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THE USE OF STATISTICS IN 
ADVERTISING AND MARKETING* 

by 

JOHN RODGERS, B.A. (OXON), M.P. 

1. The Need for Up-to-date Facts 
ADVERTISING and Marketing are interlocked with the growth of 
business organization, and the steady improvement in standards of 
living, to a greater extent than many realize. The role of statistics is, 
as it were, that of confidential adviser to the creative part of the 
business economy. 

Behind every aspect of to-day's complex business set-up, the analy- 
sis of specially-collected statistics is actively providing the basis for 
countless decisions. But business statistics are a special species. They 
are not, like theoretical statistics, carefully nurtured hot-house 
plants; they have to live in a pretty tough climate; and the poor soil 
does not help them grow rapidly. They may sometimes look en- 
viously at the elegance of their laboratory-controlled cousins, but 
they take a pride in their own usefulness and by no means regard 
themselves as inferior species. A lot depends on the viewpoint of 
those who look at them. Many a poor statistical desert rose has 
helped a commercial traveller on his way. 

Statistics become necessary to business whenever the assembling 
of facts for making decisions cannot be satisfactorily made by con- 
stant visual observation and first-hand knowledge of what is 
happening. 

Before the Industrial Revolution, simple methods provided ample 
information for the administration of the commercial and political 
life of city or small state. With the need to organize growing popu- 
lations and interlock whole continents, much more sensitive fact- 
gathering techniques have had to be devized. Bradford to-day, for 
example, finds it essential to know a great deal about what is happen- 
ing in Australia and the United States; what is happening to the 
ordinary consumer's clothing expenditure now; and must try to 
guess what is likely to happen in two years time. Governments have 
to know what is happening to crops and cargoes everywhere from 
Singapore to Buenos Aires. 

Business men, trying to sell a product to-day, are severely handi- 
capped if they do not know continually and quickly what is happen- 
ing to supply and costs; the likely course of demand and prices; 

* A Paper read at the Fourth Meeting of Members on 30th November, 1951. 
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what is happening in fact and why, if possible, in markets from 
Tooting Broadway to Tahiti. They cannot, of course, get ideal 
answers to all these queries. But since the future cannot be foreseen, 
it is doubly vital for them to know as much as is practical about the 
past and present. They must in fact, at least know where they stand 
before making decisions. 

With the expansion of markets, it is not surprising, therefore, that 
the art and science of sifting out the essential facts and converting 
them into assimilable figures which we call statistics, began to speed 
up towards the end of the nineteenth century. With the progress of 
the twentieth century, this development has continued with increased 
speed. 

Mass production too, has inevitably been linked with mass distri- 
bution. The manufacturer has now been forced farther and farther 
away, both in space and time, from his market. The background 
knowledge, also, which helped the pioneers make shrewd and 
profitable decisions, has become inevitably far harder to grasp for 
the generation that succeeded them. Fortunately, many executives 
have come to the fore who have managed to develop a dynamic 
insight, as it were, into the real situation. Many more executives 
to-day have been largely thrown back on material or advice provided 
for them by statistician or economist. 

Some feel that this "passing of the buck" to the technician, not 
merely in the statistical field but elsewhere as specialization inevitably 
develops, is a dangerous modern tendency which requires the most 
urgent and constant attention from administrator and statesman. It 
is so much easier to quote a cost of living figure than to assess what 
is actually happening to real people. 

So, too, business statistics have to be placed in their proper 
perspective, but, at the same time, they must be given their due 
weight. The modem administrator ought to develop a sound 
statistical sense; better still perhaps, the modem statistician ought 
to develop into trained administrator. 

Although one has no complaint about the accountant as a profes- 
sional man, doing an exceptionally fine job, it does seem rather a 
tragedy to-day that he has become a dominant person, if not a 
dominant personality, in business life owing to his command over 
certain types of readily available and understandable practical 
figures. These do reflect certain sides of a business; but these figures 
are unavoidably of a precise, historical, or indeed static type. What 
twentieth century industry needs is that the men in command should 
habitually make sound use of figures of a different kind, which might 
be described as "dynamic" indicators, rather than rely on the 
"static" type the accountant produces, however useful these may 
also be. 
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Perhaps the Advertising and Marketing fields provide good exam- 
ples of this dynamic concept, geared to practicalities, and I hope this 
point will be made clearer in this paper. In Advertising and Market- 
ing the constant conflict between ideas, practical considerations, the 
struggle against time and cost, have almost succeeded, I suggest, in 
giving statistics their proper balance, that is, as a trusted and useful 
servant rather than an inexorable and an often misguided dictator. 
Admittedly education in the proper use of statistics and ethics have 
still a long way to go, but that is not confined to this business field. 

2. The Evolution of Market Research 
Take first the way business research has grown. At the end of the 

nineteenth century it had already become necessary for advertising 
agencies to obtain a mass of country-wide data and information as 
best they could. As early as 1910, in consequence, many of them 
began to form research departments as part of the advisory service 
given to manufacturers by advertising agencies. 

To some extent, this was a self-interested operation in that it 
enabled advertising campaigns to be formulated more effectively for 
the expenditure of a given sum of money; but, in turn, as material 
was collected, more and more value was gained by clients using the 
knowledge inexpensively to improve their distribution, their packag- 
ing, their sales promotion methods. In 1923 the earliest self-service 
stores came into being in the United States and advertising interest 
naturally focused on the package. A great deal of product-testing 
research was done in a rough and ready way on the consumer to try 
to find out what would prove most suitable and acceptable. Naturally 
the profit motive lay behind all this; but in turn, consumer standards 
of living and taste were slowly improved. 

In the early days of advertising, all that seemed necessary was to 
show the name of the product, give details of what it was and describe 
briefly its main uses; only a few specialists were then employed on 
copy or art work. But by about 1926 or so, emphasis switched away 
from this parochial or factory viewpoint and attempted to find out, 
and then talk about, consumers' buying motives; in fact, the more 
modern psychological and sales approach to the consumer began. 
For this purpose, research into what the consumer was doing, think- 
ing, and so on, became essential. The first outline of to-day's 
well-spread and balanced samples emerged as well (in checking 
consumers' buying habits), by the painful process of trial and error. 
But none of these early samples claimed to be scientifically random- 
ized. Often they possessed, however, a systematic element on a 
random origin. And gradually it was found they worked, were self- 
consistent, and were giving reasonable pictures of what was happening. 

Attempts were also made then to find out to what extent an 
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advertisement was being read, to what extent it was being absorbed, 
and, if possible, to what extent it was influencing sales. By about 
1931, demands in these fields of consumer, media, copy, product 
research, had grown so much that it was possible for the first 
specialized Market Research organizations to find a profitable level 
of operation as independent bodies. Checking what was happening 
in the shops by scientifically-sampled retail audits also developed 
from that time, but lack of a census of distribution was a big difficulty 
only overcome at tremendous initial expense. Since then, Market 
Research has tended to become more and more independent of 
Marketing, which takes place within the agency or factory itself, but 
of which it still remains a part. "Marketing" covers the whole 
question of getting the right goods to the right people in the right 
places and at the right time. Market Research, as we know it to-day, 
attempts to provide in figure form a picture of what is happening in 
distribution generally, the way in which consumer or would-be 
consumers react to a product, its competitors, substitute goods and 
so on. It provides some of the raw material for marketing. 

Merchandising is another specialized sub-division of Marketing 
concerned with the presentation of the product in the most acceptable 
form. The "three M's," (Marketing, Merchandising, and Market 
Research), are essential links between production departments and 
sales departments in the factory set-up to-day. On the one hand, 
production is helped to plan its future output as smoothly as 
possible and at the most profitable level; on the other hand, the 
sales staff are given what are hoped will prove the best products to 
expand sales. 

To help these operations, Market Research has from the beginning 
been kept on a strictly practical plane, but it constantly aspires to the 
ideal of giving as accurate a result as possible for minimum cost. 
Great ingenuity has constantly been employed to get round the 
practical and human difficulties involved. Perhaps the most quoted 
instance of early ingenuity, which perhaps has a moral to tell, is that 
of the travelling rag-and-bone man who had an ambition to set up a 
grocery business of his own. In his travels he systematically collected 
the labels of the bottles, wrappers, tins, cartons, etc., from people's 
houses and dustbins. He sorted and stacked these, and soon got a 
very shrewd idea of the relative popularity of the different products 
which he would have to buy in order to stock up his shop. His 
initial losses on dormant stock proved to be exceptionally small-a 
vital consideration for him since he was starting up without capital 
or trade knowledge. The point is, not that Market Research to-day 
need use such cumbrous methods, but that, if you have no inside 
sources of information, any fairly reliable pattern of the market you 
can get is of immense benefit to your own planning. 
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Progress in the United Kingdom has naturally never been on such 
a large scale as in the United States and had, until the war, been 
quite content to jog along behind, but now, for soundness of execu- 
tion, British research is at least equal to its American counterpart. 
Market Research in this country has been greatly stimulated by the 
war. The reason is that researches have been carried out, mainly on 
the Government's behalf. By this means only could quick and reliable 
information be procured for administrative purposes on what was 
happening to such things as the purchase of Points goods under food 
rationing, or what clothing supply shortages there were in the shops, 
or whether people had enough clothes coupons to buy reasonable 
wardrobes on the existing rather arbitrary initial couponage. This 
impetus has fortunately been maintained for a number of reasons, in 
private as well as Government interest. 

First, the Government has become increasingly interested in the 
consumer and other fields (the new sample of households budgets is 
an example. This material would help marketing work in industry 
considerably). Secondly, there is no hope of post-war trading con- 
ditions reverting to the relatively-predictable conditions of pre-war 
(income and savings had been generally redistributed, population 
had shifted both in numbers and location). Thirdly, it is gradually 
being realized that good research can often provide a vital start of 
anything up to six months on less progressive competitors by giving 
a quick warning of changes in trends (e.g. sales out of the factory 
into the wholesale might be deceptively good, whereas sales in shops 
were on the down grade, either through the growth of new competitive 
products or because of shifts in the consumers' schedule of prefer- 
ences, and which through a consumer panel might be shown to be 
even farther down). Fourthly, firms distribute more and more directly 
to-day than pre-war; to make happily for stock in the factory is no 
longer a practical possibility nor can so much be safely unloaded on 
to the wholesaler as before the war. Lastly, the growth of statistical 
education has led to a better flow of people into business life able to 
appreciate that a reasonable statistical answer might be given to a 
practical business problem; and, with this greater experience and 
greater opportunity, with easier finance, Market Research has itself 
been able to improve on its sampling techniques as regards question- 
naire, interviewers, controls, and sample structure. 

But the fundamentals perhaps have not greatly altered during the 
last decade. The earliest forms of research might be considered 
primitive by present standards; but they undoubtedly proved useful, 
and still do, as a practical backing for management decisions. That 
backing is now much more reliable than before and is given in many 
fields not previously found possible. 

In the old days, a sample of, say, 200 housewives in London would 
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be approached hurriedly on an improvised questionnaire and asked 
whether they liked Blogg's product better than Bonzo's. Little 
attention in general used to be paid to the refinements of getting a 
sample representative by class or family type, although the better 
agencies tried to improve techniques where they could. Nor were 
the questionnaires so free from bias as experience has made them 
to-day; nor was it possible then to provide many cross checks, from 
other sources of figures, on the results. Where the importance of a 
management decision justified it, controlled panels of towns were 
used in which sales tests, with or without advertising, were carried 
out, and so on. The pioneers attempted to systematize for U.K. all 
the available figures likely to be of use in sampling populations or 
shops. But they were and still are hampered by the many gaps. Such 
things as car ownership, telephones, rateable value, and so on, were 
made to serve, to some extent, to show the income level or class of 
potential consumers in a reasonably acceptable practical way. Now, 
however, for obvious reasons, none of these indicators are of any 
great use alone. Attempts have been made to get some estimate of 
the relative purchasing power of different towns. This is a very real 
economic concept but one which is extremely difficult to apply to a 
particular product. The practical sales manager is constantly looking 
for a better estimate than "sales per head" in different areas, as a 
stick with which to beat his salesmen's backs without unfairness, or 
as a yardstick to help scientific distribution of his product. Regional 
figures of employment, age-grouping of population, and so on are 
thus eagerly looked for by the Marketing Statistician. 

National Income and Expenditure figures have, in recent years, 
proved of great value, in spite of their drawbacks, in helping to give 
a picture of the sizes of some markets. Until Jeffreys' book on "The 
Distribution of Consumer Goods in 1938" was published, these were, 
unfortunately, almost unobtainable. When the Censuses of Distri- 
bution and Population provide adequate post-war data, sample 
making will again be rendered easier. It was hoped by many that 
the sequential analysis technique, which emerged from the quality- 
control methods developed during the war, might be applicable to 
the consumer research field; but there are so far insuperable theore- 
tical and practical difficulties associated with its use. The methods of 
area sampling or systematic sampling, now being developed in the 
United States and in Canadian forestry especially, are being experi- 
mented with; but the opportunity to use these methods is greatly 
limited by the demand. 

In practical business work, accuracy has to be set against costs. 
But those who undertake Market Research on small problems find 
the results consistent and valuable to such an extent, that they 
gradually become prepared to devote larger budgets to the job of 
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getting information as a helpful supplement to their desk research, 
internal records, and so on. 

No figures, unfortunately, are available showing the amount of 
business done by the Market Research agencies, but the International 
Chamber of Commerce (British National Committee), provide some 
interesting data on their "Report on Marketing Research" issued in 
1949. From this, we learn that in 1947 more than 100 of 226 business 
firms with over £1 million turnover who replied to the mail question- 
naire did some market or marketing research. 

At that time five specialized market research organizations were in 
existence who employed 500 permanent staff and 632 part-time 
workers, the latter being mainly helping with the sporadic flow of 
interviewing work. 

3. The Collection and Collation of Statistics as an Aid to Marketing 
and Advertising-(a) Marketing Analysis 
The Marketing department of an Advertising Agency has to collect 

all the available information on a client's business. Once the 
Marketing department has clarified the problem facing the firm it 
tries to procure as much information as it can from its files, from 
Government agencies, from official bodies, from published material 
of all kinds, from interviews with specialists, and so on, which may 
be relevant. Though sensible estimation can, with a certain element 
of risk, resolve a good many queries, many gaps inevitably remain 
unfilled, since, although the output of statistics has increased to a 
remarkable extent in recent years, it is unfortunately amazing how 
unhelpful many of them are as regards practical business problems. 

This preliminary stage is conveniently called Desk Research and 
Analysis. At this stage aid is sought from Market Research, which 
tries to get some sort of answer to unsolved questions at a reasonable 
cost. A practical sample is drawn up, the questions to be asked are 
tested in the field before large-scale operation is carried out. The 
results come back for interpretation and addition to the other 
material within the agency. 

Suppose somebody wants to market a new electric refrigerator. 
Before starting quantity production he will want to know the size 
of the existing output, the number of people who own a refrigerator 
and what types, how many people have not got one who could 
possibly be persuaded to buy one, what resistance might emerge from 
the fact that a would-be buyer's house is not wired with electricity, 
and many other facts about the refrigerator market. He will also 
want to know in what way, if at all, his product would prove a better 
job than those already on the market; how often people replace 
existing refrigerators-to check if the replacement market, in addition 
to the new market, offers scope for exploitation. 
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(b) Advertising Effectively 
When plans are finalized and the best appeal to the possible con- 

sumer has been decided on, he will want to know how best to make 
them aware of his product. Should he spend his money in the Press ? 
Or on Posters? Or should he make a small film? Should he concen- 
trate on special high-speed salesmen, with pamphlets in shops or the 
local cinemas and so on ? Here, again, both Desk Research and Media 
Research have a part to play. A good deal has been done to try and 
assess the relative value of putting £100 in one newspaper as opposed 
to the same amount in another in getting at a particular type of 
person (say, for example, housewives whose husbands are earning 
over £1,000 a year-assuming that research has shown these to be 
the most likely initial buyers of the new product). Again, should the 
new product be sold nationally through special stockists or should 
a concentrated attack be made on, say, the Midlands where, perhaps, 
the maximum amount of surplus purchasing power may be thought 
to lie at the time? Decisions along these lines are the function of 
marketing. 

("Merchandising," meanwhile, is making sure that the product 
will look its best in the window-displays and be generally acceptable 
to the retailer, that the pamphlets issued for the consumer or retailer 
to deal with are suitable for their purposes, and so on.) 

When an advertisement, costing a good sum, is placed in some 
advertising medium, the client is naturally interested to get some idea 
of to what extent that advertisement caused the man or woman to go 
round the corner and buy. We have not yet got, unfortunately, the 
expert knowledge to give him an immediate answer. Many attempts 
have been made to try and measure the effectiveness of advertise- 
ments singly or in campaigns. Many of these methods provide useful 
data (e.g. we can discover to a fair degree of accuracy the number of 
people who noticed an advertisement, registered the name of the 
advertiser, examined the illustration or read the "copy"); but, un- 
fortunately, even when the statistician has got some sort of measure, 
that measure is never immediately interpretable to provide the 
answer the business man needs. Too many variables enter into the 
picture. 

So much then for an outline of the ways in which statistics, 
whether economic or theoretical, are of service to advertising and 
marketing. What, now, are the statistics showing the place of 
advertising in the economy and its distribution over different 
products and media? 

4. The Scarcity of Figures on the Economics of Advertising 
The Americans, have a far wider range of statistics to call on to 

give them fairly quick information about the way advertising 
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expenditure is going. In the U.S.A., advertising expenditure in all 
media rose from $532 million in 1929 to $1,420 million in 1950. 
But personal spending on consumer goods and services has also risen 
steadily. Advertising expenditure is found to be 0.675 per cent of 
that personal expenditure total in 1929, rising to 0*736 per cent in 
1937, falling off in 1942 to 0*612 per cent and in 1950 rising again to 
0.774 per cent. This remarkable correlation and the actual size of 
the figures, we hope, may also correct the wild impression that 
advertising raises costs. Instead, it seems a small price to pay for the 
oiling of the works of distribution, production, and enterprise. It 
provides a great deal of the life and colour in the housewife's shopping, 
her pantry, her living conditions. It helps keep healthy competition 
and progress alive by ensuring that a worth-while product gets known. 
It raises, slowly, standards of taste and demand. There are people 
who say that it operates like Gresham's Law-the bad driving out the 
good; but this does not fit the real facts. Without its aid the cost 
and problems of distribution for mass-produced goods would be 
greatly increased, and so too their cost of production. 

In the United Kingdom, only the amount spent on Press advertis- 
ing space is at present regularly calculated. This is done by the 
Legion Publishing Company who take the current space rates and 
analyse monthly the space bought by advertisers in all newspapers, 
local journals, technical Press, and magazines. Occasionally, a broad 
estimate is made regarding the amount spent on posters, radio, and 
films. For the economists, and indeed for many of us interested, the 
position is to some extent unsatisfactory. A new survey is, we under- 
stand, shortly to be published,* sponsored by the AdvertisingAssocia- 
tion. Kaldor and Silverman produced a useful study called "Adver- 
tising and the Revenue of the Press," prepared at the end of the war 
for the National Institute of Economic and Social Research. But 
this only provides a sketchy picture of what was happening in 1935 
and a great deal of newsprint has flowed under the rollers since 
then. The new analysis for the Advertising Association is eagerly 
awaited for comparison with pre-war and for study of the current 
position. 

Total expenditure pre-war, including the cost of advertising depart- 
ments, advertising agencies, direct mail, material sent out with goods, 
circulars through the post, and shop display material, was put at 
£89 million. Of this 54 per cent was in Press advertising. 

When we consider total advertising expenditure in relation to the 
total amount spent on consumer goods and services, we find in 1935 
that it came to only 1 per cent of consumer sales. This meant about 
id. in each shilling of retail sales on creating consumer demand. It 
is worth pondering whether, if this amount had not been spent, the 

* Now published: "Advertising Expenditure in 1948," by R. A. Silverman. 
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retailer would not have had to lay out, and so charge, id. or more on 
selling labour and persuasive devices! 

Post-war expenditure is on a relatively smaller scale.* Even in the 
better days of 1949 and 1950, when newspapers rose in size, the 
amount spent in the Press was still about 20 per cent lower by volume 
than in 1935. Newsprint available is only two-thirds of what it was 
pre-war, while the costs of packaging and of postage, etc., places 
great limits on what can be done in a more direct approach to the 
market. The most reliable estimate, which we have been able to 
procure, seems to show that, at present, only about i per cent of 
personal consumption expenditure is devoted to expenditure on space 
in advertising media, or roughly the same fraction as in the U.S.A. 

5. The Relation of Theory to Practice 
Turn now to a controversial but practical problem concerned with 

the reconciliation of theoretical statistics to commercial work. This 
may, it is hoped, be of interest to all of you who have the job of 
interpreting and assessing other people's figures, whether from our 
field or elsewhere. 

By most current theoretical standards, market research samples 
appear to suffer from two defects: that cost limits them to a relatively 
small size; and that practical considerations almost invariably 
prevent complete randomization. Now in the normal growth of 
sciences out of arts, experimental data is collected and then, with the 
aid of intuition and hard work, workable theory is developed. From 
this theory certain facts are deduced as likely to happen and then 
tested again by experiment. If the experiment confirms the theory 
then it is accepted for the time being. No complete theory has so far 
been developed in statistics which is capable of full application in the 
non-laboratory world in which we have to work. There are, however, 
economic and sociological forces present in these fields, which exert 
great influence in enabling the practical samples drawn from them 
to give surprisingly good results. The current tendency in some 
quarters, to assert that no sampling method is good unless the 
theoretical margins of error can be calculated is, I submit, putting the 
cart before the horse and arises from a special viewpoint. 

Many of us have come to the conclusion that in spite of their 
apparently small theoretical size, practical samples, when carefully 
carried out and controlled, are remarkably uniform and, if carefully 
interpreted, make good sense. Misleading biases are to-day negli- 

* Note: Mr. Silverman (loc. cit.) puts overall expenditure in 1948 at £124 millions, 
or 1 per cent of that year's personal disposable income. Space cost £60 millions, 
or only 26 per cent above the pre-war figure, from which allowance has to be made 
for heavy space rate increases. The year 1948 was one of paper shortage and 
voluntary limitation of advertising. 
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gible. As I see it, the minor tragedy of Market Research is that it is 
usually used only where no direct check on the results is procurable. 
If, in fact, you know the answer, you do not do research and so 
research can produce little evidence to support its very real case. 

During the last year or so, however, some finance has been forth- 
coming to help the universities go more deeply into the relationship 
of practice to theory. As a result, in the course of time, the practice 
may thereby be improved. But what may prove far more important 
is that the theorists' attitude to practice may be considerably modi- 
fied in favour of the latter. No one has yet, for example, checked a 
quota against a random sample. 

Now, it must be frankly recognized that small practical samples 
are rarely completely randomized, although frequently stratified and 
with many random elements present; but the absence of an exact 
theoretical margin of error is of secondary or even negligible 
importance. 

In general, if the true principles and spirit of experimental statistics 
are adhered to in the design of the experiment-if intelligence, 
critical faculty, and common sense are wisely used-there seems no 
reason why the actual departure of a practical sample from a true 
situation will be any larger than that of a perfectly randomized 
sample, nor will it be less useful. One piece of evidence here is the 
way independent agencies produce remarkably comparable results 
these days. 

This consistency within a sample must be kept clearly distinct from 
the other idea that the actual figures shown are "bang on the target" 
-i.e. very close to the true ones. This is important to bear in mind 
for small samples because, in many business instances, the true 
figures themselves are of secondary importance; what matters is 
whether one figure is twice as big as another and so on. On the other 
hand, whatever the sample size, the figures shown up by a practical 
research will be found to approach nearer and nearer to the true 
figure (wherever we are able to check), not necessarily as size of 
sample increases but almost certainly according to the case with which 
the questionnaire, the interviews, the interviewers, and the sample 
itself are controlled. 

Market Research Sampling works because of the existence in the 
population of a large number of visible or invisible relationships. In 
other words, the sort of behaviour or measurements or opinions that 
Market Research usually measures, given the correct type of question, 
etc., is coloured by and to some extent made more uniform by their 
various attributes such as age, sex, social grouping, and so on. 

Another reason why relatively small samples work in practice is 
because partial correlations often exist and are reasonably linear. 
Now, if linear correlation is present, whether we know about it in 
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advance or not, the average from a small number of well-spaced 
groups will not depart greatly from that found by full stratification 
and will in no case depart from it as widely as might occur in some 
samples taken on absolutely random lines. Where we know linear 
correlations exist or where we know that conditions are reasonably 
homogeneous, there is ample justification for reducing the size of the 
sample necessary. 

It is very unwise to construct small samples purely on a theoretical 
statistical basis unless by theory here you mean the use of the statis- 
tical faculty for feeling and thinking in figures. This can only be 
developed by many years of hard work and must be interlocked with 
every practical aspect relevant to the research. Likewise, it is stupid 
to assess results from small or large samples, on a purely theoretical 
basis. What is far more important is to study all the details and 
compare them with whatever picture you can build up of the back- 
ground from which the sample has been drawn. That is why both 
large and small samples should give full details to enable the back- 
ground to be visualized. In small samples, especially, you must know 
where and how the sample has been taken to be able to use them fully. 
You must study very carefully the nature of the people who have 
replied and those who have not. You must note whether the question- 
naire is sensible and so on. Every small and indeed every large 
sample, on the surface figures shown, may be somewhat biased in 
practice away from the true value. That does not cut out their 
usefulness. 

But if the statistician, as the existing theoretical school so often 
seems to teach him, leaves the result of the research in the form that 
in 1 in 20 samples, say, would a percentage less than "x" or more 
than "y" be true, then he has only half done his job. He has to 
decide from the general shape of all the details, whether that 1 in 20 
chance is likely to be present. The better the quality of the work, the 
less the worry for the interpreter, of course. But under the existing 
theory, a figure can too conveniently be shown to be either "statis- 
tically significant" or "statistically non-significant," using the words 
technically, when what is important is for him to assess what it is 
significant of. The practical interpreter of samples has to become an 
expert at assessing probabilities of probabilities and biases-not an 
expert in fiddling round with tables. 

To be useful the statistician and the marketing man together have 
got to estimate the most likely figure of the true value by seeing how 
the figure pattern is turning out and how it was built up. A "margin 
of error" is only one tool in their hand, not a final arbiter. 
The statistician must in fact add his word of encouragement or 
warning to the man trying to find out the true position and making 
decisions. 
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He has to remember always that figures which are statistically 
non-significant may in fact. be very significant if they are able to 
confirm impressions obtained from other knowledge. Conversely, 
figures which are asserted to be "statistically significant" can be 
quite unreliable, because of the practical impossibility sometimes of 
getting adequate controls. 

But, if the results make sense, when carefully and knowledgeably 
interpreted, the time saved may more than justify the cost because, 
after all, statistics are not history; they are means whereby business 
can be made more efficient. Anything which can help remove bias, 
check more effectively on the interviewers, prevent absurdities or 
ambiguities in questionnaires or produce more economical samples 
is, of course, very seriously studied. But, often the advantage of an 
improved technique from a theoretical angle is completely outweighed 
by the disadvantage, in time, administration or introduction of some 
other bias into the picture. Any new official statistics which enable 
us to get more representative samples, more accurate strata, etc., 
within which our practical sampling units are drawn is also welcome. 
There are far too many gaps in the figures we would like to see 
available in this country. The whole field of income statistics, in 
spite of the Inland Revenue's noble efforts, is still in a primitive state 
and good data would help make for even better control in sampling. 

6. The Statistician 
Perhaps a few words finally about the statistician himself. The 

matter and the nature of the work, although it demands a sound 
theoretical basis, demands far more varied qualities of mind, of 
adaptability, and of economic experience. To work satisfactorily in 
business statistics, people must have an interest in, and be able to 
get a sound idea of the general economic structure of trade and its 
distribution. 

The number of places in which a statistician with suitable 
characteristics can be employed is, I am happy to say, increasing; 
but such people must be prepared to sacrifice a great deal of their 
theoretical knowledge and develop more acutely their analytical and 
critical faculties. The main real value of the trained statistician 
to-day, apart from the design and control of the sample surveys, lies 
in the complex art of interpreting results in terms of the practical 
problem of the executive. 

One of the biggest stumbling blocks here is undoubtedly that those 
who work in mathematical concepts and precise figure terms have a 
tremendous problem to explain, to people without such qualities, 
just what the figures mean in the loosely ambiguous language of 
humans to-day. 

Other necessary qualities are: a discontent at taking either figure 
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or theory on its face value, a keen desire to analyse the true position, 
to study critically every detail of the research, to see that the wording 
is correct, that the sample has been reasonably drawn in a reasonably 
unbiased way and to have the intuition to sense the presence of snags. 

The practical statistician in advertising has got to be a pioneer. 
He has also got to cease to be purely a statistician; he has to be an 
economist and a bit of an inspired artist as well. He should be able 
to formulate a theoretical problem and in the future put this before a 
university theorist for solution and then be capable of adapting it 
again in terms of the practical field problem itself. 

May I close by illustrating one more of his problems to-day, 
namely that of interpreting published abstracts and summaries. A 
paper announces that retail sales, in, say, chemists, have gone up 
10 per cent. The client reads this and wonders why his particular 
sales in chemists have not done the same. The statistician is ap- 
proached. He then finds that what the paper called retail sales is 
only the impression gained from an unweighted and unbalanced 
sample of department stores, of Co-operatives and Multiples! Or a 
statement is made that "one in three of the women working in the 
country are married." He does not know without studying all the 
details whether "in the country" refers to England and Wales, Great 
Britain, or U.K., or whether it refers primarily to the agricultural and 
rural areas. He finds that widows are not reckoned as "married" in 
the above, and so on. 

Every definition has to be checked, every phrase has to be studied, 
before he can get at the picture on which to base his judgment. 

It is, I suggest, one of the functions of this society that it should 
attempt to bridge the gap between the way practical business and 
official statisticians build up figure concepts and between the business 
man's and layman's correct understanding and application of them. 
To become adept in the Art of Interpretation should be the aim of the 
business statistician of the next twenty-five years. 

Sound business, however, cannot be run by executives who just sit 
in Room 504, getting Market Research report X27 in, and the statis- 
tician's interpretation of it, as the sole basis for action. Both the 
executive and the statistician must go out as much as they can and 
study the background of a large number of variables out of which 
research has only collected partial information on "only a few" of 
them. 

DISCUSSION 
MR. PRYS WILLIAMS proposed a vote of thanks to Mr. Rodgers for 

his most interesting and stimulating paper. He recalled the days 
before the war when he was a first-hand observer of Mr. Rodgers' 
pioneering in Copy and Media research. He thought it was the 
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application of Media research which greatly stimulated manufac- 
turers into taking an interest in Market Research generally. The 
results obtained greatly helped them determine how best to spend their 
advertising appropriations. 

He remarked on the similarity of approach to Practical Sampling 
work shown in Mr. Rodgers' paper and that given a month ago by 
Professor Kendall. 

MR. FRIDAY in seconding the vote of thanks, raised the question 
as to how far one could use statistics in the business field. He could 
see clearly the value of analysing the size of the market prior to 
determining how best to increase a client's share of it, but he thought 
field research was often costly and the same result could often be 
procured on the basis of desk information and, perhaps, the use of 
experienced "hunch." He agreed that the real cost of advertising was 
negligible; to some extent this cost acted as a subsidy on the cost of 
other things, e.g. newspapers. 

MR. RODGERS stressed the fact that desk research and field research 
were complementary and should be used according to circumstances. 

MR. EDWARDS said that a company had two sources of statistics. 
It could collect its own or it could use statistics provided by others. 

If it collected its own, the cost was often high and there was a 
likelihood of wasteful duplication since many companies might be 
employing research to gather the same statistical data. The Govern- 
ment was a major source of "statistics provided from outside." 

He asked Mr. Rodgers how far he felt it was justifiable to 
expect the Government to aid business men by supplying such 
statistical information, and mentioned his belief that in the United 
States the Government adopted a more commercial attitude in 
these matters. 

MR. RODGERS agreed that there was a different relationship in the 
United States between commercial, academic, and government 
bodies, with a more frequent interchange of personnel between the 
three types of organization. 

In this country he said there was a tendency for the business man 
to be suspicious of the academic experts and for the Civil Servant to 
be suspicious of them both. He believed that their relationship 
would grow closer in the future and that this should increase the 
amount of assistance which commercial concerns could expect from 
Government Departments. In view of the present economic condi- 
tions in this country, however, he did not foresee any major develop- 
ments for some time in the amount of statistical information provided 
by the Government. 

DR. GEORGE thought that Mr. Rodgers had hit the nail on the head. 
In the U.S.A. the business men were interested in and wanted more 
statistics. The war, however, has brought the Central Statistical 
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Office in touch with many fields and he hoped that co-operation 
would continue to grow to mutual advantage. 

MR. WILKINS agreed that for most practical purposes, Quota 
sampling was adequate, but where parameters were needed, he 
thought, some estimate of the variance was essential. He quoted an 
instance where bias could creep in on the normal age and sex controls. 
In Quota Sampling "non-contacts" were not allowed for. Research 
should be carried on into ways of measuring the "accessibility" of 
the population for sampling. It is true that nothing had been pub- 
lished comparing Quota to Random sampling but a certain amount 
of material was available. 

In one special survey he had carried on, it appeared that the 
replies were to some extent influenced by the interviewer situation. 

MR. MASON stressed that Random samples had bigger practical 
difficulties to contend with. A check not merely on Quota against 
Random samples but of both these against some known characteris- 
tic in the population would help. It was unfortunate that the word 
"Quota" covered many different techniques ranging from the nearest 
practical approach to randomizing possible down to the "spot check." 
There was no guarantee that doubling the size of a Random sample 
would lead to an efficiency 1*4 times as great, owing to the increased 
likelihood of bias creeping in. 

MR. REECE stressed that where a stable market existed for which 
the relevant facts were substantially recordable, Random sampling 
was possible and effective. He thought modern costing techniques 
approached the statistical in spirit. 

MR. RODGERS stressed that he was not thinking about the Cost 
Accountant but the purely Financial Accountant; those, in fact, who 
were looking at a business on the strength of the profit and loss 
accounts when deeper analysis might reveal an unhealthy state 
especially in the distribution field itself. 

He instanced one company where Market Research had shown 
clearly that consumers were using a product for a purpose quite 
different from that which the manufacturers believed to be its main 
use. In consequence advertising was switched into a more direct 
appeal which led to very successful subsequent promotion. 

MR. FRIDAY said he could fully appreciate the value of such re- 
search, but he observed misuse in some quarters with regards to sales 
forecasting. 

MR. FINLAYSON wondered whether it was mainly the firms who 
did not have a statistical department who came to the research 
agencies for help. 

MR. RODGERS said experience showed just the opposite; where the 
firm was already statistically minded, it found it could derive even 
greater benefit from outside research work. 
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Another speaker asked whether Mr. Rodgers could amplify his 
statement that advertising really led to an advance in standards of 
living and standards of choice. 

MR. RODGERS replied that those now over forty could honestly say 
that they had seen a rise in standards, caused mainly by the creation 
of demands in which advertising had played a big part. Advertising 
should be regarded as a sales cost necessary to mass distribution. 

An agency's job was to sell its client's products. If more effective 
ways than that of advertising could be found, the agencies and 
manufacturers would use them. 

It would be found that though actual advertising costs had in- 
creased with the majority of products, prices had come down through 
expansion of volume. To send out even one letter a year to each 
member of the public would cost more than to advertise much more 
frequently to those people through the various media. 

In reply to a question as to whether competition between products 
by means of advertising was of value, Mr. Rodgers replied that 
experience had shown that when two products competed in advertis- 
ing, the total market increased more quickly than when there was 
only one product in the field. 

DR. GEORGE concluded the meeting by once again thanking Mr. 
Rodgers for a most informative and clear paper. 
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