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INTRODUCTION 

Although the need for more effective presentation 

of courses in marketing research has long been recognized, 

it is only within the past several years that the case method 

has been applied to this subject. Perhaps beca.use "scienti

fic" marketing is so recent an innovation, relatively few 

cases on marketing resee.rch have been written in comparison 

to other phases of marketing. Market research departments 

themselves have been refining techniques and learning by 

experience during the last decade or two, and since they 

may have been uncertain, as are all scientists when on the 

brink of discovery, didn't care to releas.e any embryo in

formation until proven or until its competitive value had 

been realized. 

A foremost reason for the noticeable lack of cases 

is that their subject matter may give away trade secrets and 

plans. Professor Edmund Learned* of Harvard Business School 

feels the ideal solution to this problem is to build a back

log of cases currently released for use five years hence. 

It is his opinion that this same material will not be as 

* 127. 
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500 line daily ads, - - both types had ample coverage of all 

sales territories. * KOIN-TV, Portland, carried 12 le.te 

afternoon spot ads from June 7 through July 17. 

Point - of- purchase display mat erial primarily con

sisted of 2,000 life sized cardboard Parakeet full-color 

set-ups, 1,740 of which were distributed to the 20 branches 

initially. This was supplemented by 250,000 7 :at 1-4: How to 

Win" fliers, 4,000 7 x 14 "Free Hints," 4,000 7 x 14 "Para

keet Pair Contest," and 4,000 26 x 12 paper window signs, -

all of which were proportionately distributed, retaining a 

small central inventory. During the month of July, twenty 

pairs of parakeets, one pair for each area, were displayed 

in their cages at prominent retailers in each territory; 

they were rotated and cared for by a carefully chosen sales-

man in each branch who was instructed in detail as to these 

responsibilities. 

EVALUATION TECBNIQ.UES: The market research department used 

four methods to measure and evaluate this promotion: -

1. record analysis -- costs, number of entries, sales. 

2. penetration studies -- to learn the advertising 

impact upon Portland, Oregon and Seatt1e, 

Washington consumers. 

3. a small personal observation and questionaire 

survey among Portland retailers to learn their 

interest and partie ipation . 

* 99. 
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the monthly special and only four said anything regarding 

this promotion, of these, two made reference to tta. contest" 

and two said "the slogan." Also during August, a. similar 

study was made in Portland, Oregon where 14 of 59 recalls 

of Dairymaster advertising regarded ice cream, half of these 

14 remembered this promotion, three called it by name and 

four said '·'ice cream contest." 

3. Dairyme.ster Retailer Survey 

In the dealer survey 28 Greater Portland Dairymaster 

accounts were checked to determine what point-of-purchase 

material was displayed for the five current promotions. A 

random sample was used which did not reflect a true cross

section of Dairymaster accounts; this included nineteen 

drugstores, five grocery stores, and four luncheonettes well 

distributed as far as Hood River, Oregon City, and McMinnville. 

Nine stores had no promotions displayed; twelve showed only 

one; five had two in use; and two stores were featuring three 

promotions. Details follow. 
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CHAPTER II 

DAIRYiv!AST:ER, INCORPORATED 

PROBLEM DEFINITION: DairymasterYs basic problem was 

expressed in the assignment given its marketing research 

director , to evaluate two approaches to in ere as ing pint and 

half-gallon lee cream sales and to determine the most ef

fective means of satisfying both conflicting opinions: 

1& That of the general merchandise manager, who felt 

that stimulation of selective demand for ice cream 

in pint and half- gallon packages should be the prime 

objective of promotions, and 

2. The thoughts of many sales executives, that a large , 

efficient retail dealer organization is a pre

requisite to economical consumer advertising and 

must be built first; this group felt, therefore, 

that promotional effort had to solicit additional 

retail out lets. 

It must be realized that both demand {by housewife, 

shopper, and consumer) and supply ( ave.ilability at retail 

level ) are two facets of the same problem; the divergent 

thoughts are both correct and indicate the viewpoint resulting 

from the marketing functions each person or department performs. 
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brand if it happens that th is is not the label carried by 

a store he frequents and knows,or if this brand is not one 

he usually purchases. Therefore, each brand of ice cream, 

if considered e.s a specific i tern (rather than bulk packaged 

ice cream irrespective of labelling), must be classified as 

a shopping good* and cannot use direct action consumer copy 

with any reasonable effectiveness. This reasoning should be 

clearer if the reader will make a mental comparison of branded 

ice cream in bulk packages with some other item having sub

stantially lOO% coverage sold in like manner among most of 

the same retailers, -- i.e. certain canned or frozen foods, 

popular brand commercia.l bread, or cigarettes. 

It cannot be overemphasized that nconditioning the 

consumer" must be a prime objective of all ice cream adver

tising.** Perhaps this will help explain why Dairymas ter 

used dual purpose promotions as in the "name the pet" contest 

series. 

SALES VOLUME: A promotion with a twofold objective may be 

compared with tt ja.ck of all trades" and is likely to result 

in little being accomplished with any measure of success. 

Alth ough it is seldom possible to isolate the effect of one 

promotion exclusively, when compared with that expected 

* 7, p . 40 . 
** 7, p. 41. 
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computed or the rirst month of this promotion was a railurel 

Since the market research director avoided such analysis, we 

may assume three alternatives: 

1. this omission was unintentional and considered too 

trivial to warrant the issuance of a supplement. 

2. ror security reasons, this information and relative 

operational details were aired behind locked doors 

and never appeared in any published report. 

3. perhaps both executives desire to avoid embarrassment 

and are concealing their mistakes; however, this 

seems unlikely, since with reasonable caution other 

related information was released. 

Although July sales did not meet those estimated, they exceeded 

the ••normal" computation, and the total ice cream sales during 

both months was only 13.8% (83,938 gallons) less than the 

estimates ror June and July with this promotion. 

VARIABLE FACTORS: unrortunately, one cannot rollow two 

courses of action simultaneously; it is impossible to know 

the complete efrect or possible alternative promotions in 

the same area at that time or to accurately know what would 

have been the outcome or a season without any promotion, 

maintaining indirrerence toward all competitive activities. 

In any respect, since this promotion had a double objective, 

other measures of its relative success should be discussed. 







RETAILER COOPERATION: The first question in Table V 
7 
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{observation) showsjStores were using any part of the five 

sets of point-of-purchase display material. At best, this 

means that one dee.ler wasn •t using any of the material and 

the other 27 retailers each displayed only one set or a part 

of one . This condition · is statistic ally improbable; nine 

stores had no material in view. 

Although it may be unintentional, many surveys have 

a selling effect* and this one may have left an impression 

regarding the Parakeet Pair Promotion which could sway the 

cooperation retailers may give this and future promotions. 

Perhaps a fo l low-up survey should have been employed two 

weeks later to measure changes resulting from the first 

survey (only one conducted ) and other causes . 

The results of these surveys pass the test of 

reasonableness and seem conclusive, but more caution should 

ha.ve been used in projecting their findings . The 86% of 

retailers who didn't display any point-of- purchase material 

stated in effect, "We are too busy to bot her with this 

scheme; our ice cream sales are at a maximum and my space 

is more valuable than to be used for cardboard signs to 

confuse people about a product with such a modest mark- up."** 

How does he know this to be true? In most cases 

he doesn't; many retailers are quite opi nionated and often 

-t!· 3 , pp . 45- 46 . 
** 7, P• 591; 105 . 
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and satisfy both more effectively; it would simultaneously 

strengthen their dealer organization and increase selective 

demand. 

The five recom..>nendat ions made by the me.rket research 

director seem well founded and worthy of incorporation into 

future consumer promotions. 



CHAPTER III 

DAIRYMASTER, INCORPORATED -- APPRAISAL OF MARKETING RESE&mc:af# 

ADMINISTRATION 

1. Principles 

In most firms, market research departments have 

been formed in direct response to a recognized need for 

specific information not available through the existing 

departments of the company. Since no two firms have identi

cal structure and are faced with exactly the same problems, 

marketing research organizations must be custom made to fit 

the requirements of ea.ch individual company. Regardless of 

these limiting factors, all successful market research de

partments share and were founded upon certain basic tenets.* 

These·. approaches to research are: 

40 

a. Being a service function, personnel of the department 

must tiave a genuine desire to serve other departments 

and maintain confidences. 

b. All efforts of the department must be planned to 

obtain the truth, facts, or actual attitudes, not 

#Attention is directed to the second paragraph on 
page 14, introduction. 

* 11, PP• 16-17. 



to prove a point or support a hypothesis* taken as 

a legitimate start in the search for facts. 

c. Management must recognize, use, and support the 

values and long-term aspects of the marketing re

search function. 

41 

d. Due to the long-term values of marketing research, 

financial appropriations must be long-term commitments. 

e. An important executive should have responsibility for 

marketing research activities. 

f. The function and results of marketing research mu8t 

be impressed upon the various departments and execu

tives who will use it. 

g. All sound rese arch must begin with t he definition of 

problems existing within t he company. 

2. Application 

As far as can be ascertained, Dairymaster's Marketing 

Res earch Department was organized and operat es on t h e seven 

sound principles lis t ed above. 

a. The market research department's desire to be of 

valuable service to the sales department is evidenced 

by t he closeness with which both departments worked 

in planning, checking and reporting the progress of 

the '"Parakeet Pairtt promotion and others conducted 

* 5, PP• 330-333, 391-396, 407. 



simultaneously. Obviously, the nat ure of the 

situation and the early point at which the market 

research director was requested both indicate high 

opinion of this person and his ste.ff' in being able 

to protect confidential information. 

b. Four methods were employed to gather the facts re

garding the effectiveness of the "Parakeet Pair" 

promotion. All seemed to have been conducted with 

sincerity and appear to report all information ob

te.ined, even though some details may have been 

uncomplimentary. The continuity and coordination 

of these research efforts is satisfactory, but barely 

scratched the surface. Each data collection method 

will be discussed in turn. 

c. The fs.ct that the market reses.rch director was con

sulted in the formulative stages of this promotion 

indicates that management recognized, used, and sup

ported the value of market research. Whether this 

may be stated sl so as appreciation of the long ... term 

aspects of market research is problematical and can

not be resolved by seeing the mana09ment-research 

relation ship for only a limited period of time; 

however the cooperative spirit seemed quite high and 

probably would suggest that the market research 

function was firmly entrenched as an oper ating part 

42 









































62 

5. Salesmen Respond 

The aales rorce showed immediate and high enthu

siasm ror this promotion, perhaps because they were conrident 

or being well prepared to introduce it (literature). Most or 

their adverse comments referred to details which could have 

made the program less erfective. The most rrequent or these 

were annoyance with the delay in getting enough entry blanks 

and trading cards, concern that lack of man-power would not 

allow proper coverage of accounts with point-of-purchase 

material, and some concern because the introduction of thia 

promotion preceded the announcement or winners of the Parakeet 

Pair promotion. 

6. Recommendation• 

Following the second pet promotion the market 

research director made three recommendations similar to hia 

previous rive: -

1. If maximum results are to be obtained from any single 

promotion, it should not overlap a previous promotion. 

2. In order to use a promotion effectively, selling acti

vities should be planned and directed as carerully aa 

other stepa in the program. 

3. Prize ideas should be pretested more carefully berore 

making a rinal selection. 
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Organization to many potential clients and provided a aelr

sustaining diversification plan as well as training projects 

ror new personnel, assuring clients or only skilled atarfa. 

an independent field study or this type was con

ducted late in the spring of 1940. In conjunction with a 

sponsored retailer survey on insect repellents, Noonan's 

starr compiled a market atudy of white shoe polish in the 

Greater Boston Trading Area. Recognizing the twin facets or 
market measurement studies, this "house project" was divided 

into two personal interview surveys, consumer and dealer, 

both conducted simultaneously in the same eighteen (18) com

munities in and surrounding Boston. 

To determine the public's purchasing habits, •oo 

residents were interviewed. Pre-selected portions or a map 

of the trading area and environs identified the towns and 

cities to be polled.* Each sub-sample district was chosen 

on a basis of its unirormity to the surrounding residential 

districts (socio-economic, home ownership, age distribution, 

and family sizes). Individual interviewers were relied upon 

to select at random a pre-determined minimum number of 

respondents which would generally conrorm to the universe 

structure as stratified by the statistical staff in Boston. 

Interviews, while not prearranged, were conducted on the streets 

and in public places or each sub-sample district. Each 

* 36. 


























































































































































































































































