record by
the University of Illinois Business Office.! Reproduced in Fig.
17, it shows data pertinent for recording and for analyzing various
investments.

Punch marks can record by a similar procedure all the informa-
tion gathered by a two-page questionnaire. A complete punched
card would contain 960 holes—80 columns of 12 positions each.
The cards are punched on a simple electrically operated key-
board machine, but they are sorted and counted by another
machine too complex to permit description. The principle is
that copper brushes run down whatever columns are being ana-
lyzed, and, whenever a hole occurs, the brushes make electrical
contact through the hole. Desired combinations of columns
can be counted simultaneously; hence, cross references are easily
made. An understanding of the operation of the various machines
is useful and interesting but not necessary. The two machines
in general use are made and licensed by the International Business
Machine Company and Remington Rand, Inc.? Since such
machines are relatively expensive to rent, firms not doing a large
volume of research have tabulations done by commercial organi-
zations providing such service.

In the tabulation stage, one should keep two objectives in
mind:

1. The necessary routines must be set up to insure accurate
counting and recording of data from questionnaires.

2. The tabulation forms should be designed to spotlight the
significance of certain classes of data.

Principles for Obtaining Accuracy.—To insure not only accu-
racy in tabulation but also the utmost speed and economy, the
chief tabulator will observe the following twelve general rules:

1. Place one person in complete charge of the tabulation.
2. Number questionnaires and counting sheets serially.

! The cards were prepared by and reproduced through the courtesy of
Gordon A. DaCosta, Business Office, University of Illinois.

 The companies maintain schools for teaching the operation of the various
machines. One may see the operation of the machines at sales offices in
many cities or in tabulation departments of many universities.
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3. Establish base totals at the beginning of the tabulation.

4. Check each unit of tabulation against the base total.

5. Tabulate data by major groups separately and demark
each tabulator’s work.

6. Standardize work sheets or counting sheets,

7. Give to all work sheets or counting sheets clear, com-
plete, and descriptive titles.

8. Set up work sheets or counting sheets which will provide
for all significant classifications.

9. Make class intervals mutually exclusive, i.e., 1-9; 10-19;
20-29.

10. Make all tables complete.

11. Use narrow tables on counting sheets.

12. Arrange data in a table in the order which best reveals
their importance. (For example, it is now the policy of the
U. S. Census Bureau to show the total of each column at the top
of a table rather than at the bottom of the table.)

Function of Cross Classification.—The key to setting up data
so that they will best reveal their meaning is cross classifications.
To the analyst the tabulation is mainly a means of bringing out
relationships. For example, the Cosmopolitan magazine adver-
tises that its subscribers are in the age group when people
spend most—‘‘the age of accumulation.” To arrive at this
conclusion, the tabulator had to find to what age group Cosmo-
politan’s subscribers belong, and then find authoritative tables
of consumer spending showing volume of dollars spent broken
down according to age groups. Then he had to perceive that
the age group spending the most coincided with that of Cosmo-
politan’s subscribers. The more narrow the classification, as
specified in rule 11, the more sharply will the relationship be
defined. The tabulator should use his ingenuity to make cross
classification of data and to see significance in their relationships.
For this reason, the chief tabulator will often go back to
the original questionnaire and tabulate a small number of
answers to questions personally to discover new possibilities of
classification.

Drawing Statistical Conclusions

The analyst, in drawing statistical conclusions, should always
keep two considerations in mind:
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1. That in fact finding, establishing relationships is important.

2. That overgeneralization is dangerous.

Finding relationship is fundamental in building a fund of
information. A fact by itself may be meaningless. It may not
be significant that 471 women of the P.T.A. in 27 Chicago and
suburban grade and high schools prefer a certain brand of coffee.
But this fact becomes significant to the sales manager for the
particular coffee when cross classification indicates to what
income group these 471 women belong or whether their prefer-
ence is for drip coffee. He will then know to whom to direct his
advertising appeals. The value of a statistical conclusion is
determined usualiy by the extent to which it establishes signifi-
cant relationships. Hence, in order to draw a statistical con-
clusion which will help to solve a problem, the tabulator attempts
by cross classifications to establish all important relationships
within the data.

Making significant generalizations is the fundamental purpose
of statistical analysis. The analyst may begin with a consider-
able amount of data; for example, his sample may include 10,000
or 20,000 questionnaires. Although the number may seem
manageable, the human mind cannot make anything out of
reading data from each of 10,000 or 20,000 questionnaires. The
data may be reduced, however, to classifications narrow enough
to admit of easy handling and of comprehension. By the use
of the various averages (arithmetic mean, median, or mode)
the analyst will arrive ultimately at one single concept. By
finding the simple average, he reduces the facts true of numerous
cases, to one case. For example, he is speaking about all people
who enter college when he says, ‘“The average person enters
college at the age of 18,” or “It takes the college graduate a
year on the average to find a position.”

There are many units in which the analyst may express
statistical measurements, but if he wishes to be understood by the
run-of-the-mill student and business executive or professional
man, he will confine his statistical data to such terms as are
generally understood. Percentages and averages are, to these
people, familiar ground. If the analyst uses the term median
or mode, he should explain each term in non-technical diction
and tell why he uses that term instead of the simple average
(arithmetic mean).
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The Mean~—The arithmetic mean is an average determined
by dividing the sum of the values of individual observations by
the total number of observations. For example, if the total
ages of 100 people are 1,900, then the mean (or average) age
of people is 19. The term average (the arithmetic mean) is
frequently used in market research, but it is vague and often
misleading.! The average age, twenty-two, for college graduates,
for example, is misleading, too, because it draws attention to
itself, although some of the graduates making up the total may
be the proverbial threescores and ten while others may be
sixteen. A specific statement of the number of pcople in an age
group is meaningful; so is the statement of the percentage of the
whole which any part of a group constitutes.

The Median.—The median is the middle point of a list of
statistical data arranged in ascending or descending order. Ina
list of 27 class intervals of family incomes in the United States,
ranging from under $250 to $1,000,000 and over, the fourteenth
interval, $4,500 to $5,000, would be the median income. Its
function is to measure skewness? or evenness in the distribution.

The Mode.—The mode is the point of the greatest number of
observations—the point of greatest concentration in a frequency
distribution.? The mode becomes immediately apparent as
soon as data are given a frequency distribution. Since the mode
indicates the number of items with like characteristics, it is a
meaningful piece of information in advertising, merchandising,
and marketing. For example, knowledge of the average size
of women’s dresses—since average size is an abstraction—is of
little significance to a buyer for a woman’s apparel shop; but her
mode size—because it shows the number or the percentage of
women needing dresses of a certain size—is of much significance
to all buyers of such shops. The mode size is of enough sig-
nificance for a government-sponsored survey to be undertaken to
determine it as well as the frequency distribution of sizes. The

1The arithmetic mean is constantly used synonymously with the dic-
tionary meaning of average.

2 Measures of skewness show the lack of symmetry in a distribution (the
distribution does not follow a normal curve in which median, mode, and mean
will coincide) and the direction in which it, the skewness, extends.

3 A frequency series is a collection of data so arranged as to reveal the
frequency with which a given value occurs in the body of data. American
Marketing Association, The Technique of Marketing Research, p. 62.
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survey has also been given the assistance of L. Bamberger &
Company, one of the large department stores of the New York
area, and its women patrons. Because frequency distribution
of data shows the mode, as well as average and median, it is a
valuable technique in research work.

The statistical conclusions which can be drawn from a given
set of data depend upon a thorough knowledge of statistical
methods. If any of the above measures is used in the process of
drawing conclusions, its characteristics, and hence its function,
should be kept clearly in mind. Since statistical method is a
study in itself, however, it is beyond the scope of this book to do
more than suggest its place in business rcscarch and indicate
sources of information concerning it. Perhaps its importance to
all types of business research can be suggested by the observa-
tion, ““Statistics are as indispensable to the investigator as is
the monkey wrench to the mechanic.”

ORGANIZING QUALITATIVE DATA

Qualitative data are all information significant to a subject
which are not directly responsive to statistical treatment. They
have two major sources:

1. Reference books, government reports, clippings from the
public press.

2. Responses from personal interviews and telephone and
mail questionnaires—comments volunteered or invited.

The valuc of such data rests upon their relevancy to the prob-
lem at hand and upon the reliability of their source.

In order to make the best use of qualitative data, the inves-
tigator must find some way of classiflying them, and classification
depends upon his finding some common denominator in seem-
ingly hetcrogencous information in the form of comment, opin-
ions, advice. He examines each item of information for its
dominant-thought content and establishes a separate sheet, or a
separate column, for each new idea or slant. For example, a
case is cited of 71 merchants expressing objections in personal
interviews to a new confection for the reason that it would
interfere with the established products they sell. Their answers
showed 17 objections, but an analysis of these objections revealed
two main facts back of the objections. The first was that
certain of these merchants always resisted the introduction of
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any new product. The second was that they disliked exchang-
ing local marketing customs for new customs.® Analysts soon
find that there are many ways to say the same thing.

In organizing qualitative data, one sometimes finds it neces-
sary to determine the relative value of comment, preferences for
products, for example, by scoring them.

In a study of flat silver, for instance, the designer wished to
know the order of preference among college graduates for three
designs. The field work consisted of displaying the various
patterns and of asking approximately 300 college women in each
city in which the investigation was made to express their first,
second, and third preferences. It is evident that pattern A was
placed first by some; second, by some; and third, by some. The
same is true of patterns B and C. The table shows the following
result:

Patterns First, Second Third
A 150 75 75
B 200 75 25
C 250 25 25

To take the confusion out of these expressions of preferences, a
first choice counted three points; a second, two points; and a
third, one point. As a result, pattern C had a score of 825;
B, 775; and A, 675. The scoring for the three patterns was so
close as to suggest that a larger class should be interviewed if pref-
erences were to be significant in manufacturing and marketing.

If the qualitative data are, moreover, to yield sound conclu-
sions, the analyst must use imagination, ingenuity, and judg-
ment in setting them up. They must be as well classified as
are the quantitative data.

1 The American Marketing Association, The Technique of Marketing
Research, p. 238.
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INTERPRETING DATA AND DRAWING CONCLUSIONS

1. Scope of the Interpretation—II. Importance of the Interpretation—
I1I. Qualifications of the Interpreter—IV. Processes of Interpretation:
A. Surveying and appraising data; B. Originating suggestions; 1. Make
a start; 2. Talk the problem over with someone; 3. Record ideas as they
occur; 4. Take time to relax; 5. Persist in solving the problem; C. Setting
up tentative conclusions; 1. Examining data directly; 2. Examining
correlated quantitative data; 3. Examining the interaction of quan-
titative and qualitative data; D. Testing tentative conclusions; 1.
Making final examination of evidence; 2. Applying common sense to
conclusions; 3. Applying the negative test; 4. Testing for practicability;
E. Using references in testing conclusions; F. Checking final conclu-
sions against working plan—V. Making Recommendations.

Collecting or organizing data is difficult. Determining what
all the data collected really mean in solving the problem is more
difficult. The analyst has the problem of appraising both quan-
titative and qualitative data to perceive their direction when
they stand alone and when they are studied in relation to each
other and to draw and state conclusions concerning men, methods,
products, and policies for the particular business for which the
investigation is made. It is a process by which all the informa-
tion, quantitative and qualitative, acquired by research is com-
bined with what the investigator already knows to wring from
the data their inhcrent meaning in solving the problem at hand.

SCOPE OF THE INTERPRETATION

How wide the scope of interpretation should be is not clearly
defined. Extremely varied, in fact, is the extent to which those
engaged in business research and market analysis, for example,
assume responsibilities in attempting to put findings into prac-
tical use.

One analyst considers his work complete when his findings
have been presented in easily read form. He merely gives sum-
mary paragraphs accompanied by classified data, such as are
furnished in many government reports, which others use for

157
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their own purposes. At the other extreme is the analyst who
believes it is his responsibility not only to draw conclusions and
to make recommendations, but also to supervise the carrying out
of the recommendations which he makes. For example, Arthur
C. Weick, a market analyst, says:

Market analysts are called upon not only to direct research but also
to plan the fundamental sales structure of new products. Nowadays,
markets -are not discovered or found to exist, but are built. The fore-
most market analysts of today and tomorrow, consequently, must be
both architects and builders.!

Between these two extremes is the one who believes that the
interpreter on the basis of his findings should make only general
recommendations and the other who believes that he should
make specific recommendations. The first of these two might
recommend ‘“that expenses be curtailed by cutting down pay
rolls.” The second would specify who should be dropped from
the pay rolls; who should have salaries cut; by what percentage
they should be cut; and when the cut should become effective.
The type of recommendations made depends usually on
instructions.

IMPORTANCE OF THE INTERPRETATION

The importance of the interpretive step in research procedure
is inherent in its function. Facts, and even opinion, are funda-
mental to action. Facts newly discovered usually have a
dynamic quality. If one finds out in the tabulation and analysis
stage of a study of consumer-buying habits of hose that only
10 per cent place appearance uppermost, he probably translates
this finding into the following specific recommendation to a
department-store head: “Ninety per cent of hose you buy for
your customers should be of heavy weight or service weight.
Stress long-wearing qualities in your hosiery advertising.”’

The interpretive stage in research procedure is also important
because of its strategic position. The recommendations result-
ing from it are the point of contact between the investigator and
the person or persons (often executives) for whom the rescarch
is conducted. Unless a recommendation is practical for the par-

VArTHUR C. WEICK, “The Technique of Building a Market,” Central
Manufacturing District Magazine, May, 1938. :
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ticular business for which it is made, all preceding study is
wasted, at least for the time being. It is for this reason that
interpretations can be made only with full consideration of those
whom they affect or the particular company concerned.

The foregoing discussion of what interpretation does, what it
is, and how important it is in the research procedure makes clear
that interpretation is a subjective process and hence liable to
errors in thinking, to limitations of knowledge, and to the bents
from particular experiences. Frailities in thinking, ignorance,
and bias may ruin the value of interpretation. Hence it is wise
for the interpreter to be on his guard against faulty thought proc-
esses and unscientific mental tendencies. Following is a list of
some of the most prevalent errors in thinking:

1. Reading into statistical findings interpretations which
represent wishful thinking.

2. Believing, if one cannot prove a given proposition, that one
has proved the opposite to be true.

3. Applying criteria of judgment valid in one field to another
field in which they do not hold.

4. Studying a few cases and then proceeding to make general
statements about all cases.

5. Assuming that objects or situations which are alike in some
respects are alike in all.

6. Assuming that a case belongs to a class to which it does not
belong and hence applying the rule of the class to it.

7. Assuming that conditions existing at a certain time exist
at some other time.

8. Using for comparative purpose facts and evidences not
comparable.

QUALIFICATIONS OF THE INTERPRETER

An interpreter who recognizes unscientific mental tendencies is
more likely to surmount them in drawing conclusions. Such
tendencies are (1) a desire to make a spectacular impression;.(2)
employing positive terms when one fears he has not a complete
solution; (3) the desire to settle one thing before he begins some-
thing else, even though the solution depends upon both things
or a number of sequential things; (4) the desire to prove some-
thing in spite of lack of evidence; and (5) the dislike of saying
“I don’t know.’:
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Certain qualifications are necessary, therefore, for the inter-
preter who draws conclusions and presents recommendations.
He must have commercial sense; knowledge of business practice
in general; and knowledge of the industry or business under
examination in particular. It is all the better if he has had
experience in the field of business being studied. He must have
the broad features of the research project in mind. He must
have common sense, judgment, knowledge, and intellectual
honesty. He must be a patient and a thorough worker. If he
has these qualifications, his skill in interpreting data is a matter
of training and experience. As he acquires these he will grow in
ability to select data which are significant, to eliminate the rest,
and to ascribe to each fact or opinion retained its proper degree
of importance. Such ability will help him to draw logical and
balanced conclusions from the evidence procured and to make
practical recommendations.

PROCESSES OF INTERPRETATION

Since the process of interpretation is one of intelligence, of
knowledge in dealing with the findings of rescarch, and of judg-
ment in determining their significance to the problem being
solved, it is impossible to develop a mechanical formula by which
any given type of statistical conclusion or non-statistical infor-
mation can be translated into specific recommendations. The
analyst may, however, divide the interpretive process to make it
manageable. He can survey and appraise the data; he can origi-
nate suggestions; he can set up hypotheses or tentative conclu-
sions; he can test the tentative conclusions and reach final
conclusions; he can check final conclusions against elements of
the working plan; and he can make recommendations. '

Surveying and Appraising Data

The first step of the processes of interpretation is surveying
and appraising data. The data which are surveyed are the
classified statements made in interviews, replies to mail or tele-
phone questionnaires, and things observed. They are the facts,
opinions, and statements from trade journals, booklets, news
items. They are the abstracts and tabulations from government
reports which have been analyzed, boiled down, and assimi-
lated. Sometimes they are the facts which have been personally
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observed or experienced. The data, however, are ro longer in
their raw state. Often they are in the form of percentages,
averages, or totals—whatever form has been given them in the
organization stage.

This initial step in surveying and appraising data has been
likened aptly to the first scanning one gives a hand at bridge.

The cards are slipped quickly through the fingers to see how many
there are of each suit and what potentialities they have. Then, the
suits are brought together, and each card is placed in order of its power—
all in the interval of appraising—apart from and in advance of any
plans for bidding or playing the hand. Consonant with this illustration,
the significance, utility, or power of each item of data must be examined
and appraised.!

The sccond step is appraising the quantitative data. The
whole object of accumulating and tabulating quantitative data
is to provide a basis for seciug their significance, so that action
will be indicated. Experience demonstrates that recommenda-
tions based upon statistical evidence carry much weight, because
if data have been expertly collected and tabulated they produce
unbiased facts. Statistical evidence, unlike the experience of an
individual, is not limited to incomplete observation. It tells the
interpreter what is typical rather than what is unusual. It does
not permit him to conclude that a summer has been unusually
hot if there have been only a few extremely hot days, with all the
other days below average in temperature. The interpreter who
is proficient in statistical methods knows the meaning and degree
of accuracy of the data in their raw state; he is acquainted with
their bases of classifications; he is aware of any limitations in
using them to draw conclusions. Those that survive his appraisal
must have significance to the original purpose of the study.

The third step is appraising qualitative data. The value of
qualitative evidence depends upon pertinence of data, the integ-
rity of sources, and the honesty with which they have been
imparted. If an investigator collects secondary data uncriti-
cally, the interpreter may find that some literature, supposedly
unbiased, has been published by individuals or organizations
purely in their owninterests. Suchliteraturetheinterpreter must
examine very carefully to see whether or not a gifted writer has

1The American Marketing Association, The Technique of Marketing
Research, p. 287.
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made statements, supported by figurcs, paint a glowing picture.
A forecasting service, for example, advertised that stocks which
it recommended in 1926 showed a 66.7 per cent rise in 1928. The
record looked quite imposing until consultation of such a service
as the Standard Statistics Index showed that the rise of the market
in general was 66.7 per cent during the same period.

Simultaneously with appraising data, or following this step,
the interpreter is working toward two other easily distinguishable
objectives in solving a problem. The first objective is to get a
hint or suggestion of what should be done, 7.e., to set up tentative
conclusions. The second objective is to verify or test the con-
clusions functioning as working hypotheses and to formulate the
final conclusions.

Originating Suggestions

Since setting up conclusions depends upon getting suggestions,
we may well pausc to consider, for the bencefit of the beginner in
research work, the origin of suggestions. Where do they come
from? It is pretty well agreed that they depend on what is
called “mother wit” or original powers of intelligence, past
experience, and training of the individual. If a person has a
fertile mind, he will think of a large and varied number of sugges-
tions as he works with data. If he has a trained mind, he will
bring forth suggestions of good quality. Past experience with a
certain subject and experience in interpreting increase the ability
of a thinker to respond readily to a situation with appropriate
suggestions.

Many research workers are pessimistic about aiding suggestions
or inferences to come. They say a suggestion “gets’ the inter-
preter. He does not ‘““get” a suggestion. Even if this idea is
correct, there must-be some things an interpreter can do to put
himself in the way of getting suggestions. Somcthing has already
been said about how pondering over data, in the procedure of
organizing them, puts him in a position to get ideas indirectly
when there seems to be no way of getting them directly. Certain
steps of practical importance can also be taken as aids to setting
up tentative conclusions in the process of interpreting.

Make a Start—This step may mean the writing down of
whatever comes to one’s mind which applies in any way to the
golution of the problem. It may mean talking to an associate, a
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client, or a friend, and trying to decide which way the evidence
points. Either of these means may stimulate suggestions.

Talk the Problem Over with Someone.—The effort of expressing
one’s ideas to another, or of disproving suggestions made by the
other person, stimulates the mind. It also helps one to avoid
the usual depressed feeling that is likely to characterize the first
stage of interpretation. The presence of another human being
removes a feeling of helplessness and substitutes the extra persist-
ence nccessary for creative work.

Record Ideas as They Occur—One finds, by reading articles
on methods of interpreting data which successful analysts have
used in attacking solutions to problems, or from talking with
them, that many have a pad and pencil always handy. They
jot down any clues that come to them while engaged in their daily
tasks. Others have dictaphones and ediphones in their offices
and bedrooms for the same purpose. Either method shows that
investigators recognize the importance of catching the idea on
the wing and of recording it before it escapes forever, knowing
that it can be coaxed back only with much effort.

Take 1ime to Relax.—The phenomenon of finding a solution to
a perplexing problem as soon as one ceases conscious effort to
find it is well known. For example, most people have struggled
to recall a name and have had it come to mind the very moment
they turn their attention to something else. They have been
inhibited while talking at committce meetings and then experi-
enced a veritable flood of ideas as soon as they are at ease in their
own offices. They have similar experiences when interpreting
data.

Persist in Solving the Problem.—As important as relaxing is
returning to the problem to wrestle with it. The often-quoted
saying, ‘“Knowledge comes, but wisdom lingers,” shows the
importance of persisting. Ideas richest in quality are likely to
come the most slowly. Out of connections and associations
formed in the brain, a tentative conclusion finally appears. By
these methods, which are helpful in stimulating the flow of sug-
gestions, tentative solutions may be reached which can be fitted
together into a comprehensive conclusion that seems to fit the
accumulated pertinent facts of the investigation. It becomes
the working hypothesis which will be tested in the next step of
interpretation.
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Setting Up Tentative Conclusions

Examining Data Directly—The interpreter who follows a
regular procedure in the interpretive process to evolve tentative
conclusions is likely to get off to a good start and to increase the
thoroughness of his work. His first step is examining data
directly to perceive whither they lead. The purpose of the inves-
tigation has been succinctly stated in the working plan. Perhaps
housewives arc being interviewed at their homes as to their
hosiery-buying habits to aid an advertising agency (1) to plan
the most effective type of copy for an advertising campaign for
hosiery and the most effective media for the copy; (2) to improve
the methods of merchandising. Non-purchasers are asked, ‘Do
you know John Doe hosiery?” If 75 per cent of those inter-
viewed have not heard of John Doc hose, the interpreter relates
this fact to the problem of choosing media. The answers from
the 25 per cent who know about the hose but who have not
bought them are related to the question of the best methods of
merchandising. They throw light on the price or quality of the
hose. Some housewives prefer to buy at a store; others say that
the salesman came at an inconvenient time; and still others
declare that {riends have been dissatisfied with the hose. While
the interpreter is considering a fact or idea concerning either
quantitative or qualitative data directly, he seeks at the same
time to relate it to a particular factor of the problem being
studied. He hopes to draw some conclusion from it as it stands
alone; or even dares to hope that it will touch the crux of the
problem. :

Examining Correlated Quantitative Data.—Direct examination
of data may be all the interpretive process needed to solve fairly
simple problems. Complex problems, however, make necessary
the second step in the interpretive process to set up tentative
conclusions, the examination of correlated quantitative data.
From this step springs the greatest number of practical conclu-
sions. An illustration will show the value of examining corre-
lated quantitative data in drawing conclusions.

The purpose of this particular survey was to discover what
percentage of consumers of a product was persuaded to buy the
product for the first time by an advertising campaign. By test-
ing the sample used to collect data through a statistical method
known as the ‘“rotation method,”” the interpreter discovered wide
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variation in the percentage of those whose first purchase had been
caused by the advertising campaign.! To discover the cause of
the variation, the interpreter first separated answers to interviews
into those secured from A, B, C, and D housewives, for it was
thought that the product might appeal to one class of housewife
more than to another. The same variation was still present.
The answers were then considered in reference to housewives of a
different age group, but the variation continued. The next
classification of answers was on the basis of the competing prod-
uct which the housewife had used preceding her switch to the
product being studied. This correlation of data and its examina-
tion showed that the percentage of housewives using X brand
who made the change to the brand being advertised was consist-
ently low; while the percentage of those using ¥ brand who made
the change was consistently high.

This examination of correlated quantitative data, by indicating
the cause of the variation in the data, led to the next advertising
campaign’s being directed into markets where Y brand sold
best.?

When an interpreter thinks that a particular correlation of
quantitative data suggests a conclusion, he needs to correlate the
main group of data with every group that might in any way alter
the accuracy of the conclusion. '

Ezamining the Interaction of Quantitative and Qualitative Data.
The third important step in the interpretive process, and one
which rests upon the judgment of the interpreter because it has
no formula by which to work, is the study of the interaction of
qualitative and quantitative data relative to the problem of a
study. As an experienced market analyst says:

The quantitative aspects of the field are readily ascertainable—the
population, the distribution of wealth or income, the number and
accessibility of the outlets, the efficacy of the various advertising media
in the area, the number of salesmen available for the work, some measur-
able reflections on existing and prospective competition; but what about
the reactions of the people??

When, therefore, a food company proposes to launch a new
food product, it considers the reactions of housewives to its taste,
! Methods of testing the reliability of a sample are explained in Appendix I.

1 W. J. Re1Ly, Marketing Investigations, pp. 161-162,
! American Marketing Association, op. cit., p. 291.



166 BUSINESS REPORTS

appearance, convenience of preparing, cost, etc., which are
qualitative in character, and then considers each separate item
in relation to each item of quantitative data—population, income,
age—pertinent to the objective of the study. Much attention, in
the last few years, has been given to the study of the psychological
aspects of market research. Perhaps it is to this field that inter-
preters may look for the greatest help in getting results from the
study of actions of quantitative and qualitative data.! The use
of the pictorial type of questionnaire employed by the research
division of General Motors to ascertain preferences in car design
and equipment scems to be an effort in that direction.

Testing Tentative Conclusions

After the reasoning leading to the tentative conclusion is
examined for fallacics, these tentative conclusions can be made
more certain of becoming final conclusions:

1. If the evidence on which they are based is given final
examination.

2. If every conclusion is subjected to the searching examina-
tion of the practical instrument of the mind called common sense.

3. If they are given the so-called ‘“negative test.”

Making I'enal Examination of Evidence.—The final examination
of evidence when testing conclusions is different from preceding
checks only in that, coming at the end of the procedure, it gives
the interpreter the advantage of seeing the entire picture. He
can consider a fact or opinion alone; he can see fact in relation to
opinion; he can sce consistencies or inconsistencies between facts
or between opinions. Lists of questions to ask in making this
final check of evidence in reference to conclusions vary according
to the naturc of the rescarch. These, mainly from the Research
Manual of the Meredith Publishing Company, are suggestive
of others:

. Is the evidence {ree from prejudice and bias?
Is it representative?

. Is it reliable?

Is it sufficient?

Is it inconsistent?

. Is it up to date?
. Are facts compared comparable?

!Some men writing in this field are Dr. Paul Felix Lazarsfeld, Donald
A. Laird, and Henry Link.

N oA N
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Applying Common Sense to Conclusions.—Common sense is a
practical instrument of the mind invaluable in testing a conclu-
sion. It asks such questions as, ‘“Is this conclusion possible?”’
““Is it consistent with other facts well known before this particu-
lar study was made?”’” For example, any conclusion from a study
that hotel space would be more than 80 per cent occupied on a
year’s basis does not square with facts gleaned from past records
of hotel business; sales quotas of radios, cars, refrigerators,
assumed on the basis of answers to the question, “What do you
anticipate buying during the year?’ would have to be corrected
on the basis of past records for sales of the product in question,
the present condition of business, the feeling of confidence or lack
of confidence in future business, facts relative to launching new
models, the effectiveness of advertising and sales efforts, ete.
Significance of estimates based on slatistical data can only be
interpreted well by one who knows more than his own task and
his own time. Testing conclusions in the light of common sense
is one of the surest ways the interpreter can give them greater
authenticity than a horoscope reading.

Applying the Negative Test.—The ‘“negative test” of a con-
clusion is to examine its opposite in the light of the assembled
evidence and in the light of attendant circumstances. It is a
tendency of the human mind to assume that, if evidence is not
sufficient to prove a conclusion, an opposite conclusion is true.
One of the surest ways of avoiding the danger of this insidious
tendency is to give the opposite of the plausible conclusion as
searching a test as is given the conclusion being tested. The
negative test should be carried even further; it should be applied
to alternative conclusions which are not opposite conclusions.
For example, in the study of whether or not the new type of screen
referred toon page 52 could be produced and marketed profitably,
the first conclusion was that it was primarily a fly screen and
hence if production could be solved it could be marketed as fly
screens are usually marketed. When evidence was sufficient to
conclude that it could not he marketed profitably by the usual
channels for marketing fly scrcens, it scemed logical for the
analyst to look for new channels of marketing fly screens, and for
him to continue to think of the product in question as a fly screen.
When the market analyst proposed the conclusion that the
screen’s marketing problem could be solved more easily if it were
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regarded primarily as a sun screen instead of as a fly screen, he
found that the evidence already assembled supported this alterna-
tive conclusion. Since most alternative conclusions will probably
have been considered before the most plausible tentative conclu-
sions are selected, the probability of having to examine many
alternative conclusions, at this final stage of the interpretive
process, is meager.

Testing for Practicability—So much emphasis in the explana-
tion of the interpretive process has been put upon logical reason-
ing in drawing conclusions that one inexperienced in drawing
conclusions is likely to overlook the fact that many an executive
has ignored recommendations because the interpreter failed to
give sufficient weight to practical considerations of the condition
of his company’s personnel or finance or of the market or the
financial condition of the country. Consultation with others
is therefore recommended in order to avoid many of the pitfalls
of setting up conclusions ideal only in the mind of the interpreter.

Using References in Testing Conclusions

After the investigator has verified and tested his conclusions to
the best of his ability, after he has followed the solutions in
imagination to see what will be the necessary consequences and
compared the consequences with the actual facts of the company
and the people concerned, he consults others to test the logic of
his reasoning in drawing these conclusions. He may do this by

1. Seeing if a number of people reading the report come to the
same conclusions.

2. Referring the results to authorities on the subject matter.

3. Referring the findings to people chiefly interested in results,
50 that they may help with conclusions and hence agree or dis-
agree with those formulated.

The conclusions and recommendations are often presented
orally first so that the investigator may see the reaction of the
client or the executive to them. The investigator so presents
them not that he may change his conclusions and recommenda-
tions, but that he may adapt his written presentation of them
to the people who have the authority to act upon them. If he
finds that conclusions are impractical, he may alter them to make
them practical. He may recommend a series of progressive
changes.
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When there is copious evidence or when conclusions are clear-
cut and obvious, his recommendations may be definite and with
few details. When needed information is not complete or the
significance of certain items is not wholly clear, he qualifies
recommendations carefully or calls attention to the fact that the
evidence supports two plans of action. In such cases, it is often
necessary to introduce all supporting data in order to make clear
their relative weight and their exact character.

The test of a report, after all is said and done, is whether or not
it brings about the plan, program, or policy recommended.

Consulting others to test conclusions, before writing the
report, is highly desirable inasmuch as it will not only furnish
another check on the validity of the conclusions, but will also
show weak spots, strong points, and other things that will need
to be mentioned specifically in the written reports, such as the
omission or inclusion of certain facts, specific examples, repre-
sentative nature of the facts, etc. In short, testing the facts and
conclusions is not only an important point in interpretation but
also a help to the writer’s memory. It will refresh his mind on
the high lights of the investigation.

Checking Final Conclusions against Working Plan

The final conclusions are a residue of the tentative conclusions
tested in the various ways outlined above and adapted in such
ways as will enable them to be followed. As a summary preced-
ing recommendations, they should be definite, concrete, concise,
and clear. In addition, they should be adequate. To make
certain that they are adequate, the interpreter must once more
turn to the statement of the problem of the study in the working
plan. Once again he must review what the working plan specifies
is necessary to solve the problem, where and from whom these
facts are to be procured, and how they are to be procured. The
review should indicate whether or not the final conclusions are
based squarely on the data procured according to these plans. If
the final conclusions do not take into consideration all the infor-
mation procured as planned, or if they are based on some infor-
mation additional to that planned, they must be satisfactorily
explained on the basis of supporting evidence.

Following the step of interpretation comes that of making
recommendations. It consists in turning general conclusions
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into something concrete and specific. In all these steps, reason-
ing is taking place.
MAKING RECOMMENDATIONS

The recommendations are a logical outcome of the final con-
clusions, the logical outcome translated into practical recom-
mendations which are likely to be followed. Dependent upon
what the interpreter conceives his responsibility to be, recom-
mendations are a summary statement of a course of action.
They indicate what to do, who should do it, where it should be
done, and when it should be done. The following example will
indicate the difference in the nature of the final conclusions and
recommendations of a student engineer’s report “On the Advis-
ability and Cost of Building a Sea Wall at Lawler’s Point, Minneo
Lake, Maine.”

There seems to be no adequate way at present by which the Carr
Ringbolt Mills may be made to protect the banks of the lake. But the
land adjoining Lawler’s Point is being rapidly developed into summer
estates by prosperous men. This prospective summer colony can
co-operate later and recover damages and insure future protection from
the Carr corporation. At present, however, the efforts of one landowner
against such a corporation would entail too great an expense. My
investigation shows that at present the best way out of the difficulty
is for the landowner to build at his own expense a sea wall which will
temporarily give adequate protection to the land.

RECOMMENDATIONS

I therefore recommend the construction of a sea wall such as I have
described and that, in order to keep the banks from being any further
eaten away by the high water of next spring, the wall be built at the
end of October, 19—.

Respectfully submitted,

With conclusions that are adequate to the objectives set up in
the working plan of the study presented in logical form and with
these conclusions accompanied by specific. recommendations, the
investigator turns his attention from the function of interpreting
data to that of preparation of his material for presentation in
report form. The presentation of data in report form is a phase
of research as important as interpretation and one which inter-
pretation conditions as to content, sequence, and emphasis. If
the interpretation of data is valid, the report is likely to be sound.
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NEED FOR A WRITTEN PLAN

After collecting data that are accurate and complete as to fact
and sound as to conclusion, the investigator’s task has just begun.
For data that satisfy him have not yet undergone the cold criti-
cism of the ultimate reader, who is usually the person to take
final action. Hence, organizing and presenting the results of the
investigation—determining what to say, and the order of saying
it, so that the reader can and will follow the proper mental road
—become of paramount importance,

Just as a plan is needed in building a house, an outlined plan is
necessary in organizing data for final presentation, if the writer
wishes to avoid poor results. The outline may be routine or
individual, but in either the purpose is to design the most effec-
tive method possible in bringing order out of chaos, so that the
final result will not be like a child trying to tell all at once.

Only a lazy or incompetent writer says, ‘I never make an out-
line. I just sit down and write.”” And onc of two things is true
of hisresults. Either he rewrites his complete report many times,
which means wasted time and money, or his final cffort is bad.
True, outlines may vary from simple to elaborate, but the good
writer has some planned goal—or clse none is reached. It is
easier, quicker, and more efficient to rewrite an outline than to
reorganize a complete report.

An outline aids both in preparing and in presenting material
because it compels thinking through the problem logically and
completely. It makes for effective presentation through proper
organization both as to reader and as to purpose, which implies

171 ‘
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a psychological consideration of needs and reactions. In short,
the outline plans the route best adapted to the immediate pur-
pose, whether it be a non-stop flight or one planned for speed and
for convenience.

An outline is the final step in the organization of material
before writing the report. It is an orderly arrangement of sub-
ject matter in topical and sentence form, showing co-ordination
of parts in some determined sequence designed to gain clearness,
conciseness, and conviction.

The tentative outline prepared in the working-plan stage
may or may not be utilized wholly or in part as a final outline.
Because it is designed for the collection of material, the tentative
outline may not offer the most effective means of presentation.
Even if it is applicable in general, the exigencies of investigational
procedure usually force so many changes and adaptations that
the final result has little resemblance to the original tentative
outline,

The principal object in preparing an outline is to keep clear the
relationship of major and minor points; that is, the outline should
show what material develops each point. Therefore, it may
indicate the need for more material before writing—or for less.
In view of certain readers, it may show clearly the inadvisability
of presenting certain controversial points before a discussion of
present evils, needs, reasons, etc. It may prove that the investi-
gation has not struck at the core of the matter, that various
objectives are irreconcilable, or that interpretation has led to an
erroneous solution.

ARRANGEMENT OF MATERIAL

Since the purpose of the outline is to prepare the road for a
convincing report, the material must be arranged so as best to
achieve that result; that is, it should follow the predetermined
reaction of the reader. Generally speaking, the three arrange-
ments available are logical, psychological, and chronological.
These three methods and some of their applications are shown in
the following:

I. Logical
A. Familiar followed by the less familiar
B. Sequence of topics according to definition
C. Sequence of topics according to a chain of reasoning
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I1. Psychological
A. Conclusion followed by facts, exhibits, etc.
B. Presentation of material in order of significance of points in
accomplishing the objective of the report
III. Chronological
A. Presentation of material in time sequence

Logical Arrangement

Logical arrangement builds the case step by step, presenting all
data in ascending order of importance up to definite conclusions
and possible recommendations. This arrangement will usually
demand a rather thorough introduction, setting forth the origin
of the commission, purpose, scope, methods, history of the case,
ete., so that everything will fall in its logical order. This style
is used particularly in submitting reports in which the reader is
interested in every step in the development of the investigation,
so that if he wishes he may draw his own conclusions after he
knows the complete steps taken but before he arrives at the con-
clusions presented.

Psychological Arrangement

Opposed to the slower logical arrangement in presenting data
we have the psychological arrangement, which has found con-
siderable favor among executives who demand results quickly
and among investigators in certain fields who must present their
material in such a favorable light that they will induce a desired
action.

When the psychological arrangement is used, the fact of most
interest is assigned to the most strategic place in the report, its
beginning. This arrangement has the merit of securing the
reader’s interest at once. In business research in which data are
collected chiefly as a routine matter merely to support or to dis-
prove a question, but not because of their own importance, the
executive prefers the conclusions first so that he may grasp the
major issues and may leave to another all study of supporting
material.

The psychological arrangement follows no order of time nor of
sequence in which data are collected. In the annual report for
the general reader, for instance, the two or three outstanding
events of the year will be selected for early emphasis, while the
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minor facts will be more or less buried where they will be available
but not deadly.

Chronological Arrangement

The chronological arrangement of material follows the actual
order of time sequence. This is found frequently in informa-
tional reports, particularly of a more or less historical nature.
The fact that chronological arrangement is used in reports made
as a matter of record gives importance to this style. If the
sequence of doing a thing is important, as in a technical experi-
ment, naturally things will have to be presented as they occur;
otherwise the reader will be unable to duplicate the work. As a
matter of historical accuracy, the actual time sequence may some-
times be of vital importance.

The chronological arrangement, however, does not always
lend itself to emphasis. For the average businessman who
wants his facts quickly, the chronological arrangement is slow.

Just what type of arrangement to use will have to be deter-
mined by the investigator after considering his subject matter,
the purpose and nature of his commission, and his readers. All
three types mentioned are perfectly legitimate methods of
arrangement, each best adapted to certain situations and kinds
of data.

WHAT TO INCLUDE

The reader’s information, character, temperament, desires, and
instructions, as well as the subject matter and the purpose of the
report, determine, to a great extent, what to include in the out-
line. Some want more detail than others. One prefers figures,
another preferscharts. Somewant the findings of fact and recom-
mendations at the beginning; others want all evidence first so as
to weigh the soundnesSs of conclusions.

How much evidence to include depends upon how many state-
ments may be questioned. The advantages of giving adequate
evidence are that

1. It satisfies the reader’s questions promptly.

2. It makes a substantial piece of research.

3. It gives a good idea of the amount of labor necessary to an
investigation.

What to include suggests what to exclude. There are always
interesting facts unearthed in an investigation which are not used
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in the reasoning which leads to the solution. These may be
mentioned and then dismissed, or they may be put in the fore-
word or the letter of transmittal. In any case, proper phrasing
of the subject will automatically exclude much extraneous mate-
rial. One has constantly to avoid imposing on the reader’s time
and attention by giving space to a section in proportion to the
time spent on it during the investigation instead of in proportion
to its real value.

Possible heads to consider (not necessarily in this order) in the
complete analytical report are:

Object Apparatus
Method Material

Scope Chief findings
History . Conclusions

Need Recommendations
Location Appendix

A slight variation is:

Introduction
Method, scope, etc.
Conclusions and recommendations (short)
Chief findings
Conclusions and recommendations (detailed)
Appendix
Supporting tables when necessary
Further details of methods used
Bibliography

FORM OF THE OUTLINE

The first thing in the outline, after the title, is the main idea or
the objective. 'This is a statement in one clear, concise, impartial
sentence of the basic purpose of the investigation. It should not
be argumentative or biased, because then the reader feels that
the writer merely set out to prove one side of the question.
Emphasis is placed on a single concise sentence to avoid the
appearance of a foggy objective.

The outline proper usually is presented in either topical or
sentence form. The topical, consisting of a word or phrase, is
speedier and is satisfactory if the writer is thoroughly cognizant
of the relationships between the many points. The sentence
form is often better because it makes clearer the exact status of
evidence.
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To force logical outlining, the sentence form is taken a step
further in briefing, which is discussed in detail on page 179.

OUTLINE GUIDES

A good outline should (1) make the line of thought stand out
distinetly and coherently, (2) show what is to be stressed, and
(3) serve as a test of preparation by indicating where the pro-
posed material is too full or too scant.

The proper numerals, indentations, and connectives encourage
precision of thought and relation.

The following mechanical qualities should be observed in
outlining:

1. Use parallel construction for both thought and phrasing. Do not
mix words, phrases, and sentences. Use noun forms when possible.
2. Give equal items equal rank; do not write the title as a topic head.
3. Use a definite system of signals, preferably
1. '
A.
1.
a.
4. No roman numerals are needed for general divisions, as Introduction,
Text. In fact, these heads, as such, do not need to appear.
5. Use only one symbol for a point, as II, not IIA.
6. Do not write below a symbol. Use hanging idention, as:
A. Coal production in Pennsylvania has increased 18 per cent. . . .
7. Use a wider margin for each subhead. However, the subheads of the
same rank will have the same margin; that is, I. 4. 2. and II. B. 3. will have
the same indentation,
8. Make each item a single phrase or statement to avoid ambiguity.
9. Document evidence in the outline by (a) footnote reference, (b) side
reference, or (c) parenthesis immediately following mention of it.
10. Make each set of subheads thoroughly support the head to which
it is appended.
11. Use only specific phraseology; avoid broad general terms such as
undesirable, unnecessary.
12, Cards containing major and minor heads can easily be shuffled and
reshuffled, thus making more or less final the first written outline.

TYPICAL OUTLINES

Locating a Factory!
1. Object
I1. Synopsis of results

1 A. G. ANDERSON, ‘‘Solving a Factory Location Problem,” Industrial
Management, 70: 21, July, 1926.
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IV,

VL
VIIL
VIII.
IX.
X.

I
II.

IIL.
1V.

V.

VI.
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Introduction

A. Product—nature of it—quantity, present and future
B. Limitation—financial aid of cities not considered
Primary considerations

A. Market

B. Raw materials

C. Labor

D. Transportation

E. Power and fuel

. Secondary considerations

A. Legislation

B. Climate

C. Advertising value
D. Financial aids

E. Banking facilities
F. Water supply
Distribution of product—Ilocal or national
Competition
Population
Conclusions
Recommendations

Outline of an Investigation of a Public Utility Holding Company

Title page
Letter of transmittal
Synopsis
Introduction
A. The rise of the public utlhty holdmg company
B. The Eastern Central Utilities Company
General information
A. Incorporation of the Eastern Central Utilities Company
B. Acquisition of operating companies
C. Operating statistics of subsidiary companies
D. The management personnel
Description of assets and liabilities
. The financial plan of the company
. Nature of financial control of subsidiaries
. Balance sheet, of the E.C.U. Co.
. Balance-sheet items classified
1. Classification of assets
a. Investments
b. Current receivables
¢. Cash
d. Deferred charges
2. Classification of liabilities
a. Long-term liabilities
b. Short-term liabilities
¢. Preferred stocks

Dawhk
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d. Common stock
e. Surplus

E. Description of capital stock
Common stock
6 % cumulative preferred stock ($100 par value)
7 % cumulative preferred stock ($100 par value)
$6 cumulative non-par preferred stock
7 % cumulative prior lien stock ($100 par value)
$6 cumulative non-par prior lien stock
Summary
a. Division between par and non-par stock
b. Subscription privileges
¢. Restriction on issues
d. Voting power
e. Controlling interest
F. Character of funded debt

1. Collateral loans

2. Three-year 6 % collateral notes

3. Ten-year 6 % collateral trust bonds
4. Three-year 6 9 collateral gold notes
5
6

NSO o p W

. Five-year 7 % convertible gold notes
. 8% secured gold notes
a. Series A
b. Series B
c. Series C
7. Summary
a. Per cent of underlying security
b. Limitations on issues
c. Callable date
d. Tax provision
e. Rate of interest
f. Length of life
VII. Income and disbursements
A. Income of subsidiary companies
1. Source of subsidiary companies’ income
2. Disposition of subsidiary companies’ income
B. Regulation of_rates
C. Earnings of the E.C.U. Co.
1. Source of income
a. Dividends and interest ,
b. Income from engineering and other sources
¢. Underwriting subsidiary-company securities
2. Disbursement of gross income
a. Administration expenses
b. Interest
¢. Dividends
d. Surplus
3. E.C.U. Co.’s share of subsidiary surplus
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VIII. Recapitalization and related subjects

IX.

X.
XI.
. XTI

A.
B.
C.

Readjustment of capitalization
Methods of financing

Cost of capital

1. Common stock

2. Preferred stock

3. Prior lien stock

4. Cost of borrowed capital
. Dividend policy

1. Common stock
2. Preferred stock
3. Prior lien stock

. Values of capital stock

1. Common stock
2. Preferred stock
3. Prior lien stock

Ratio analysis of the company

FON ORRMAL~TQmEUOARE

. Net worth versus funded debt

Net worth
Borrowed capital, or long-term debt

. Preferred stocks
. All stockholders’ net worth

Long-term debt to investments

Net worth to investments

‘““Common”’ net worth to investments

‘Common and preferred” net worth to investments
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‘“Common, preferred, and prior lien’’ net worth to investments

Return on average investments
Productivity of the company

Ratio of net corporate profits to average capital employed

Ratio of common stockholders’ profits to ‘‘common’’ net worth
Ratio of *all stockholders’” profits to all ‘‘all stockholders’’’

net worth

. Conclusion
. Ratio of income available for interest to interest charges
. Current ratio

Conclusion
Tables
Charts
XIII. Maps

BRIEFING

Briefing is merely carrying the sentence outline a step further
through the use of connectives to show the precise relationship

between ideas.
the outline for unity and coherence.

It is a happy solution to the problem of testing
When faced with a section

of an outline difficult to perfect, one who has had experience in
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making briefs will almost unconsciously apply the method as a
test of his thinking, even though he is using a topical outline and
does the briefing only in his mind.

The beginning report writer will do well to employ the briefing
method. So highly is the practice regarded at Harvard Uni-
versity Graduate School of Business Administration that in the
advanced courses reports are assigned to be submitted in brief
form only. The reason is that the connectives guide the thinking
and overcome many errors in logic.

The brief emphasizes relationships between divisions and sub-
divisions and, because of its completeness, it shows the basic
structure in its stark reality minus the persuasion which may be
added in the later outline. It may be rearranged for effect,
interest, persuasion. Its usefulness is in testing thinking for
gaps in logic and in clarifying results.

The form is easy if the data and reasoning are sound. Each
major or minor head, and sometimes each subhead, is expanded
into a single, complete sentence containing only one idea. Con-
nectives such as by, for, still, and, because, though, definitely show
how every subhead substantiates the preceding head.

I. The source of the water supply is adequate, for

A. The present source of supply shows that

1. The catchment areas are plentiful, and
2. There are alternative sources.

B. The area of land owned by the city available for waterworks is in

excess of possible needs.

C. Wells may be depended on to furnish a supply, for

1. Water is easy to get, because
a. Water veins are not deep, and
b. Drilling is easy.

2. The quality is excellent.

Heads of the same numerical value should, when read together
connected by and, support the immediately preceding head of the
next highest ranking. For example, a and b should support 1,
while 1 and 2 should directly support C.

Since a good report presents both the pro’s and con’s as impar-
tially as possible, it is advisable to set up a factor sheet showing
precisely the status of each.

Factor Sheet

Problem—Should the Home Maid Bakery market sliced bread?
I. Will the customers accept it?



OUTLINING THE FINAL REPORT 181

For Against
1. Sanitary 1. Increases cost
2. Convenient 2. Increases consumption
3. Assures even slicing 3. Increases staleness
4. Saves time
5. Saves wastage
6. Better appearance

The brief made from this sheet will then, of necessity, present
both sides logically. It may take two forms: A, A’, B, B’, or the
first part may present one side and the last part the other.

Brief

Subject to additional investigation as to whether added expense could be
absorbed without affecting profits, it is recommended that the Home Maid
Bakery henceforth produce sliced bread only, for

1. The customers will accept it, for
A. Although sliced bread increases consumer cost, for
1. It increases consumption, and
2. It increases staleness through greater exposure to the air;
A’. Yet sliced bread is marketable, for
1. Many housewives prefer to buy sliced bread, for
. It is sanitary,
. It is convenient,
. It assures even slicing,
. It saves time,
. It saves wastage, and
. It makes for better appearance.
2. The additional cost appears insufficient to prevent the house-
wives’ buying, for
a. Small conveniences in the household are sought, and
b. The demand increases.

- o oR

Complete sentences help to clarify hazy thinking. For
instance, let us consider this sketchy outline:

I. Credit unions help
<A, Members
B. Financing vacations.

When briefed, the heads A and B immediately declare them-
selves of different families,

1. Credit unions are helpful, because
A. They help members, and
B. They help finance vacations.
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Obviously 4 is a general head, to be used in contrast with
schools, banks, communities, while B is probably part of a later,
detailed section.

Illogieal subordination is exposed through briefing.

1. Business wants leaders
A. Colleges are training schools for leaders.

It is soon apparent that A does not belong under I when it is
made to read

1. Business wants leaders, because
A. Colleges are training schools for leaders.

In argumentation, the body of the brief is preceded by a state-
ment of the question. In report writing, the question or proposi-
tion becomes a statement of the main idea or objective of the
investigation. To avoid confusion and to aid concise thinking,
this objective usually has only one assertion. To avoid any
appearance of impartiality no details of the development and no
reasons for the assertion are given. One states just what the
objective is, not why, and one does not phrase it in the form of a
question.

The major heads that follow are the main divisions, proof of
which will establish the conclusions. The major heads, taken
together, should be of equal value and should support the objec-
tive. In like manner, minor heads develop and support the
major heads to which they are appended.

When completed with proper connectives, each main division of
the brief should read in logical sequence from the beginning to
the last subdivision. Each division should be subdivided far
enough to insure the right order of material in the paragraphs.
Parallel structure should be maintained. If the sentence style
begins with a prepositional or a participial phrase, that type of
structure will predominate; otherwise the brief will give the
impression of indefiniteness.

Obviously it is not necessary to brief all reports. However, in
reports that need especially careful, well-organized, irrefutable
presentation, briefing is recommended as an almost foolproof
method of securing logical organization,
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WRITING THE ELEMENTS OF THE REPORT

(Cover through Letter of Approval)

1. Outline of Elements—II. Cover—III. Title Page—IV. Back of Title
Page—V. Letter of Authorization: A. What is the problem; B. What
is wanted; C. How results will be used; D. What limitations are set—
VI. Letter of Acceptance—VII. Letter of Transmittal: A. When
written; B. Possible contents; 1. Refer to the origin of the commission;
2. Review the case; 3. Indicate the purpose; 4. Indicate scope; 5. Show
limitations; 6. Give references and sources; 7. Reasons for choosing
material; 8. Summary of message; 9. Specific reference to certain sec-
tions; 10. Contain conclusions and recommendations; 11. Comment
aside from the report; 12. Character of the staff; 13. Acknowledgment
and appreciation; 14. Call attention to other things—C. Qualities
of the letter of transmittal; D. Tone; E. Form—V]III. Letter of approval.

Writing the different units of a report for presentation involves
three things: organization, writing, and mechanics.

Under organization will be discussed the handling of all the
different elements of a complete, formal report. Short, informal
reports are merely adaptations of sections of the formal type,
designed to fit special purposes. It is assumed that the writer is
qualified to make that adaptation, once he sees the complete
picture. To try to discuss in detail every known type of report
is not only impossible but undesirable.

OUTLINE OF ELEMENTS

An outline of a rather complete formal report contains these
,elements:

1. Cover
II. Title page
III. Copyright notice
IV. Letter of authorization
V. Letter of acceptance
VI. Letter of transmittal
VII. Letter of approval
VIII, Table of contents
: , 183
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IX. Table of charts and illustrations
X. Foreword ( Usually combined. Sometimes included in the letter
XI. Preface % of transmittal
XII. Acknowledgment (Frequently combined with the Foreword and
Preface and sometimes in the letter of transmittal)
XIII. Synopsis
XIV. Body
A. Introduction
B. Text
C. Conclusions and recommendations
XV. Appendix
XVI. Index

COVER

The cover serves the twofold purpose of protecting the report
and conveying the title as briefly and in as usable a style as pos-
sible, s0 as to make it easy for the reader to grasp and to facilitate
the work of the librarian. It also contains the name of the author
and frequently the place and date of publication. When a report,
is part of a series, the volume and number appear and the mailing
privilege notice. The title on the cover is usually a duplication
of that on the title page, although sometimes it does not contain
so much detail.

In the ordinary, typed report, the material is simply and con-
servatively spaced. In printed reports, typography permits no
end of modernistic effects, which often add to readability. A
design or trademark is not out of place on the cover.

Intraorganization reports usually have blank spaces provided
on the cover to indicate certain contents and to aid in proper
filing. Covers vary all the way from light-paper backs, for small
reports or for those infrequently handled and soon to be filed, to
expensive cloth bindings.

A Simple Type of Cover
SOIL CONSERVATION PRACTICES

IN
SOUTHERN ILLINOIS !
John H. Bryan
19
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A More Detailed Cover

MARKETING POLICIES OF THE CALIFORNIA
WALNUT GROWERS ASSOCIATION

A Study Appraising the Methods Used to
Increase the Demand for Walnuts, With Em-
phasis Placed on the Value and Effective-
ness of the Advertising, Sales Promotion,
Price Policies, and Distribution Channels
Employed by the California Walnut Growers
Association.

By
Harry C. Hensley

Senior Agricultural Economist
Comparative Division, Farm Credit Administration

and
Neil H. Borden
Associate Professor of Advertising

Graduate School of Business Administration
Harvard University

FARM CREDIT ADMINISTRATION
Co-operative Division
Washington, D. C.
Bulletin No. 10 March, 1937
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TITLE PAGE

oIt is from the title that the reader makes his first, quick decision
concerning the report—whether it promises to interest him,
whether it is too broad or too narrow in scope.

Preparing a title requires imagination, salesmanship, and con-
cise writing. Many titles are incomplete, inaccurate, and unim-
aginative, aswell astoo long. There are few good titles more than
six to ten words in length. The actual phrasing should be as
brief as possible to indicate accurately the content of the report.
There should be no air of mystery, as in some fiction, such as,
“How John Jones Won a Prize.”” The title should attract atten-
tion but should not be misleading.

Some reports have titles several lines in length. But let us
notice that no books are sold with such cumbersome signposts, for
a long title kills quick interest. It also makes for filing errors.
When a short title is inadequate, as in some technical reports, a
longer, explanatory title, in smaller type, perhaps in parenthescs,
may follow the selling title.

A title should contain a complete idea, preferably using a sub-
ject and a verb. Word or phrase titles, while short, are usually
too general. Obviously the label style, ‘“ Agricultural Activities,”
is inadequate because there is no limitation, but also to be
avoided is duplication of ideas or overlapping words in titles,
e.g., ‘‘Constructive Criticism of and Recommendations for
Improvement.”

A good title should present or suggest findings rather than pro-
cedure. “The Selection and Ranking of Illinois Hybrids” implies
procedure, while the reader is more interested in results. Let
the title answer the who, what, why, when, where, and how of
the problem, or as many of these questions as are pertinent.

Usually avoid negative phraseology and superfluous words
such as “A Report on J? Also be careful about using
“and” to tie the title together. It tends to give a stringy effect
with no unity of purpose. As a rule one part of such a sentence
can be subordinated to good advantage.

Following the subject of the report should be the name of the
writer and his position. Sometimes the rank explains why the
report was prepared; sometimes it identifies the authority of
the writer to make the report; and sometimes it determines the




Title Page
MAKING THE MUNICIPAL REPORT READABLE

A Study of Content, Arrangement, and
Presentation Techniques

Prepared for
THE ILLINOIS STATE CHAMBER OF COMMERCE

Town Report Competition Committee

by
Robert A. Meyer

MUNICIPAL ADMINISTRATION SERVICE
Division of Research

Chicago, Illinois

May 25, 1939
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COLOR IN TECHNICAL
ADVERTISING

(Especially Adapted to the Small-tool Industry)

Report Prepared By
J. R. HUMPHREY

Advertising Department

Comments and Criticism by
E. A. Bivens, Department Head

Submitted to
H. K. BURNSIDES

Ceneral Manager, Acme Tool Company

WILLIAMS ADVERTISING AGENCY
28 Broad Street, Chicago
1940
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amount of authority to attribute to the report. To sign the
report ‘‘by John Smith’ with no explanation as to his rank or his
reason for writing is to invite lack of consideration for what might
be a report well worth reading. Even for reports within one’s
own organization it is still well to add some means of identifica-
tion, because not every executive who reads the report knows each
person in the organization or why this particular person should
prepare the report. Oftentimes merely adding the department
may be a sufficient identification. In case of a report made by
a board of directors to stockholders, the writer’s name is some-
times omitted, but even then it seems best to sign the name either
of the chairman of the board or of the president.

Following the name of the author should be the name of the
person or company for whom the report is made. Sometimes this
is so important that it precedes the name of the writer. If the
report is made for “G. H. Cady, President, Universal Service
Company,” his position and affiliation should follow his name,
The very fact that such a man asked for the report may give it
added value.

A report which has been supplemented, revised, or criticized
by another man should carry that fact in a note on the title page,
because oftentimes the appended comments or criticisms of some
known authority will make a report more valuable. If the report
is the result of an experiment carried on with the assistance of
some other agency, a record of this fact should be made on the
title page.

The address of the writer or company preparing the report
should be on the title page, usually at the bottom. This should
be the complete mailing address, so that any inquiries regarding
the report will not go astray.

When a report is written by a company with no personal
responsibility attached to any one man, the “prepared by John
Smith, ete.”” line may be omitted from the title page, and the
name and address of the company will suffice.

On the title page, usually the last thing, should appear the date
on which the report was prepared. This protects a reader from
wasting even the few minutes necessary to discover for himself
that he is reading a 1920 report when he wants 1940 information,
The date also aids in the matters of filing and of records. The
importance of the date will determine how complete it should be;
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the year is sufficient on an annual report, but a special report may
need the month, day, and year.

On the whole, the arrangement of the elements of the title page
should be in the order discussed.

Subject

Elaboration of subject, if necessary

Collaboration with other agencies, if any

Name of writer

Position or rank

Name of man collaborating or giving comments, if any
Position or rank

Name of man or company for whom report is made
Position

Address

Address of writer or his company

Date

The arrangement of this material on the page in regard to dis-
play, type size, etc., should be studied so as to make the pertinent
facts stand out most prominently. The parts of the subject
emphasized should give the librarian or reader the correct hint
as to the important words.

Short, intracompany reports often combine the cover and title
page in variations of the Army style.

SussecT:
FromMm:

To:

Date:
Corigs TO:

BACK OF TITLE PAGE

If a copyright notice is used, it appears on the back of the title
page. Other possible uscs of this space are:

. Leave it blank.

List officers, directors, company addresses, etc.

. Print trade-mark, or even a picture.

. Use it for In Memoriam notices.

. Write a paragraph of special notice to the reader.
. Reprint legislative acts, etc.

(= W TR O,

LETTER OF AUTHORIZATION

Although the next two sections—Letter of Authorization and
Letter of Acceptance—really precede the entire investigation,
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they are discussed here because of their position in the written
report.

The authority to make an investigation usually is given in a
letter. A copy of this letter of authorization or reprint of legis-
lative action is frequently incorporated into the final report for
the purpose of establishing authorily and of reviewing the terms
under which the investigation was made. When the authoriza-
tion is comparatively simple, a brief reference to it in the letter of
transmittal will suffice.

There are two types of letters of authorization, general and
specific. The first mercly says, “We want you to investigate
such and such,” leaving all plans of procedure to the investigator.
Naturally this type is of little actual assistance.

The specific type of authorization goes into considerable detail
concerning the following divisions:

What Is the Problem

The letter explains in some detail the problem or predicament
to be remedied. This includes a history of the problem, indicat-
ing what has been done up to the present. If certain data are
known to be available, the investigator should be told so as to
save his time and the company’s money. Suggestions for finding
information are always welcome.

What Is Wanted

The more specifically the authorization states what is wanted,
the better and quicker can the investigator present relevant facts.

How Results Will Be Used

When not contrary to business policy, it is well to tell the
investigator the use to be made of the results. For instance, if
he knows that his report is to go to the stockholders, he can adapt
it more specifically than if he thinks it is going to the board of
directors.

What Limitations Are Set

If the executive authorizing the report has any definite limita-
tions in mind, he should make them clear in his letter. If in an
advertising survey he is interested only in magazine advertising,
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he should expressly eliminate newspaper advertising from con-
sideration. Financial limits should be set, if necessary.

If the report must be prepared within certain time limits, this
should be mentioned. For if an investigator is to be rushed for
time, it is necessary for him to know it throughout each stage of
the investigation.

Letter of Authorization

Mr. E. R. Parker, Jr.,
Foreign Correspondent.
Dear Mr. PARKER:

Referring to the correspondence on the attached D0O-73951:

We have just been informed that this order, amounting to nearly
$5,000, has been lost to the Brown Company, although our German
agent, Mr. Walther Filbig, had been working on it for nearly a year.
Three weeks ago he advised us that it was only a matter of a month
or so before we would receive the formal order and that we should
hold ourselves ready to ship immediately, as prompt delivery was
important. The order was finally placed with Brown because they
were able to ship from their foreign warehouse branch, even though
the potentiometers manufactured by Brown are more expensive
and do not have the sensitivity of our instrument equipped with
the Micromax balancing mechanism. The sensitivity feature is an
absolute essential because of the fine type of work on which these
instruments will be used.

Because of the inability of our foreign agents and commission
houses to supply information of a technical nature except after
correspondence with this office, plus their refusal to stock our
instruments, we are losing approximately $50,000 worth of business
a year. The Executive Committee has therefore suggested the
possibility of establishing a foreign branch in Paris, France, and
possibly another in Disseldorf, Germany.

It has been suggested that preliminary investigations be started
immediately on this propesition. This will include an investiga-
tion of

1. The conditions under which foreign branches may be estab-
lished in France and Germany.

2. How the average foreign branch is operated.

3. The legal requirements governing the establishment of
branches in foreign countries, particularly France and Ger-
many.

A suggestion for a starting point is to visit the library of the

Philadelphia Commercial Museum at Thirty-ninth and Spruce
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streets. 'This library is used by the students enrolled in the Foreign
Trade course at the Wharton School and undoubtedly has a number
of reference books on the subject of establishing branches in foreign
countries. You might at the same time obtain the names of maga-
zines on this subject and write to one or two of them for information.
The Foreign Trade Bureau at the museum will be able to suggest
the names of foreign trade associations with whom you may wish
to correspond. The bureau of Foreign and Domestic Trade,
Washington, will probably have pamphlets for distribution on this
subject. Other possible local sources of information are the foreign
department of the Germantown Trust Company, as well as the
First National Bank and Germantown National Bank, shipping
companies, express companies, and oil companies.

It is proposed to present the results of this investigation in a
formal preliminary report at the stockholders’ meeting on January 2,
1939. As it must first be presented to and approved by the }xecu-
tive Committee, it will be appreciated if you will submit what data
you have been able to assemble not later than December 20.

Very truly yours,

Letter of Authorization
from the
President of the United States
to the
Chairman of the Central Statistical Board!

I am concerned over the large number of statistical reports which
Federal agencies are requiring from business and industry. In
view of comments that come into this office, I desire to know the
extent of such reports and how far there is duplication among them.
Accordingly, I am requesting the Central Statistical Board, under
the authority of section 1 of the act creating the Board, to report
to me on the statistical work of the Federal agencies, with recom-
mendations looking toward consolidations and changes which are
consistent with efficiency and economy, both to the Government

-and to private industry.

Specifically, I am interested in the approximate number of
financial and other statistical reports and returns regularly required
from business and industry and from private individuals by agencies
of the Federal government under existing law, and the authority
under which each is collected ; specific indications of the extent and
kinds of duplication existing among them, and the diversity of

1 Report of the Central Statistical Board on Returns Made by the Public
to the Federal Government, 1939, p. ix.
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accounts and records which they necessitate. I assume that
exhibits of the questionnaires and report forms are already available
in large part in the Board’s files, and I am sure that all of the Federal
agencies will cooperate in providing any additional information that
is relevant.

With a view to reducing the amount of duplication in statistical
reports, will you indicate the principal points at which the enact-
ment of legislation by the Congress appears to be necessary in order
to effect consolidations or changes, with the recomnmendations of the
Board regarding them?

I should like to have the complete report of the Board by January
1, 1939.

LETTER OF ACCEPTANCE

The commission, as offered in the letter of authorization, may
be accepled wholly or in part. Often the letter of acceptance
contains certain stipulations and changes regarding {ime, money,
or data that protect the worker and are agreeable to the client.
Sometimes it asks for more information. This letter is some-
times bound into the report as a matter of record or of publicity.

LETTER OF TRANSMITTAL

Practically all reports are transmitted either with a letter or
with a more formal foreword or preface. Except for the degree
of formality, the contents are rather uniform.

The purpose of the letter of transmittal is

1. To establish contact
2. To orient the reader
3. To transmit the report

Often a period of six months or a year will have elap§ed between
the authorization and the final report. Therefore, an exccutive
may well be a bit hazy concerning details. The letter of trans-
mittal is designed to refresh his memory and to prepare him for
the results of the investigation.

If the reader did not authorize the work—knows nothing about
it—the letter of transmittal tells him enough to arouse interest
in the report. This implies that the writer must consider his
possible readers and adapt the letter of transmittal accordingly,
as to both personality and content.

The length and style of the letter depend to a large extent on
the formality of the report and upon the authority of the investi-
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gator. In the letter of transmittal accompanying a semiformal
report, the personality of the writer is not entirely hidden behind
a formal screen. If the investigator is a recognized authority, his
letter of transmittal may properly assume longer proportions and
he may branch out more than would be discreet for the unknown
writer. The letter of transmittal of a recognized authority is
often little short of a synopsis, in which case the executive, feeling
that he can place confidence in the report, may read only this
brief summary, leaving details to others.

When Written

The letter of transmittal is written after the report is com-
pleted—when all data have been analyzed and conclusions and
recommendations made. At this time the writer is familiar not
only with what is in the report, but with any other details that,
although omitted for the sake of unity, may be desirable in the
letter.

Possible Contents

Since letters of transmittal run from a sentence to several pages
in length, it is obvious that no one pattern will fit all conditions.
Hence the following list of possible contents is offered with the
idea that each writer will usc those that fit his particular need.
With somewhat more formal handling, these contents may be
used in a preface or foreword.

*Refer to the Origin of the Commission.—The first paragraph of
the letter usually refers to the origin of the commission, to the
date when the writer was authorized to make the investigation, to
certain specific instructions contained in the authorization, and
as to whether the report submitted marks the completion of the
investigation or is merely a progress report. An elaboration of
these points will obviously absorb the letters of authorization and
acceptance.

In accordance with your request in your letter of April 25, we have
completed the survey of the routines and office methods in effect in your
Petersburg office and are submitting a report of our findings. We have
given special emphasis to apportioning cost of service to the individuals
or companies directly benefited, as you requested.

Review the Case.—Particularly in reports going to a wide group
of readers, as, for example, the stockholders of a large corporation,



196 BUSINESS REPORTS

a brief general review of the history of the problem or business is
frequently desirable so as to make the report proper more intelli-
gible, to make certain points stand out more clearly, or to arouse
interest.

We operated throughout last year under unusually favorable conditions,
among which were a more uniform output from our mills than we have ever
enjoyed.before, a wheat crop of fine milling quality, and a fairly steady price
for grain.

In a report covering work that has extended over several years,
a brief review of the case may be to the point in the letter of trans-
mittal, even though it is treated at length in the introduction of
the report.

Indicate the Purpose.—The letter of transmittal may set forth
the reason for the report in such a way as to attract the attention
of the reader. By showing a predicament or other necessity for a
change, the reason for the report may be made effective. Indi-
cating the purpose shows the reader how far the report goes, what
it means to accomplish, and what linc of rescarch was followed,
any one of which may help to arouse interest.

The sense of the meeting which you called on April 25 to discuss the
order situation in the construction department was: that it is desirable to
design more uniform order routines and forms for the department and, if
possible, to replace the numerous different kinds of departmental orders
now used for construction and maintenance work by a universal construc-
tion department form.

Indicate Scope.—In long, formal reports, most of the points
covered in the letter of transmittal have been given considerable
space in the body of the report. Consequently they are men-
tioned in the letter only to show outstanding points. In the
semiformal or personal report, in which the statement of scope
requires little space, the letter of transmittal is often all that is
necessary.

Reference to the scope of the report indicates the field covered,
which prevents the reader from expecting too much and enables
him to weigh facts with regard to their true value.

Nothing is said in our report with regard to methods of financing because
it i8 our understanding that such questions were not to be included in this
survey. . . .
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Garages were not visited because their business has obviously grown as a
direct result of the automobile. .

We present herewith reports showing the results and status of the extra-
incentive wage plan on the Billing Division of Districts X and Y for the
month of August, 1940.

Show Limitations.—A report is frequently prepared under
certain definite limitations, such as amount of money available
for the research, insufficient time, limitations imposed by legal
franchise, etc. In fairness to the report, these limitations should
be set forth, sometimes in the letter of transmittal, if the report
is short. Knowing the limitations, the reader will not overvalue
the data.

No interviews are included covering the business of grain elevators, and
no interviews are reported with restaurant keepers.

The effect of the limitations upon the report usually accom-
panies the explanation. The probable length of time that facts
in the report will remain apropos is also material for this section,
as are statements of difficulties in securing data or in performing
the work.

Give References and Sources.—References to other reports or
correspondence may be made in detail or in acknowledgment in
the letter of transmittal. Especially is this true when they are
few in number and when they are without bibliography. Refer-
ences may be made to certain reports to show widely differing
objectives.

Reference to correspondence may be necessary, as, for instance,
when several letters were originally exchanged to clear up matters
of authorization or details of investigation.

Sources of material that should be mentioned or that should
serve as a matter of record may be placed in the letter of trans-
mittal when the number is so small that no bibliography is to be
prepared, or when they are of such outstanding importance as to
be useful in attracting favorable attention.

Reasons for Choosing Material.—Reasons for certain selection or
omission of material may be put in the letter of transmittal, thus
either emphasizing excellent selection or adding force to the report
by showing the discretion of certain omissions.

I have used the Fire Ordinances of the city of Chicago because some of the
most modern theaters in the country are located in that city. . . .
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I have omitted construction costs, because I am of the opinion that you
have already made plans for this phase of the problem. I might say in
this connection, however, that there are no factors that would cause costs
to vary in this town from those of others of the same size.

Summary of Message—When accompanying a report which
does not warrant a synopsis, the letter of transmittal may contain
a brief summary of its outstanding features. Coming from a
recognized authority, this letter will often give the executive all
he needs to know in order to make a decision. Details can be
perused later or passed to a subordinate.

This report has been prepared in three parts as follows:

Part I—Stores Organization
Part II—Methods and Records
Part III—Conditions of Storerooms and Stores Stock

(This section of a letter of transmittal was followed by individual
paragraphs telling briefly the contents of each section.)

This section may also include a summary of what has been
done, giving a brief description of outstanding accomplishments
or advantages made possible. Many annual reports summarize
everything in the letter to stockholders.

This plan if adopted will have the following advantages:

1. Tt will improve the appearance of the office.

2. Tt will facilitate securing rate information and permit the handling
of a greater volume of work without an increasc in personnel.

3. It will eliminate handling a number of small claims.

4. It will relieve the assistant traffic manager of considerable detail work.

Specific Reference to Certain Sections.—For the purpose of
emphasis or additional clarity, special sections of the report may
be selected for specific mention in the letter of transmittal.
Sometimes the writer will want to make reference to his classifica-
tion of answers to a questionnaire, possibly with a detailed analy-
sis of one certain class. Or a few outstanding points of the
balance sheet may be cited for the purpose of comment and
comparison, so that the stockholders may have the right perspec-
tive before reading the report.

When certain parts of a report look bad in cold figures, and yet
may be readily explained, this feature may be mentioned in the
letter of transmittal, particularly in financial reports, in which
there is little discussion. From reports in a poor year, we read:
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Failure to make a larger profit this year has been due principally to
inability to merchandise our stocks or provisions at a profit. A slump in
foreign demand, which continued throughout most of the year, made it
necessary to sell unusually heavy stocks on the home market. This, com-
bined with high grain prices and inventory costs, created a difficult situation,
but one which is not likely to recur in the very near future. . . .

Percentage cost of sales for 1937 was 1.29, more on volume, and adminis-
tration and sales expenses 1.19/, more, resulting in a decrease in net profit
percentage of 2.3%, on gross revenue. . . .

Unusual expense was necessarily incurred on account of the moving of the
Manitous, Ore., plant operations to the Grand Rapids, Calif., plant, also
incident to rearranging of manufacturing operations at the latter plant in
the occupancy of the newly completed buildings, all of which temporarily
contributed to an increased cost of manufacture.

Contain Conclusions and Recommendations.—Important con-
clusions or recommendations may be briefly reviewed in the letter
of transmittal unless the letter is replacing the synopsis. In
that case they may be set forth in more detail. Many letters of
transmittal are built around outstanding conclusions or recom-
mendations, tending to show the advisability of the proposal,
playing up certain angles as strong points or as criticism. Using
conclusions or recommendations as the central point in a letter
tends to give it force and unity and is a favorite method when
the letter is not employed for material omitted from the body
of the report.

If it is important for the reader to know that the conclusions
are valuable only when governed by certain principles, the
restrictions may be emphasized by putting them in the letter of
transmittal in addition to their regular handling in the text.
Sometimes the writer will employ the letter of transmittal to
show the significance of results, what has been done, and what
remains to be done.

"Comment Aside from the Report—By adhering closely to the
strict phraseology of the commission, the report writer may
submit work that technically covers the ground laid out but which
falls gravely short of giving the greatest service to the reader. In
such fields as accounting, the tendency is more and more to
accompany the report with advice that will aid the client. In
general business reports, in which the investigator is given con-
siderable leeway, the outline of procedure is merely indicated, and
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the client permits, in fact expects, the worker to use considerable
latitude to show him cause and effect.

Sometimes this ‘“ going afield”’ requires a special section in the
report, while at other times it may be covered in the letter of
transmittal.

While the purpose of our survey relates particularly to the routines and
methods used, we believe that it is desirable to express our opinion as to the

‘‘general atmosphere’’ of the organization as well as to the advisability of
continuing the present service activities.

Character of the Staff—In the letter of transmittal one may
refer to certain members of the staff, usually those of outstanding
note, thus giving them recognition, showing the reader the posi-
tion of each, and perhaps adding prestige to the report. Likewise
it may be important to show there how widely distributed geo-
graphically the investigators have been or to point out their
position as authorities.

Acknowledgment and Appreciation.—Frequently an investigator
has received so much or such unusual assistance from some person
or persons that he desires to acknowledge it in his report in a
semiformal manner, either as a matter of courtesy or because the
nature of the acknowledgment will not quite fit into the body of
the report. Or he may wish to include a note of appreciation for
the work of certain assistants.

Acknowledgments should be made in a quiet, dignified, non-
effusive manner. KEven though a writer feels enthusiastic in his
attitude toward someone while in the heat of the work, he must
curb effusiveness upon paper, or the disinterested, strange reader
will not appreciate it and will probably doubt its sincerity.
Then, too, within a short time even the writer may consider that
it looks out of proportion to its real value.

The following are cordial, dignified acknowledgments:

We suggested this line of thought to Mr. E. W. Smith, chairman and
president, and he very kindly consented to write us an open letter, with
permission to incorporate it in this report, and we are sure that our readers
will find this important letter, on p. 86 of Part II, of particular interest.

To Mr, E. W. Smith and his able and efficient staff we are under many
obligations for their great help and most courteous co-operation in connec-
tion with the preparation of this study. . . .

Full acknowledgment is hereby made to Mr. G. S. Bates, Associate
Professor of Marketing, for the manuscript, and through him, to the various
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dealers, to the other members of the marketing staff, and to students who
have been contributors of information.

Acknowledgment and thanks should be made with no favorit-
ism but with full credit where due. Sometimes this acknowledg-
ment is of such importance that a special page is given over to
it. Fairness in giving credit will often influence the tone of the
entire report.

Call Attention to Other Things.—The letter of transmittal may
call attention to another report to follow, or to implications of the
present report not directly concerned with it. The advantages to
accrue to a town through the construction of a certain bridge may
point the way to another report on an allied subject, or certain
economic implications may be suggested even though they have
no direct bearing on the construction of the bridge.

This report will be followed immediately under separate cover by sug-
gested procedures for the purchasing and accounting departments, which
we believe are needed to give effect to the improvements that are proposed.

We shall be glad to discuss with you at your convenience any of our find-
ings and recommendations.

The suggested possibilities for the contents of the letter of
transmittal, just discussed, all show something of the personality
of the writer. Incidentally, a good. letter is not lacking in
salesmanship.

In some types of laboratory or intraorganization reports, the
transmittal is accomplished by a set form, which usually consti-
tutes the first page of the report.

Title
REPORT FOR: PosiTION:
REPORT FROM: PosiTION:
COUNTERSIGNED OR DarTE:
REVISED BY: DartE:

CONCLUSIONS (BRIEF):
RECOMMENDATIONS (BRIEF):
DEPARTMENT NUMBER!

Qualities of the Letter of Transmittal

The important qualities of the letter of transmittal are concise-
ness and straightforwardness. Salesmanship, persuasiveness,
and originality are characteristic of many letters, especially when
the investigator knows that the client respects his judgment and

Fire:
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expects him to draw his conclusions carefully and then to present
them in convincing fashion.

As is true in any good business letter, the impression made by
the letter of transmittal depends to a large extent on the general
tone. A natural, dignified, conversational tone is best in all but
the most formal or technical reports, for such a tone impresses
the reader with its quiet dignity.

May I call particular attention to those sections that deal with the
transportation facilities and the labor supply? The proposition made by
the B & X railroad seems to be a good one.

Although it has taken slightly longer than was estimated to prepare this
report, it was necessary to wait for an offer from the railroad.

The exaggerated tone of the following causes the reader over-
zealously to scrutinize every point in the report because he recog-
nizes the prejudiced and partial position of the writer:

Come to Lima and enjoy the highest success in manufacturing shoes.
The high quality of the people will be reflected in the work that they turn
out. The people of Lima are energetic and industrious, ready and willing
to give their best for their employer.

The Lima Chamber of Commerce is extremely happy to present this
report for your consideration.

Another tone to avoid is the defensive. Assuring the reader
that the data are “unbiased” or “unprejudiced”’ secms to defend
the report, open it to question, and weaken the writer’s judgment.

One characteristic of the letter of transmittal is that, with
the exception of the identification element, it does not have a
definite introduction, as does a business letter. With the possible
exception of a brief statement of recommendations, which are
not strongly urged, neither does it have an ending that attempts
to secure action.

A letter of transmittal, like a good business letter, may be said
to have a central selling point. This central point is what the
reader wants to know, what is of most absorbing interest to him
in the body of the report, or what he wants to know that does not
appear in the report, although it has a direct bearing upon it.
Persuasiveness is largely achieved by building the letter around
one or two significant facts, the better to gain acceptance for
those facts.

Letters that are dictated, unless handled by a master, are fre-
quently lacking in organization and consequently in those quali-
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ties of salesmanship that are needed to enable the transmittal to
make the proper impression. Routinism causes such letters to
lack adaptation.

Tone

The tone of the letter of transmittal depends upon the formality
and extent of the report. However, it is not unusual, even in
rather formal reports, to find the first person used. While the
transmittal may have personality and oceasionally some warmth,
1t is basically a dignified, businesslike document.

Form

The form of the letter of transmittal is usually like that of any
business letter, unless it is being used as a synopsis. In that case,
side or center headings are employed to break up the solid reading
matter and to make the main heads stand out more clearly.

Letter of Transmittal!

DeAR MR. EARLY:

As you requested, we made a brief study of the educational and
training activities of the Blank National Bank for the purpose of
appraising their adequacy and effectiveness and of outlining any
further steps in a training program which are desirable.

We have outlined briefly a long range and rather comprehensive
employce-training program which we think should be adopted. It
is not our thought that all of these training activities would be car-
ried on during any one year. They would be so scheduled from
year to year as to provide a well-balanced training program and
provide also for the amount of training work each year which it
was felt would not be burdensome to the bank or to the employees.

We have also pointed out the principles and methods which we
think should be followed in carrying on training work within the
bank. It isimportant in this connection that training groups shall
have their meetings carefully scheduled in advance, that the
materials prepared shall be adequate, and that the training courses
shall provide for continuity of thought and progress in the con-
sideration of subjects applying to the various fields of training.

We shall be pleased to participate as may be required in con-
sideration of the proposed training program, in the preparation of
materials, or in the actual training work.

Yours very truly,

1 Business Research Corporation, 79 W. Monroe St., Chicago.
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Letter of Transmittal!

The President,
The White House.
My pgar MR. PRESIDENT:

We have the honor to transmit herewith a Report on the Distribu-
tion of Consumer Income in 1935-1936, prepared under the direc-
tion of our Industrial Committee by Dr. Hildegarde Kneeland and
her staff. This report provides the first estimates in this field
based on a nation-wide canvass of family incomes. These esti-
mates have been developed from data on over 300,000 families
obtained through a Federal Works Project on the study of con-
sumer purchases conducted by the Bureau of Home Economics and
the Bureau of Labor Statistics with the co-operation of the National
Resources Committee.

The report provides for the first time an authoritative, broad,
national picture of division of income among the American people.
The facts disclosed are significant not only to businessmen con-
cerned with the market for consumers’ goods, but also to all citizens
concerned with problems of economic opportunity in a democracy.

Sincerely yours,

Harry H. Woodring, C. V. McLaughlin,

Secretary of War Acting Secretary of Labor
Henry A. Wallace, Harry L. Hopkins,

Secretary of Agriculture Works Progress Administrator
E. K. Burlew, Frederic A. Delano

Acting Secretary of

the Interior Charles E. Merriam
R. E. Patterson, Jr. Beardsley Ruml

Acting Secretary of

Commerce Henry S. Dennison

Replacing the letter of transmittal sometimes is found the
official certification of the company making the investigation.
This may be formal—almost legal in tone and phraseology when
introduced in a perfunctory manner—or it may be enlarged to
cover many of the points of the regular letter of transmittal,

The following survey represents the findings of the J. R. Smith Company,
a neutral engineering firm, which made an impartial investigation and com-
piled its report in collaboration with the owners,

1 Consumer Incomes in the United States, National Resources Committee,
August, 1938,
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This survey provides definite, reliable, and unbiased performance data on

which the selection of materials and equipment may be safely based.

It

has been approved in writing by a responsible executive in the owner’s firm.
The J. R. Smith Company hereby certifies that the facts and figures are

correct to the best of its knowledge and belief.
Illustrations of Tone and Style in Letters of Transmittal
To the POLICYHOLDERS:

I present to you today the record of the accomplishment of your
company during the year 1939. That record is a satisfactory one,
and the close of the year finds the institution in sound condition.
Our earning power, in spite of the limited investment opportunity
of these times, is more than adequate to fulfill all contracts falling

due and to make the necessary provision for the future.

To BLANK EMPLOYEES:

Once a year it is the custom of most corporations +o issue annual
reports. These reports show the results of the year’s business; that
is, the sales, expenses, and profits and summaries of the company’s

properties.

Until comparatively recent years such annual reports were pre-
pared only for the stockholders of corporations. Even though
many employees are stockholders of the corporation for which they
work—thousands of our employees are Blank stockholders—it has
come to be appreciated by corporation managements that employees
should have the fullest opportunity, along with stockholders and

others, to examine the summaries of corporation business.

Last year, therefore, I addressed a special report to all employees
containing a summary of the 1938 business. The reaction to that
report was so favorable that another has been prepared for

employees covering the company’s 1939 fiscal year.

To the STOCKHOLDERS:

The Company’s trade during 1939 increased substantially. This
was due to increased farm income, the need for replacement of farm
implements, the introduction of improved machines, and the
‘increased demand for the new line of motor trucks and for the other
products designed for industrial uses. A comparison of 1938 and

1939 sales is as follows:

To the STOCKHOLDERS:

The check enclosed represents a dividend of 10 cents per share as
declared by the Board of Directors on February 6, 1939, payable to
stockholders of record at the close of business February 28, 1939.
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Our volume of sales for 1938 was about 15 per cent less than in
1937, but we feel that even this is a very good showing when the two
years are compared for comparable lines and for general business
conditions. Earnings dropped from a net of 92 cents per share in
1937 to 72 cents per share in 1938. The greater part of the drop in
volume and earnings was occasioned by the poor business experi-
enced in the months of May, June, and July.

Prospects for 1939 right now secm excellent. Some of our most
important products and ‘“best scllers”” have been quite radically
improved and are being received by the trade generally, at least,
up to our expectations. Our advertising department has prepared
a very comprehensive new catalogue that is bringing excellent
results and many compliments from our customers.

For several months we have been fortunate enough to sell quite a
substantial amount more than we have been able to manufacture
and it is our hope to increase manufacturing facilities so that these
spurts in business may be handled to better advantage. Several
new products are in process that we hope will enable us to show a
substantial added volume combined with added profits. All
Brown Equipment is modern in design and easily in line with
competition.

We shall be very glad indeed to have any suggestions from you
or to answer any questions you may care to ask. Should you
care to have our new catalogue, write us and it will be mailed
immediately.

In this, my first report to shareholders, I have a mixed feeling of
disappointment and satisfaction. We have gone through a difficult
year. The prices of our products suffered serious declines. As is
explained in previous annual reports, a company like ours must
keep on hand millions of pounds of produects in order to take care
of its nation-wide distribution. As a result of having to carry these
large stocks of goods, we necessarily make inventory profits in years
of rising prices and suffer inventory losses during years of falling
prices.

For this reason our earnings for the year were disappointing. In
spite of inventory losses, however, Blank Company is in a strong
financial position; progress has been made in reducing the cost of
doing business; operating methods have been improved. This is
largely the result of the loyal co-operation of a splendid staff of
employees, from the plant workers to the officers of the company.
And it has been a source of great satisfaction to be associated with a
group having such a large measure of ability and such fine morale.
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The following is an example of a letter of transmittal accom-
panying a private report made to the president of a company.
This is a synopsis type of letter. Names have been changed in
this letter.

GENTLEMEN:

In comparison with bonds of similar security, we believe that the
above issue presents exceptional value at the present market to
yield over 6 per cent. A study cf the facts leads us to believe that
this bond is materially out of line, and on account of the very strong
security, is unquestionably worth intrinsically its callable price of
105. The principal points are as follows.

1. A well-seasoned security, listed on the New York Stock
Exchange, well regarded and already possessing broad
marketability.

2. Each $5,000 par value of these bonds is secured by not less
than $6,000 in mortgage bonds of the New Jersey Rapid
Transit Corporation and/or Petersburg Power Plant Corpo-
ration.

3. A cumulative sinking fund is sufficient to retire before maturity
the entire present issue of*bonds by purchase in the market
up to 105 or by call for redemption at that price.

4. Earnings applicable to pledged collateral are over twice inter-
est and 1.85 times combined interest and sinking fund require-
ments on S-L-T 6s, which earnings are being accomplished on
a 5-cent fare.

5. The Cityof .......... has over $170,000,000 invested in the
rapid transit lines operated by the New Jersey Rapid Transit
Corporation, the service on which is junior to an amount
substantially in excess of the service on the New Jersey Rapid
Transit bonds.

In view of the strong mortgage security and the adequate pro-
tective provisions for future issues (in case of additional construc-
tion), and the already established and steadily increasing earning
power on a 5-cent fare, we believe these bonds are a very attractive
purchase at the present market under par, from the standpoint of
income as well as possibilities of appreciation.

Very truly yours,
Smita, Brooks & Co.
Investment Department

This letter of transmittal from a department head to the gen-
eral manager is typical.
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DEar Sir:

We have made a study of the wiring-inspection methods as a part
of an assigniment received from Mr. Smith to suggest ways and
means of reducing utilization expense.

Our study of the inspection methods shows that the number of
inspection calls could be considerably reduced without delaying
service or easing up on requirements.

We ure submitting suggestions for reducing the number of inspec-
tion calls, and while it is difficult to estimate the saving that might
be effected, we believe that the calls could be reduced to a point
where the saving would reach $3,500 a year in districts C and D.

We shall be glad to discuss the report with you and render any
assistance you may desire in the introduction of the suggested
changes.

Yours respectfully,

LETTER OF APPROVAL

In a strictly formal report of a public nature or in a report for
which an exccutive holds the responsibility while a subordinate
actually performs the work, either the report is given official
sanction in the form of being countersigned, or it is accompanied
by a letter of approval. In the second case, which is common in
routine work, a space is left on the title page or at the lower left-
hand corner of the letter of transmittal, where the executive in
charge signs with the subordinate. If any revision is made, it
may be indicated before signing.

If the executive wishes to add some general comments in his
transmittal, he may do so in a complete letter of approval. This
letter is usually formal.

Routine approval takes approximately this form:

Abating the Mosquito Nuisance
REPORT FOR: b A. R. Sims, President
REPORT BY: Alfred E. Richey, March 24, 1939
Engineering Division
REVISED BY
or J. R. Long, Gen. Mgr. March 30, 1939
APPROVED BY

Or it may be incorporated in a brief synopsis.

Investigation Case No. 274

Sursecr: Leather Goods in the United States.

OssEct: 1. To make a brief general survey of conditions affecting the
leather industry in the United States, and
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2. To determine the truth or falsity of a rumor that the English
and German manufacturers of leather goods are trying to form a
combination to control the price of the products imported into
the United States.
ReEQUESTED BY: A. M. Jackson
Compiled by: C. W. Smith

Approved:
Purchase Engineer
Noted by:
Asst. General Purchasing Agent
Division Buyer
Routed to:
L. L. Bodach W. H. Stout
G. R. Cook G. Gore
Copies to:
H. W. Leonard T. J. Schlitt

R. W. Mayer (2 copies) R. W. McMichael.

A note of approval from a superior officer will often help a
report to get proper attention.

Mgr. J. M. JoNES, PRESIDENT:

This report is the result of an investigation assigned to Mr. J. R.
Smith by the Board of Directors in December, 1939.

It was recognized at that time that progress in our field was
limited until we could establish certain facts. This meant a long
and arduous task, but the results, it seems to me, are well worth the
time, effort, and expense.

I have worked closely with Mr. Smith throughout this investiga-
tion, and I believe that he has presented a clear, impartial picture
of the situation. I recommend the report for your consideration.

(Signed)
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WRITING THE ELEMENTS OF THE REPORT (Continued)

(Table of Contents through Synopsis)

I. Table of Contents—II. Table of Charts and Illustrations—III.
Foreword or Preface—IV. Acknowledgiment—-V. Synopsis: A. Termi-
nology; B. Purpose; C. Use; D. Content; E. Length; F. Arrangement.

TABLE OF CONTENTS

Reports that are morc than threc or four pages in length, or
that are divided into more than three or four parts, should include
in a table of contents a list of the main heads covered. In short
reports that present only a brief discussion the few heads should
be set out on a page, often without numerals or page numbers.

Investigation of the Marketing of Honey

Summary of Preliminary Investigation
How Honey Is Marketed in Louisville
Manufacturers
Retail Markets
Retail Prices
Quantity

In the long report, however, the table of contents should be
detailed, so that the reader can get an idea of its entirety and
development and can turn to any one section with the least
possible inconvenience. This last is particularly important after
the report is filed and is to be used for reference.

The table of contents is prepared after the report has been
completed so that the page numbers are available. It follows the
general form of the last outline prepared before writing, but it
takes into account any changes that are made in the actual writ-
ing. Different subheads should be arranged according to their
value in relation to main heads, the latter being subdivided three
or four times in elaborate reports. A uniform system of number-
ing should be used so that the reader will know the relative
importance of each head by the designation. The use of different
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