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Chapter I 

THE FIRST QUARTER CENTURY 

In one sense, the history of opinion and marketing research is as 

old as civi.li.zation--if one wishes to use the all-encompassing defini ti.on 

that it is the assembling of facts about people's opinions, attitudes, habits 

and activities. As the professi.on of opinion and marketing research is 

practiced today, however, its history is a short one. In fact, its inception 

dates from the late 1920's. So that you will have some background of how 

this profession (as we like to think of it) or this business (as some prefer 

to think of it) in which you are so important a part has developed, we will

outline briefly i.n this chapter some of the forces that brought it into being 

and have influenced the course of its history. 

In the small towns of early America there was little need for 

opinion research, for everyone was in intimate contact with public opinion. 

A storekeeper didn't have to wonder what his customers wanted; they told him. 

A town official didn't have to speculate about what the citizens thought 

should be donej they told him in the town meeting. Nor did an individual have 

to wonder long what the community as a whole thought of his actions: their 

di.sapproval or approval made itself quickly felt by glances, words, or the

absence of words, or swift and explicit community action--legal or otherwise. 

Public opinion was the opinion of one's friends and neighbors, and its 

communication was speedy and direct. 

Today the lines of communication are drawn thin, in many cases to 

the point where they have snapped. Public opinion is now, more often than not, 

the opinion of large, widely scattered, heterogeneous groups of people, whether 

it is opinion about a candidate or a candy bar, and it is usually out of the 

personal reach of the person or group about whom the opinion is held. 

At the same time, public opinion has become more important than 

ever before, because the risks of decision have become so great. The risks 
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of the facets of his problem when he comes to us, it sometimes happens that 

he has mi.ssed entirely some important aspect that needs to be included in 

the study design. 

After an adequate amount of depth interviewing has been done, the 

next step is to desi.gn the questionnaire i.tself. Designing a questionnaire 

does not just mean sitting down and wri.ting questions. Producing a final I

questionnaire combi.nes the process of question wri ti.ng, testing with people 

out in localities where interviewing is done, rewriting, and testing again 

until each question and the questionnaire as a whole works in actual practi<:e.} 

To be described as one that works, a questionnaire (and every question in it) 

must be understandable to respondents; it must tap attitudes or opinions that 

people already have--or make provisions in the recordings for absences of 

them; it must not include wordings that influence respondents to answer one 

way or the other (unless this i.s an i.ntentional part of the study design to 

elicit some speci.al ki.nd of information); the order of the questions must be 

such that asking the earli.er questions does not bias the answers to later 

questions; and the questions should not embarrass respondents or inquire into 

matters so much their private concern that they will not answer honestly. 

When a final questionnaire fulfills these criteria, it is ready for the 

printer and, after the interviewer's specifications are written, for you in 

the field. The i.nterviewi.ng department now takes over. 

The Interviewing 

Once the questionnaire is developed and the sampling plan worked 

out, the interviewing department is responsible for getting the job into the 

field and getting it back. In. fact, by the time the questionnaire is ready 

to be sent into the field, the interviewers will already have been notified 

and at this point, all that remains to be done is the mailing • 

Since this whole handbook is concerned primarily with interviewers 
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Once the master code is set, the next step is to classify the 

answers to the given question on� questionnaire. The coder reads each 

answer, decides in which category it belongs, and assigns to it the proper 

code number. 

The Tabulating 

The tabulating department is responsible for putting all of the 

information gathered in the questionnaires into statistical form. Before 

tabulation begins, the tabulating department has been supplied with specifi-

cations from the research team showing all of the breakdowns and cross 

tabulations that will be necessary for proper analysis of the job. For example, 

the answers to most questions are separated to show how the different groups 

(men vs. women, respondents of different ages, different economic levels, etc.) 

in the population answered them. These are called "breakdowns" because they 

are breakdowns of the total population interviewed. In addition, the answers 

to many questions are analyzed by the answers given to other questions in 

order to show what patterns of thinking or behavior tend to go together. 

(For example, how many who voted for Eisenhower also planned to vote for 

Nixon.) These are the cross tabulations. 

The first step in the tabulating process is to transfer every single 

answer on every questionnaire to a "punch card"--so called because an operator 

punches a series of holes in a card in the numbered position that represents 

each answer. 

Next the punch cards are run through a machine which mechanically 

counts the "holes" in each location on the punch card. For example, the number 

of 16-4 holes (16th column of holes from the left, 4th hole down the column) 

would show the number of people who answered " " yes to a particular question, 

while a count of the 16-5 holes would show the number of people who answered 

"no." After all the answers to all questions have been tabulated, the counts 
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Case II 

WEST 

When your preferred male block fails to materialize. 
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Here your male block is B. Similarly, i.f there should be no "B" hlock 

to the south, your male hlock becomP-s "c"--t:he one to the west. 

Procedure at the Block 

On every job you will find a numhe:r. for your starting household in the 

upper left-hand corner of your assignment sheet. 

On your female blocks you always start at the NORTHEAST corner of the 

block, then proceed clockwise counting the households until you reach the house­

hold designated as your !'lta.rting one. For example, if the assignment sheet has 

the figure 3 for your starting household, you simply count three households from 

the NORTHEAST corner as indicated on the diagram and then you begin interviewing. 

The same number applies for your starting hou�ehold on the male block. 

However, with your male blocks you start your count on the first corner facing 

your female block, proceeding counter-clockwise. As described in the Case I 

diagram (where A is your male block), th:i.s would be the NORTHWEST corner. It 

would be the NORTHEAST corner fo:r Rlock Bon the Case II di.a.gram, etc. 
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Chapter !X 

CONDUCTING THE INTERVIEW 

Conducting a good interview means two things: First, that you 

have to abide by certain basic rules; second, that you have to conduct the 

interview in such a way that--when you are good at it--it almost becomes an 

art. While these two "ingredients" are closely interrelated, we will try 

to discuss them separately. 

1. Rules of Interviewing

In one way or another, we touch on or discuss many of the rules 

of interviewing in other sections of this Handbook. But so as to have them 

all in one place, we will list them again here. 

1. The Sampling Specifications must be �allowed explicitly.

Unless they are, the wrong people will be interviewed and the whole 

theory of sampling on which the study is based will be lost. 

2. Every interview has to be personally conducted by the

interviewer. You should never let a respondent fill out the ques­

tionnaire himself. If someone insists on this, you just have to 

count him as a refusal. And you should never let one person answer 

for another. Sometimes whel". you are looking for a man, his wife will 

offer to answer for him or vice versa, This is "verboten." 

3. Interview only E� person per household on any one job,

unless it is a special job requiring more than one person--in which 

case the specifications will so instruct you. 

4. Interview only a resident of a household--a person who

lives there. Never interview people who are just visiting or working 

there temporarily. If you find you have unwittingly interviewed a 

non-resident, you cannot cour.t him toward your quota. College students 

living away from home are c0nsidered residents of thP-ir dormitories, 

or boarding houses etc,, and are eligible for being interviewed.
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9. Handle "don 1 t knows" graciously. You may find some

respondents who are completely disinterested in and uninformed about 

the subject of the whole questionnaire and who may therefore gi.ve 

"don't know" answers to a great many of the questions. After saying 

"don vt know" ·to three or four questi.ons in a row, such respondents 

often begin to feel embarrassed about their lack of information. You 

should do everything you possibly can to offset any feeling of 

embb._,assment a respondent might have as a consequence of not knowing 

about a subject or not having an op:i.nion about it. We want the 

respondent to feel at ease throughout the questionnaire and, of even 

greater importance, we want to be sure that we have genuine opinions 

and not opinions that are inspi.red only by a feeling of embarrassment 

or a fear of creating an impression. of stup:i.dity. Using a few we�.l 

placed remarks, similar :in. nature to the foll.owing examples, will do 

much to create a feeling of ease on the part of the respondent about 

giving "don 1 t know" answers: "I'll put down that you haven't formed an 

opinion on this yet:," or "We are fin.ding quite a lot of people haven 1t 

had a chance to make up their minds on this yet, so don't feel that you 

are the only one," etc., etc. 

Do all you can to complete interviews wi·th people who do not 

seem to have opinions on a given subject. It is just as important for 

us to know how many people lacJ. interest or information as it is to 

know how many people have which positi.ve opinions. Above all, never 

give a respondent the impression by anything you say or do that you do 

not consider him quite bright. 

10. Accept refusals _graciously. Considerable tact is required

of you at times particularly when people refuse (sometimes impolitely) 

to be interviewed. After all. 1 no one is under obligation to answer, and 

it is much better from a public relations standpoint to say, "Thank you 
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just the same
9

" than to act mad or unhappy. If you leave the respondent 

thinking graciously of you, you put him on the defensive and the chances 

are he will be more friendly the next time he is approached. 

11. Terminate the interview graciously. Leaving the respondent

in a friendly frame of mind at the end of an i.n·ter iew is no less 

important than engendering a feeling of fri.endliness at the outset. 

Remember that this person vs whole outlook on. opinion surveys and ·their 

usefulness 9 
and his willingness to cooperate in the futurE,� may depend 

entirely on how well you have handled the interview� and particularly 

on his last impression of you. We supply you with "Thank You" cards 

that we want you to leave with each respondent. 
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