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Manheimer, We found that prejudiced
persons scem to be of two kinds: (1)
People whose aggression is general—
almost “free-floating”; and (2) People
who channel their aggressions against
a particular group. Additionally, we
noted two very different types of anti-
Semitism. On the one hand, we found
it in an unrestrained state among the
lower-income, poorly educated people.
On the other hand, prejudice in the
better educated groups is not only
“politer” and better rationalized, but
it seems to differ in kind as well as in
degree.

Tue CHArMAN: Now that the panel
members have outlined various aspects
of community research, I'd like to turn
this session into a sort of Ways and
Means Committee and get a show of
hands on some questions. Is local poll-
ing a good idea? In cities of a certain
size is it useful to have continuous local
polling? (The show of hands was
unanimously in favor.)

Now, if it is a good idea, through
what agency should it be done—news-
papers, universities, or special groups
or agencies? But first, let’s ask this,
what is the minimum budget on which
such a survey can be run in a town of
approximately 250,000 inhabitants? (A
count of hands showed that no one
thought it could be done for less than
$5000; 6 thought it could be done for
$10,000 or less; 5 said $15,000; 12 said
$20,000; 9 said $25,000; 2 said $30,000;
and 3 said more than $30,000.)

The largest number think it could
be done for $20,000 a year. That is a
modest figure in terms of the amounts
spent for other services. But the ques-
tion then arises as to who should pay
for it. Manufacturers are not interested
in the growth of the community, but

they should be interested in conditions
which promote a healthy labor market;
what happens to the worker while he’s
away from his job is important in de-
termining what he does on the job.
Merchants are interested in the growth
of the market. Social agencies and tax-
ing bodies have to justify themselves.
It would seem that all these groups
should share the cost.

JuLian Woopwarp (Elmo Roper): In
the city of Louisville we are conducting
a series of polls sponsored by the mayor
and paid for by the city. Last spring
we made a study of tax issues, and we
have just recently made a survey to
find out what people think of their
school system and to learn how they
react to certain policies of the school
administration. One of these latter is
the question whether the sexes should
be segregated in the high schools. This
is an example of a city using polling
techniques as a regular adjunct to city
administration.

Epwarp SucHMaN: It would be a big
mistake to approach local governments
to set up a Research Bureau which
would attack only administrative prob-
lems. Polling should include research
on all aspects of some community prob-
lems.

Tue CHAIRMAN: As a matter of prac-
tice, when a polling agency is set up it
usually develops into a general statis-
tical and social research department.

Raymonp Franzen (New York City):
Although an analysis which stems from
the local situation must be accom-
plished, it is important to study the
differences between communities. For
this we need some sort of coordinating
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council, so that techniques, questions,
and scales can be correlated.

Preston Varmen (Fisk University):
Fisk University operates a service bu-
reau on inter-group problems using
general community survey techniques.
In order to have the residents of the
community participate in the discovery
of conditions and to encourage local
responsibility for needed improvements,
we rely largely on a self-survey tech-
nique; we don't go into any city on our
own initiative, but only on the invita-
tion of a local agency. Then citizens of
the community are involved in every
step. First we set up an advisory citi-
zens' group, with a chairman—and
special committee chairmen in special
areas, such as housing, education, labor
and management relations and so forth.
Following that, Fisk specialists meet
with planning committees and design
a questionnaire for each area. This
questionnaire is approved by the plan-
ning committee responsible for the area
it covers before it is used. All inter-

viewing is done by volunteer workers,
and clerical assistance is provided by
sponsoring groups. The material is then
assembled and analyzed by Fisk. Spe-
cialists take the analysis back to the
committee and conferences are held on
what to do about the findings. Fisk’s
work ends at the point of recommenda-
tions. In three surveys completed so far
the recommendations have resulted in
constructive action.

Tue CHAlRMAN: We have seen that a
very large amount of opinion research
on local problems has been done, and
that most surveys can profit from con-
suling the work of similar surveys
completed in other communities. Per-
haps it would be helpful to establish a
central registry which researchers could
consult to find what types of work have
been done and are being done in this
field.

(Numerous participants agreed that
such a central registry would be useful,

and the meeting was adjourned.)

ACADEMIC AND NON-ACADEMIC RESEARCH—
DISTINCTION AND INTER-RELATION*

(Tuesday, September 14, 1948)

Chairman: William A. Lydgate, American Institute of Public Opinion.

Participants: Clyde W. Hart, National Opinion Research Center; C. T. Smith,
American Telephone and Telegraph Company; David B. Truman,
Williams College; Paul Stewart, Stewart, Dougall, and Associates.

THe Cuamman: Practical pollers have
often felt that academic critics don’t
come to grips with the real problems
of opinion research. There is, however,
much healthy criticism coming from
both camps. Our purpose here today is
to try to find a common ground for our

work, and to take advantage of the fine
thinking now coming out of the uni-
versities,

In particular, I would recommend
the following specific problems for the

® Reported by Helen Crossley, Opinion Re-
search Center, University of Denver.
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universities to consider: (1) Turnout—
who will and who will not vote in elec-
tions. The perfect system of question-
ing to predict turnout has not yet been
discovered, but turnout is an important
aspect of political behavior. (2) Causes
of non-voting in the U.S—whether be-
cause of sociological, educational, or
other factors, voting in the U.S. is
shamefully low. In the recent election
in Italy, 8o per cent of those eligible
voted; in South Korea, go per cent; in
France, 8o per cent. In the United States
in 1940, 63 per cent of eligible citizens
over 21 voted; in 1944, 55 per cent; in
1946, only 38 per cent. There have been
no thorough studies of this problem
since the ones made by Merriam and
Gosnell some twenty years ago. (3)
Aptitude 1est for interviewers—who
would or would not be a good inter-
viewer. Such a test would be of great
value to all opinion research.

Cuyoe W. Hart: Later speakers, I
hope, will tell us how academic people
can best supplement and criticize the
work commercial people are doing. But
it would be difficult to set limits to aca-
demic research; what academicians do
may not always scem relevant, but in
the end it may have great utility.

Here are some ideas for discussion
on the role of a research organization
affiliated with a university. These sug-
gestions are given as rules of thumb, or
guides in designing research programs
—they are not necessarily descriptions
of what NORC now does:

1. University research should be con-
cerned with problems which contribute
to knowledge, particularly in the social
disciplines. A university agency, in gen-
eral, hasn’t any business accepting
purely service jobs where the methods
and techniques are well known. These

should be left to the business depart-
ments of commercial organizations.
Furthermore, there are many areas of
ignorance which we ought to be work-
ing on. The fundamental question to
be asked is: Does this job promise any
substantive or methodological contribu-
tion 1o the general fund of knowledge?

2. Universities should not ordinarily
be concerned with projects, but with
programs, where each specific project
defines variables more precisely, checks
hypotheses developed, builds on previ-
ous projects, or suggests subsequent,
more refined projects within the con-
tinuing program.

3. Universities should not accept
studies that cannot lead to full and
complete publication of the results.
Such a restriction would keep us out
of many jobs we have no business in.
Of course, there would have to be some
cxceptions; for example, an NORC
market research job for the University
of Chicago to pay for our board and
keep.

4. University research organizations
ought to accept and abide by the prin-
ciple of “open covenants openly arrived
at.” Every job done should be thor-
oughly cleared through the sponsoring
University.

C. T. SmrtH: According to Webster,
the word “academic” means pertaining
to an academy, college or university; it
also means formal or theoretical, as
opposed to practical. This definition
doesn’t ring true to me, because com-
mercial people can no more insulate
themselves from theoretical problems
than academic people can from prac-
tical ones.

Research has an important place in
the work of the Bell System. The re-
search unit of the parent company, the
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American Telephone and Telegraph
Company, has three main functions:
(1) To advise and consult with the
operating companies: (2) To conduct
pilot studies and experimental works;
(3) To carry out studies where system-
wide results are wanted. The research
is to answer such questions as: What
does the public think of telephone
service? How effective are activities
designed to keep the public informed
about the business? What is the market
for telephone service and how is service
used?

Our basic job is a practical one—to
aid in the economic and efficient opera-
tion of the telephone business by sup-
plying facts to supplement operating
judgments. This emphasis on the prac-
tical means that methodological work
must have a practical objective, which
is probably true cf most business or-
ganizations. The universities’ role is to
develop methods and principles which
can be applied in many situations. Some
problems we meet we cannot solve our-
selves. For example: (1) What are the
reasons behind public opinion regard-
ing a company and its service? (2)
What is the effect of specific public
relations activities in increasing knowl-
edge or goodwill or changing public
habit? (3) What is the validity of ex-
pressed opinion in terms of behavior—
the relation between answers to atti-
tude questions and actions?

There is a tremendous overlap be-
tween the interests of academic and
non-academic workers. It is therefore
pertinent to inquire what can be done
to promote the free exchange of ideas
and to work out ways of exploring
problems of mutual concern.

For one thing, commercial people
have in their files much material which
might be of interest to academic people,

and which could probably be released.
Sccondly, commercial concerns might
add something to their studies to cover
matters of methodological significance.
Or, thirdly, we could all get together
and work out projects to cover both
content and method.

We are in the early stages of opinion
measurement, but much progress is be-
ing made. Close cooperation between
academic and non-academic agencies
scems essential to continued progress

in this difficult field.

Davip B. Truman: An area of agree-
ment seems to be developing this after-
noon, but I believe it may be more
apparent than real. I don’t want to stir
up a controversy, but there are diffi-
culties in actual situations.

I agree that the function of the uni-
versities is to extend the realm of
human knowledge, and that anything
which does not is not a university func-
tion. Academic people could well give
their attention to the problem of non-
voting. (Incidentally, the figure of 55
per cent of cligible voters who cast their
ballots is not necessarily shameful, as
Mr. Lydgate said—it may be no less
healthy than the participation of go
per cent in places where revolutionary
crises might be causing a large turn-
out.) Another possibility for academic
rescarch is the meaning of the term
“public opinion.” The “why” question
that has been mentioned is very im-
portant. So is the historical conception
—to watch developments and supple-
ment the journalistic preoccupation of
agencies which concentrate on “news-
worthy” events.

A dividing line is not easy to draw,
except for some obvious cases, such as
a university doing a study on the mar-
ket for a certain brand of soap. It is

9T0Z ‘8 YoLe |\ U0 Ss300Y Joquis N HOd VY e /BJo'seulnolpioxobod,/:dny wouy pspeojumoq


http://poq.oxfordjournals.org/

826 PUBLIC OPINION QUARTERLY, WINTER 194849

especially difficult on matters of meth-
odology, since pure methodological re-
search occurs relatively infrequently.
Research on methodology usually is an
outgrowth of particular problems. Be-
cause of the lack of clear distinction
between the two types of agencies and
their work, the possibility of hard feel-
ings is likely to remain.

PauL Strewart: Both academic and
non-academic researchers certainly have
a great deal to contribute. Commercial
research organizations should feel obli-
gated to provide material for academic
research wherever possible, There is
an abundance of information available
which could be used for laboratory pur-
poses without harming the interests of
clients. With safeguards, many clients
could be convinced that rescarch ma-
terials could be re-analyzed from the
methodological standpoint to make a
real contribution to research in general.
Case materials for use in teaching could
be provided in this way, as is already
being done in the American Marketing
Association. The impetus and initiative
for such contributions must come from
the commercial organizations, because
the academicians do not know of the
existence of most of this material,
Whether 35 or 40 per cent of the peo-
ple in New York City like their tele-
phone service or not is not the point—
but how the study was done and how
it differs from others is important.
Another possibility for joint action
is a student training program similar
to that now provided to NYU and
CCNY students, giving them part-time
experience and practical “know-how.”
Credit might be arranged, especially
for graduate students, for work done
in commercial research organizations.

The situation is not that of two sides
irreconcilably  opposed.  Universitics
should not compete with commercial
organizations, but they certainly can
attack problems of a local community
nature. I'm not nearly so much dis-
turbed as Mr. Truman is on this score.

Crype W. Harrt: I think that the sub-
stantial contributions made by the uni-
versities should be made available to
commercial agencies. But a commercial
group has every right to set up purely
experimental work if it wants to.

Community projects are sometimes
the most desirable type of academic-
non-academic cooperation. The Social
Science Research Council studies on
attitudes and consumer wants provide
an example, and projects done through
Columbia, NORC, Princeton, and Cor-
nell have all been weighted heavily
with people drawn from the com-
mercial field.

I am convinced that the old suspicion
is gradually dying away. At the Central
City conference we were all close-
mouthed and isolated; but now we lay
our problems out quite openly.

C. T. Smurn: There is certainly a large
area of agreement, but there may be
some question when it comes to a spe-
cific project. However, if we agree in
principle, we may be able to work out

the details.

Paur Stewart: I don’t think any of
us should be all things to all people, and
each group should carefully delineate
its own field of activity. A review of the
types of academic resecarch now being
carried on would be a great help to
everyone. The idea is to push the fron-
tiers of knowledge ahead so we will
all do a better job.

9T0Z ‘8 Yo£e |\ U0 SS300Y Joquis |\ HOd VY e /Blo'seulnolpioyxobody/:dny wouy pspeojumoq


http://poq.oxfordjournals.org/

PUBLIC OPINION RESEARCH CONFERENCE 827

H. H. Remmers (Purdue University):
There is a real problem in deciding
what jobs to accept. Some years ago a
large chain store wanted to set up fel-
lowships for the purpose of finding out
public attitudes on a bill then under
discussion to regulate chain stores.
They were afraid that commercial poll-
ers would have given the answer they
thought the chain stores would want.
Four methods of surveying were tried:
(1) Mailed questionnaires to be re-
turned (these gave about a 10 per cent
return), (2) Mailed questionnaires en-
closing a quarter (these got about a
go per cent return), (3) Mailed ques-
tionnaires promising a quarter if re-
turned (these got about a 40 per cent
return), and (4) Personal interview-
ing. The differences in the results ob-
tained by these various methods were
not great. This problem was both prac-
tical and theoretical, and therefore we
finally accepted it.

Richarp W. Ditrmer (Opinion Re-
search Corporation): University
agencies may need some outside work
to help pay their bills. There is also the
problem of personalities and personnel.
Since the universities are training many
people who intend to go into com-

mercial work, the commercial agencies
could contribute much-—for example,
raw data used for a client’s report to
give students practice in handling mate-
rial and meeting commercial problems.

Davip Twuman: This is now being
done at Williams College with material
contributed by Elmo Roper.

Joun W. Rumey (Rutgers University
and Market Research Company of
America): I am one of the increasing
number of people who divide their
time and have both interests simul-
tancously. I think the progress AAPOR
has made in bringing the two groups
together is very heartening; perhaps
the main purpose of the organization.
Probably there is no one here who is
not engaged in active resecarch—plain
theorists just don’t exist. Academicians
can’t make surveys without practical
application, even in the ‘“drainage,
drunkenness and divorce” category. I
doubt that any university takes projects
without methodological possibilities.
My suggestion, perhaps a radical one,
is that commercial agencies could adopt
somewhat the same principle, and add
a certain percentage to the cost of each
survey for methodological exploration.

CURRENT ACTIVITIES IN MASS COMMUNICATIONS
RESEARCH

(Wednesday, September 15, 1948)

Chairman: David Wallace, Time, Inc.

Participants: Bernard Berelson, University of Chicago; Douglas Williams, Fred
Rudge, Inc.; Samuel Northcross, Audience Research Institute.

Tue CuairMan: The field in which
mass communications research operates
is so large that our round table can

cover no more than portions of it today.
As a backdrop for the discussions, we
might remind ourselves that communi-
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cation implies both transmission and
reception. If the material transmitted
is not received there is no communica-
tion. Also we may consider “mass” as
referring to groups of more than two
persons. Our subject includes not only
the physical processes and instruments
of communication but the psychological
aspects of individual reception. Since
every member of an audience reacts dif-
ferenty to a given stimulus, we have
an infinite number of degrees of re-
ception. Semantics is in the problem.
We must also study the motivations
that have caused people to be a part of
a particular communications audience
—why they are reading, listening, or
looking.

This is a brief delineation of our topic
area. The three participants in this
round table will report on their ex-
periences in three sectors of it.

SamueL NorTHcross: My remarks this
morning concern the fast-moving tele-
vision industry. Audience Research be-
came involved in the field in the course
of preparing a book on it, and the speed
with which such a treatment becomes
out of date is indicative of the fast pace.

As yet television has offered only
limited commercial opportunities in
terms of mass markets, when compared
to other advertising media, and there-
fore funds available for research in it
have been limited. The networks are
doing some, and the Broadcast Meas-
urement Bureau has a television com-
mittee. This committee has attempted
to coordinate information on the num-
ber of sets in operation, but has had
trouble obtaining accurate figures. At
present the best estimate is approxi-
mately half a million sets. It is also
believed that the home audience is be-
coming more and more important for

television, as the bar and grill audience
gradually reaches a saturation point.

Audience Rescarch has been study-
ing television along two lines: (a) Con-
sumer reaction to television advertising,
and (b) Audience reaction to various
types of programs.

With regard to the first subject of
study it can be said that the qualities
of sight, sound, and motion combine
to make television an unusually effec-
tive advertising medium.

When it comes to audience reaction
to television programs, it was at first
widely assumed that the novelty of the
medium was such that people would
accept almost any program uncritically.
Preliminary research indicates that this
is not the case. Panels of reviewers
registering their reactions with record-
ing dials graduated from “like very

much” to “very dull” show wide dis- -

crimination. Testing several consecutive
programs on one Monday night, it was
found that a newsreel scored very high,
but a female singer very low. A short
subject on sports showed a fair degree
of interest (the audience was 6o per cent
women), and a male singer received a
low score. An educational program, a
coin quiz, and a “hangman’s” game
were all dull in the opinion of the
panel, but a skit about Francis Scott
Key scored fairly high.

By way of comparison, the reaction
of the panel to a motion picture showed
a fairly high degree of sustained in-
terest. The comparison is not really a
fair one, however. A motion picture
represents an expensive and carefully-
created production. The usual television
producer, on the other hand, must put
on a show every week, with an invest-
ment of from three to four thousand
dollars per week. There are more ex-
pensive shows, of course, but this is

9T0Z ‘8 Yo£e |\ U0 SS300Y Joquis |\ HOd VY e /Blo'sfeulnolpiosxobody/:dny wouj pspeojumoq


http://poq.oxfordjournals.org/

PUBLIC OPINION RESEARCH CONFERENCE 829

about the average. These costs are ex-
tremely low, even when compared with
AM radio programs.

Evaluating television as entertain-
ment, we find that it falls desween the
motion picture and the ordinary radio
in the opinion of most audiences.

It is extremely difficult to sclect rep-
resentative panels to test television pro-
grams. Some research in television
homes has been done, but the sampling
problems here are serious, because of
the low percentage of homes having
television at the present time. Results
so far, however, show little difference
between the results obtained from
measuring the reactions to television
of persons in public gatherings and
those obtained from research in homes.

Stratovision—transmitting a televi-
sion signal from a high-flying airplane
—gives a prospect of increasing greatly
the range of the television signal. This
method was used in the Louis-Walcott
fight, and consequently the areas of
transmission were greatly enlarged. The
total audience was measured at 7,100,
000 of whom approximately one million
saw it from the street, looking through
the windows of establishments having
television.,

Doucras WiLLiams: This report con-
sists of a case history in a very different
field—Army morale rescarch in the
Mediterranean theater. I go back to
this case history because it represents
a technique which has considerable
potentialities but is now little used.
Toward the end of the war, infantry
replacements in the Italian theater be-
came so scarce that the Fifth U.S.
Army was forced to retrain many truck
drivers, clerks, etc., for combat duties.
This led to high casualties and poor
morale, and the Research Branch of the

Information and Education Division
suggested that a carefully prepared
“combat tips” booklet might assist in
remedying this situation. Army au-
thorities agreed to the plan, particularly
because only two weeks would be
needed for the complete job to be done.

To gather material for the booklet,
the Resecarch Branch detailed two of-
ficers and two enlisted men to inter-
view veterans of the firing line. The
interviews made use exclusively of

-general, openend questions, such as

“What did you have to learn about
combat the hard way?” After two days
of intensive interviewing along these
lines, the data acquired was put on
cards, with one idea to a card. Then
the ideas on the cards were taken to
another sample of frontline soldiers,
and it was ascertained which ideas were
the most wnanimous and which the
most intense. In both these sets of in-
terviews, the group method was used,
with three or four men being ques-
tioned at once. This usually resulted
in a pattern where one man would
suggest an idea and the others would
develop it further.

The most unanimous and intense
ideas were then arranged in book form,
with illustrations by Mauldin. Little
rewriting was done, and the final form
of the book followed closely the orig-
inal expressions of the respondents.

Two days before new men went into
combat they were given copies of the
booklet. While no systematic survey
of its effectiveness could be made, there
were a large number of reports that it
was of immediate and direct use, and
after the end of the campaign it was
used in training troops who were to be
transferred to the Pacific theater. As
far as could be ascertained, the use of
original data in this form was far
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more effective in gaining the attention
of green troops than any similar ma-
terial available.

Bernarp BerersoN: When we deal
with any of the mass media, we en-
counter the notion of “audience.” This
notion is difficult to define precisely.
For instance, is a person who listens
to the radio fifteen minutes a day part
of the radio audience? How many
items in a magazine must a person
read in order to qualify as a member
of the magazine audience? We must
draw an arbitrary line somewhere, but
this still leaves possibilities for wide
variations within any given audience.
To represent the audience of any
medium graphically, we can show the
number of persons involved on one axis
and the amount of exposure on the
other axis. For instance, we know that
the first 10 per cent of the radio au-
dience does 30 per cent of the listening,
the next 10 per cent only 15 per cent
of the listening, and so on. This graphi-
cal representation will give us what
might be called the curve of concen-
tration for that particular medium.
On the basis of such data as these,
we may form a hypothesis that the
larger the audience the less the concen-
tration of exposure and the smaller the
audience the higher the concentration
of exposure. Thus, go per cent of the
population listen to the radio, but their
degrees of exposure show a very wide
spread; a large number of people pro-
vide 80 per cent of the listening au-
dience. In the case of books, however,
a faitly small number of people account
for 80 per cent of book readership.
Thus there is a hierarchy of concentra-
tion in the various mass media corre-
sponding to the extent of exposure.
We may usc this concept of concen-

tration to differentiate the marginal au-
dience from the central audience. The
same characteristics which differentiate
the audience of any medium from the
population in general are present to a
greater degree in the central audience
of that medium than in its marginal
audience.

When we study overlapping of vari-
ous audiences, we may find that the
central audiences for books and maga-
zines tend to overlap more than the
marginal audiences. The central audi-
ence weighs heavily in determining
the composite picture of the total au-
dience. The few give the exposure pic-
ture to the many.

WiLLiam A. YoerL (New York City):
Reading, looking, and listening are all
parts of living habits. Therefore, it is
important for the rescarcher who wants
to know why people choose to expose
themselves to a particular type of com-
munication to try and correlate the
circumstances of exposure with living
habits. For instance, we know that
many women do not listen to soap
operas when doing their laundry. Only
a low percentage can identify an ele-
ment in the program,

Bernarp Bererson: This problem is a
particularly thorny one, since little
work has been done with respect to
the psychological characteristics of vari-
ous audiences, and many inferences are
possible from the facts we know.

Jane Sueparp (Washington Surveys):
The concept of fixed loyalty is a useful
one in analyzing media audiences. For
instance, in the District of Columbia
two newspapers have audiences which
correspond fairly closely in their social
and economic characteristics. But when
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these people have to drop one of the
papers, then they retain the one the
central audience of which corresponds
more nearly to their socio-cconomic
status.

Bernarp BereLsoN: This phenomenon
is similar to that found in the Sandusky
study of voting reported in The Peo-
ple’s Choice; many voters reverted to
the party which represented their so-
cio-economic characteristics most accu-
rately. Perhaps condition applicable to
political loyalty is also found in the
definition of the central audience.

THe CHAmMAN: Another example of
facts which need further psychological
interpretation can be found in the field
of magazine reading. We know most
of the economic and occupational char-
acteristics of readers, but we don’t
know enough about why they read—
what motivations and gratifications
make them readers of a particular

magazine.

Raymonp Franzen (New York City):
In relating behavior to media exposure,
it is difficult to separate out any one
item of behavior, since many behavioral
characteristics are interrclated in a man-
ner which is often impossible to deter-
mine. For instance, a person may listen
to program X because he uses appli-
ance Y; or he may use Y because he
listens to X; or else it may be that both
these types of behavior are characteristic
of social group Z.

WiLLiam Revnorps (National Broad-
casting Co.): There is some question
whether we can lump “concentrated”
media, where 5 per cent of the popu-
lation account for a large portion of the
exposure, with media which include
as much as 20 per cent of the popula-

tion in their central audience. Is it
really useful to describe both of these
as “mass” media?

Beanarp Bererson: That depends
again on the definition of “mass” as
well as on the unit of measurement
being used. Unless we are willing to
accept time as a measure for exposure
to both media, then it is very difficult
to compare them.

WiLLiam A. Yoerr: Very often inter-
relations between various types of ex-
posure can be found and then cor-
related with the personality type. For
instance, we charted the amusement
habits of a divorced woman and found
that she avoided all radio, magazine,
and film items which used the triangle
theme.

Jouw F. Mavoney (The Reader’s Di-
gest): We have tried testing the effect
on readers of articles in The Reader’s
Digest, some of which may have pro-
duced swings of opinion. These experi-
ments were made with attitude ques-
tions tacked on the end of readership
questionnaires. For example, 73 per
cent of our readers said they favored
compulsory military training the month
before an article appeared on the sub-
ject. The month after the article ap-
peared 55 per cent favored it, while
AIPO Surveys showed that there was
little change in the opinion of the
general population during the same
period. On the other hand, an article
promoting military aid to China showed
no change in reader attitudes. We don’t
know whether the changes we have
noted are lasting in any degree.

Beanarp Bererson: This problem of
measuring effect is particularly difficult.
Conversion is often a long, slow proc-
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ess, and involves much more than a
single article or other stimulus. We
must look at the whole context within
which attitude changes occur, and then
try to gauge the effect of the various
stimuli which are involved. In the ex-
ample cited, there may be several tech-
nical difficulties.

Ravmonp Franzen: There is also a
particular danger of bias involved in
measuring the effect of single maga-
zine articles, since those whose opinions
have been supported by the article are
far more likely to answer than those
who disagreed with it.

Frank Lanc (Association of Casualty
and Surcty Companies): What concrete
evidence do we have that advertising
can in fact change attitudes?

Samuer  NorrHcross:  Considerable
data are available regarding the extent
to which advertising can change at-
titudes. For instance, a houschold
cleanser recently jumped its sales fig-
ures from almost nothing to a point
where it topped the field as a result

of soap opera promotion.

LeBaron R. Foster (Opinion Research
Corporation): Further evidence on the
extent to which advertising changes

attitudes can be gained through “labo-
ratory” tests. We try to make the ex-
periment situation duplicate the actual
situation as closely as possible. If the
stimulus proves effective in the test
situation, we assume it will be effective
in a real life situation.

There is some indication that dif-
ferent media reinforce one another,
Three media of different types, used
jointly, may be more effective than the
same effort concentrated on onc me-
dium. We need better methods to test
the joint results quantitatively.

Neiw DuBors (DuBois & Company):
In studies of brand consciousness, we
have found wide differences within
media and education groups in the
ways in which people absorb trade
marks, slogans, symbols, and other as-
pects of advertising. In other words,
independent of their physical exposure
to advertising, there are differences in
peoples’ psychological accessibility to
the advertiser.

THe CHarMAN: One thing our discus-
sion this morning has shown is that it
is impossible to cover the ficld of mass
communication research in one session.
I hope, however, that most of us have
profited from this exchange of ex-

perience.

MINUTES OF BUSINESS MEETING OF THE AMERICAN
ASSOCIATION FOR PUBLIC OPINION RESEARCH
EAGLES MERE, PENNSYLVANIA—SEPTEMBER 14, 1948

The meeting convened at the Crest-
mont Inn, Eagles Mere, Pennsylvania
at 4:00 p.m. with President Clyde Hart
in the chair.

Since the minutes of the first mecting
of AAPOR held in Williamstown,

Massachusetts had been printed in the
Conference proceedings, they were ap-
proved without being read.

The Secretary reported on the meet-
ings which the Executive Council had
held in the past year, and in the ab-
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sence of Mr. Lucien Warner, Confer-
ence Committee Chairman, gave a brief
report for the Conference Committee.

The Treasurer presented a report of

current financial status of the organi-
zation as follows:

TREASURER'S REPORT—SEPTEMBER 14, 1048

Income

Membership fees 212 members @ $10.00

Expense
Pre-conference
Stationery
Postage
Telephone and Telegraph

Conference Expenses
Programs
Cards
Tags
Eagler Theater rent
Secretary travel and expense

Public Relations Committee travel

and expense
Jean Joyce-fee

Total expense

Balance remaining
Estimated cost of proceedings
Cost of running Association

September 1948-January 1949 (est.)

Estimated balance on January 1, 1949

It was pointed out by the Treasurer
that if the estimates in the report were
correct, the Association might have to
choose between paying for a subscrip-
tion for cach member to the official
journal and defraying the expenses of
printing the Conference proceedings.
Discussion on this point was postponed

$2120.00
$148.70
61.14
211.05
$420.89
$117.50
10.00
31.04
25.00
83.04
80.09
100.00
446.67
$867.56
867.56
$1252.44
530.00
200.00
730.00
$522.44

until the report of the Publications
Committee.

Mr. Hart reported on the grant re-
ceived from the Rockefeller Founda-
tion to be used towards the expenses
of foreign delegates to the meeting of
the World Association for Public Opin-
ion Resecarch. The National Opinion
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Research Center acted as a receiving
and administering agent for this fund.
A committee consisting of Messrs. Wil-
son, F. Williams, and Sheatsley was
set up by NORC to administer it. Mr.
Wilson, reporting for this committee,
said that the expenses of eight foreign
delegates had been defrayed through
use of the fund.

On motion, it was voted that the
Secretary send to the Rockefeller Foun-
dation a unanimous vote of thanks for
the grants received.

For the Publications Committee, Mr.
Cornelius DuBois reported on the meet-
ings of his committee, at which a ded-
sion was made to recommend the adop-
tion by the Association of the follow-
ing agreement with the Public Opin-
ion Quarterly:

“In order to give the Association a
voice in the administration of the
Quarterly, it is proposed that:

1. The Chairman of the Associa-
tion Publications Committee be a
member of the Faculty Editorial
Committee, and be notified of each
mecting seven days in advance.

2. The President of the Associa-
tion and the Chairman of the Asso-
ciation Publications Committee be
ex officio members of the Advisory
Board. (It is noted that, in any event,
a large number of the members of
the Advisory Board are members of
the Association.)

Suggested Editorial Arrangement
“Because of its appreciable past
and current investment in the Quar-
terly, amounting to approximately
ten thousand dollars a year, Princeton
University is anxious to retain the
general editorial policy which has
governed publication of the maga-
zine thus far. It is proposed, there-

fore, that the mast-head of the
Quarterly be altered so as to indicate
that the University retains primary
editorial responsibility, at the same
time that the journal serves as an
organ of the Association. A possible
formulation, based on the text which
presently appears in the mast-head,
is indicated below:
THe PusLic OrPINION QUARTERLY
Editorially sponsored by Princeton
University. Published by Princeton
University Press. Organ of the
American Association for Public
Opinion Research.

THe QUARTERLY is supported solely
by Princeton University, Princeton
University Press, and income from
subscribers and advertisers.

Statements of fact and opinion are
made on the responsibility of the
authors alone, and do not imply an
opinion on the part of the maga-
zine, which is hospitable to all
points of view, provided only that
the material presented helps the
reader to gain insight into the
problems of public opinion. The
American Association for Public
Opinion Research assumes respon-
sibility only for material which is
signed by an officer of the Associa-
tion in his official capacity. The
advisory board listed below is
generous in its assistance and ad-
vice on particular problems, but
is not responsible for policy or the
content of issues.

“It is also suggested, in order to
avoid possible misunderstandings,
that the Quarterly agree to provide
up to four pages in any one issue for
official purposes of the Association
if requested to do so at least six
weeks prior to manuscript deadline.
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This does not mean that additional
space cannot usually be made avail-
able when needed, but only that the
Quarterly may restrict the space to
four pages in the event that prior
editorial commitments have been
made.

“It is understood that, in the ab-
sence of a special arrangement in
each case, official material of the
Association will be sent to the
Quarterly in a form ready to be
printed.

Suggested Financial Arrangements

“It is proposed that the Association
agree to place with the Princeton
University Press a subscription to the
Quarterly on behalf of each of its
members and officers every year. The
University Press will accept such sub-
scriptions at a special rate (for mem-
bers and officers of the Association
only) of $3.75 per annum. This
special rate will apply only when sub-
scriptions are placed by the Associa-
tion. In the ecvent that a general in-
crease in costs should force the Uni-
versity Press to increase its rates to
other subscribers, the rate for the
Association will be increased pro-
portionately.

Start of Agreement

“This agreement will enter into
force when approved by the Faculty
Editorial Committee and signed by
its Chairman, and when signed by
an officer of the Association em-
powered for this purpose.

Termination

“This agreement is provisional,
and may be terminated by either
party six months following written

notification. In the event of termina-
tion, however, all subscriptions to the
Public Opinion Quarterly which
have been entered by the Association
will be allowed to continue until
they lapse, regardless of the termina-
tion date.”

Mr. DuBois moved the adoption of
this recommendation.

Mr. Richardson Wood inquired if
the fee of $3.75 for the Quarterly
subscription would come out of the
ten-dollar dues paid by Association
members, and asked if an additional
assessment would be necessary in view
of the picture of Association finances
previously presented by the Treasurer.

The Treasurer replied that an assess-
ment would probably not be necessary
but that the Association with its present
membership could not stand the ex-
pense of having the Conference pro-
ceedings appear both in the Public
Opinion Quarterly and separately in
mimeographed form. He stated that
the problem could probably be solved
temporarily by waiting until 1949 to
enter subscriptions to the Public
Opinion Quarterly for members of
AAPOR, and that inasmuch as many of
the members probably had subscrip-
tions for 1948 already, perhaps that
would be the best thing to do.

Mr. Williams then asked what the
fiscal year for the Association would be
and was told by the Treasurer that no
decision on that point had yet been
made.

Returning to the discussion of the
proposal of the Committee on Publica-
tions, Mr. Wood asked if there were
any other candidates for the official
journal other than the Public Opinion
Quarterly and was told by the Chair-
man that he did not know of any.
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The proposal for entering into an ar-
rangement to make the Public Opinion
Quarterly the official journal of the
society was then put to vote and
adopted.

Mr. Phillips Davison, who had been
appointed Editor by the Executive
Council of AAPOR, presented a
proposal for the publication of pro-
ccedings of the Eagles Mere Confer-
ence. He said the Association had a
choice of publishing the proceedings
as a separate pampbhlet of 50 pages, the
cost of which would be approximately
$700, or of having an additional so
pages added to the Winter issue of the
Public Opinion Quarterly and dis-
tributed with it. This latter plan would
cost about $s530.

After some discussion concerning
the relative merits of the two proposals
and the availability of reprints of the
proceedings if the second proposal was
adopted, a motion was made to author-
ize the Editor to proceed along the lines
of the second proposal. After discus-
sion, the motion was adopted.

In Daniel Katz’s absence, Mr. David
Wallace of the Nominations Committee
presented for that Committee its slate
of nominations for Association officers
for the coming year. Mr. Wallace out-
lined the procedure employed by the
Committee in arriving at these nomina-
tions, pointing out that the Committee
had observed the Constitutional re-
quircment of a sample poll of the
membership and had in its nomina-
tions conformed to the outcome of this
poll, except where there had been an
undue concentration of officers from
any one firm, or where for some reason
the prospective nominee refused to run
for office. The nominees presented by
Mr. Wallace were:

For President, Paul Lazarsfeld and

Elmo Wilson; for Vice-President,
Herbert Hyman and  Richardson
Wood; for Member-at-Large of the
Executive Council for a three-year
term, Archibald Crossley and Paul
Stewart; for Chairman of the Commit-
tee on Standards, Philip Hauser and
Samuel Stouffer; for Chairman of the
Conference Committee, Jerome Bruner
and John Riley; for Chairman of the
Committee on Nominations, Angus
Campbell and Cornelius DuBois.

In view of the fact that there had
been no additional nominations sub-
mitted by members of the organization
to the Committee in advance of the
meeting, the Chairman declared the
nominations closed, and the Associa-
tion proceeded to ballot on the nomina-
tions. The following were elected:

President, Elmo Wilson; Vice-Presi-
dent, Herbert Hyman; Member-at-
Large of the Executive Council, Archi-
bald Crossley; Standards Committee
Chairman, Samuel Stouffer; Conference
Chairman, John Riley; Nominations
Chairman, Cornelius DuBois.

For thc Committce on Standards,
Mr. Philip Hauser presented the fol-
lowing report:

“The AAPOR on May 19, 1948,
received for consideration a sug-
gested ‘Code of Professional Prac-
tices’ and ‘Standards of Practice to be
Used in the Reporting of Survey
Results” These proposals were pre-
pared by representatives of six organ-
izations engaged in survey research
in marketing and public opinion.

“The Committee on Standards,
mindful of the basic importance of
its constitutional assignment to
AAPOR and to its members, agreed
that the proposed ‘code’ and ‘stand-
ards’ could constitute a good starting
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point for the development of stand-
ards in the field of public opinion
rescarch. To assure maximum con-
sideration of the proposals, the Com-
mittee arranged for a panel discus-
sion on standards as part of the pro-
gram for the annual meeting, and
mailed copies of the proposed codes
to the membership in advance of the
business session.

“Through these arrangements, it
was hoped that members would have
ample opportunity to consider and
evaluate the proposals prior to the
business meeting.

“The Committee on Standards,
after careful consideration, recom-
mends that the proposed ‘Code of
Professional Practices’ and ‘Stand-
ards of Practice to be Used in the Re-
porting of Survey Results,” with the
substitution of the phrase ‘public
opinion and marketing research’ for
‘marketing research,” be commended
by AAPOR as an initial step in the
development of standards for public
opinion research. It is recognized by
the Committee that the proposed
‘Code of Professional Practices’ and
‘Standards’ for reporting consist
largely of a statement of broad prin-
ciples which only research, time, and
continued effort can convert into
operational and procedural terms of
an objective and definitive character.
It is also recognized that the imple-
mentation of these proposals is en-
tirely dependent on the voluntary
adherence, and the good faith and
professional conduct of individual
members.

“The Committee belicves that with
this action, the way will be paved for
the development and adopting a
code of detailed standards of per-
formance in the various aspects of

public opinion research. It urges con-
sideration be given in the coming
years to the development of standards
in the following areas of operation:

1. The design and pre-testing of
schedules;

2. The design of samples, methods
of estimation, and measures of
precision;

3. The evaluaton of validity of
response;

4. The organization and super-
vision of field and office opera-
tions;

5. The analysis, interpretation and
presentation of results.

“The Committee urges that the
Association, through its Committee
on Standards, keep abreast of meth-
odological developments, and that
all members of AAPOR, in accord-
ance with their ability, continue to
conduct research on these vital mat-
ters. The Committee suggests that
results of such rescarch be made
available to the Committee on Stand-
ards. Through these means it should
be possible to pool the salient re-
search findings from all sources, and
achieve a broad and sound factual
basis for the development of oper-
ating standards on public opinion
and marketing surveys.”

Mr. Hauser then, on behalf of the
Committee, made the following mo-
tion:

“That the American Association
for Public Opinion Research com-
mend the proposed ‘Code of Profes-
sional Practices, and ‘Standards of
Practice to be Used in the Reporting
of Survey Results’ prepared by the
representatives of six leading research
organizations, as an initial step in
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the development of standards for
public opinion research;

“Recognizing that these proposals
consist largely of a statement of
broad principles which only research,
continued effort, and time can con-
vert into operational and procedural
terms of an objective and definitive
character, and

“Recognizing that the implementa-
tion of these proposals is entirely
dependent on the voluntary adherence
and the good faith and professional
conduct of individual members.”

Speaking to the motion, Mr. Hauser
commented that the Standards Com-
mittee was aware that some members
of the Association thought the measures
proposed in the Code were too strong,
and others thought them too mild.
However, he thought it absolutely
necessary that the Association commit
itself at least to the idea that there
should be standards of some sort to be
observed by members. He pointed out
that as the Association grew, its Code
of Ethics and Standards could be
further developed in the light of ex-
perience.

After considerable discussion from
the floor, the motion was adopted with-
out dissent.

Continuing his report for the Stand-
ards Committee, Mr. Hauser then
brought up the question of the in-
creasing abuse of interviewing tech-
niques by sales people in door-to-door
selling. He noted that the National
Better Business Bureau had uncovered
many evidences of this and that a
representative of the Burecau was pres-
ent to answer any questions that any
members of the audience might have
about the nature of the abuses. Mr.
Hauser then moved the following reso-
lution:

“Be it resolved that the American
Association for Public Opinion Re-
scarch condemns the use of survey
interviewing as a selling device and
holds this practice to be a scrious
threat to the continued cooperation
of the public in legitimate marketing
and public opinion research.

“Further, in the belief that the
National Better Business Bureau of-
fers a widespread organization ex-
perienced in combatting fraud and
misrepresentation, the Association
urges the individual members and
their agencies to give financial sup-
port to the National Better Business
Bureau to deal with this situation.

“Further, the Association instructs
the Standards Committee to keep
abreast of developments in this area,
to cooperate with the National Better
Business Burecau and other organ-
izations concerned with improving
standards, and to call the need for
corrective action to the attention of
the Association members as neces-

”

sary.

Mr. Gaskill then asked for an ex-
planation of the term “selling device”
and Mr. Hauser explained that it re-
ferred to a salesman gaining entry to a
home by saying that he was doing a
survey and wanted the housewife's
opinions, but, having gained entry, pro-
ceeded to attempt to sell goods. In some
cases, Hauser reported, the respondent
was asked to fill out slips or blanks
supposed to be part of the survey but
which later turned out to be sales
contracts.

Discussion then followed concerning
the wording of the phrase “as a selling
device,” and Mr. Hauser amended his
motion to substitute the phrase “ to sell
goods to the respondent at the time of
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the interview” in place of the phrase
“as a selling device.”

Mr. Isador Lubin suggested that it
might not be desirable to refer to a par-
ticular outside organization in a resolu-
tion such as this, and that while he
hoped he would not be misunderstood
as casting reflections on the Better Busi-
ness Bureau, he thought it unwise for
the Association to specify the Better
Business Burcau alone in the resolu-
tion. He moved that paragraph 2 of the
resolution be deleted and this amend-
ment was carried by a voice vote. The
original motion of Mr. Hauser as
amended was then put to a vote and
adopted.

Under the heading of “New Busi-
ness,” Mr. Frank Lang pointed out
that the Association was made up of
threc groups: academicians, commercial
practitioners, and ‘“consumers of re-
search,” and moved that the new nom-
inating committee be instructed to pro-
vide representation of all three groups
in its slate for 1949. The Secretary
raised the question of whether the As-
sociation could so instruct the nominat-
ing committee without amending the
Constitution. Whereupon, Mr. Lang
changed his motion to read that it was
the sense of the meeting that such a
distribution of officers among the three
groups was desirable,

Mr. Bevis asked how numerous the
third group (consumers of research)
was in the Association, and in a show
of hands, called for by the Chair, it
appeared that nine such individuals
were present. Mr. Lang’s motion was
then put to a vote and failed of a
majority.

Mr. Leo Bogart then brought up the
subject of Dr. Laszlo Radvanyi's in-
ability to obtain a visa to enter the
country in order to attend the Confer-

ence. He noted the action of the Ex-
ecutive Committee of the World Asso-
ciation for Public Opinion Research in
dispatching a telegram to Secretary of
State Marshall and moved that a
similar message be sent on behalf of
the American Association for Public
Opinion Research. Extended discus-
sion of Mr. Bogart’s motion ensued,
during which the telegram sent by
WAPOR was read to the membership
by Mr. Jean Stoetzel. The motion was
opposed by Mr. Gaskill and Mr. Burke
and supported by Mr. Lee.

Mr. Elmo Wilson reported on the
inquiries he had personally made to the
State Department relative to Mr. Rad-
vanyi’'s case. He said that an Assistant
Secretary of State had told him the
reason for not issuing Mr. Radvanyi’s
visa was “ideological” and that the final
action had been made at Mexico City.

Mr. Dan Clark then moved as a
substitute motion that the Executive
Council investigate further the facts of
the situation and then take such action
as they deemed proper in view of the
future welfare and progress of the As-
sociation.

Mr. Bogart then withdrew his orig-
inal motion at the consent of his sec-
onder and moved to add the following
paragraph to the motion made by Mr.
Clark:

“The American Association for
Public Opinion Rescarch wishes to
record at this time its feeling that the
free exchange of ideas and persons is
of value in furthering both the cause
of scientific progress and interna-
tional understanding.”

The discussion then proceeded on
the amendment to the substitute mo-
tion and Mr. Gaskill restated his feel-
ing that the matter was irrelevant so
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far as the Association was concerned
and that he still deemed it unwise for
the Association to go on record. Mr.
Lee pointed out that the issue was not
so much that Mr. Radvanyi had not re-
ceived a visa, but that he had not been
told whether he would receive a visa or
not after having applied for a visa six
weeks in advance. He had received no
information and had been given a run-
around.

Mr. Clark wanted to know if it was
a definite known fact that the State
Department had refused to give in-
formation about Mr. Radvanyi’s case
to the Association and was told by Mr.
Wilson that so far as he knew, the
State Department had not given out
any information concerning Mr. Rad-
vanyi’s case.

By voice vote, the amendment to the
substitutc motion was then adopted.
On the question of the substitute mo-
tion itself, a standing vote was taken
and it was carried.

Mr. Robert Williams inquired if it

would be proper to appoint a commit-
tee from the Association to work with
the Better Business Bureau in its pro-
gram to eliminate misuse of survey ap-
proaches. Mr. Hauser stated that the
Standards Committee would approve
the appointment of such a committee.
Mr. Williams moved “that the Presi-
dent appoint a committee of three mem-
bers to be drawn from commercial
marketing research agencies to con-
sult with the National Better Business
Bureau in the problem of using inter-
viewing methods as a selling device.”
Mr. Lubin moved an amendment to the
motion to insert the words, “and other
organizations,” after the National Bet-
ter Business Bureau in the original
resolution. Mr. Williams accepted the
amendment and on a voice vote, the
amended resolution was carried.

Mr. Hart then turned the meeting
over to the newly elected President, Mr.
Wilson. After a few remarks by the
new President, the meeting was ad-
journed at 5:55 p.m.
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