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INTRODUCTION

During this age of Sputniks, Explorers, and
other ballistic missiles, the American people have bheen
abruptly reminded that research will play an important
part in the future of America and the rest of the world.
In President Elsenhower's Oklahoma City address deliver-
ed on November 17, 1957, he stated that sclentists and
researchers must learn to communicate findings to the
layman so that the layman will understand and/or use
those findings. Massachusetts Institute of Technology
has recently realized the importance of this require-
ment of its future sclentists, for it has initliated
humanity courses in the undergraduate and graduate
levels for the specific purpose of enabling students to
express themselves more effectively.

It is the purpose of this thesis to show the
communication problems with which these companies are
faced, and to make an evaluatlion of how well they are
communicating to clients and future clients. First,
these companies must locate and communlcate with pros-

pects in order that the specliflc services they perform
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will be understood by those prospects. Secondly, re-
search concerns must be able to tell clients in layman
language why and how products can be developed or
changed. They must impart understanding in terms of
nicotine in clgarettes, leather in shoes, quality con-
trol in a plastle process, and many other research
problems. The communication problems of consulting
industrial researchers, in this respect, are most
timely for they deal with the highly technical problems
of government and blg business, and with the fundamental
problems of a small, privately owned company.

Three consulting research companies will be
studled. Specifically, a sample consisting of Arthur D.
Little, Inc.,of Cambridge, Massachusetis; Stanford Re-
gearch Institute of Stanford, California; and Foster D.
Snell, Inc., of New York City, New York,will be used.
Thege companies were selected as samples for specific
reasons. Arthur D. Little was chosen because it was
one of the first science-for-profit companies in the
country, and because today 1t i1s one of the largest
profit-making research companlies in the world. TFoster D.
Snell was selected because 11t 12 a smaller profit-making

company which specializes mainly in chemical research
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problems and because 1t generally serves smaller
companles than Arthur D. Little., Stanford Research
Institute was used as a sample because it is relative-
ly new, (it has operated for twelve years) and be-
cause it has become one of the largest non-profit
research consultants iIn the country. For these
reasons, interesting comparisons can be made between
the activities of the young and old, and the non-

profit and profit-making research institutlions.
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CHAPTER I

What is Industrial Research?

Mr. Raymond S. Stevens, President of Arthur D.
Little, Inc., in his speech at the Industrial Develop-
ment Conference at Los Angeles, Californla in 1955,
defined industrial research as "a great yeastly force
at the center of the economy, creating new ilndustiries
and re-creating old ones, and working changes on all
sides.”l And, Mr. David B. Hertz in his book, The

Theory and Practice of Industrial Research, saild that

it is "the application of human intelligence in a sys-
tematic manner to a problem whose solution is not
immediately available."2

Therefore, in combining the two definitions,
industrial research can be described as a growth in-
dustry which explores the known and unknown in order

to discover more and better answers to existing in-

dustrial problems. The problems may be varied from

lpermission to quote secured.

2David B, Hertz, The Theory and Practice of
Industrial Research (New York: McGraw Hill, 1950),
Pe 2




the coefficlients of expansion in machinery frictlon to
a problem concerning a tasteless wax substance on a
paper cup contalner,

The history of American research can generally
be traced to experimentation in the past quartier cen-
tury. As of today, it can be said that modern industrial
ressarch in America is a little over twenty-five years
old. It is not much more than that time since the
severing of the ties to Europe from which American
sclence, for more than a century, drew its intellectual
sustenance. The first Amerlcan ever to be honored with
a Nobel Prize was Albert Abraham Michelson, who re-
celved 1t in 1907 for work in physics begun many years
earllier in Cleveland. The Prize list was slow in grow-
ing, for American sclence remained almost completely
left to the great minds of Europe. But a decade before
Michelson's recognition the lines for future native
greatness were being laid out. Before the turn of the
century, young Americans of intellectual promise were
making their trips to Europe in greater and greater
numbers, to sit before the more experienced scientific
minds in England, France, and Germany. They became lin-

spired, and upon thelr return, they began to make felt



in America an influence that had scarcely stirred be-
fore. 1In turn, they became the teachers and lnsplrers
of 8till younger men who then made their way to Europe.

It was from the contact with Europe that the
young Americans at last lmported into the Unlted States
on a going basis, the standarde of European physical
science, its rigor of thought and 1ts scaring imagina-
tion. Thus, 1t was in the 1930's when everything else
was going "down the drain" and American industry was so
desperate that they thought it would never rise again,
when American research came of age,

In the past years, Europe's intellectual and
economic life has been shattered by the war, while ours
has been vastly fostered and nurtured. Today, the grow-
ing power of American sclentific thought 1s & prime
fact in our life, but a fact of which we have even yet
realized to its fullest extent. Certalnly, 1t appears
that the welding of sclence to lndustry and to the
development of new products and processes through re-
search will continue to shape the industrial pattern.
Taking this pattern into account, 1t can be expected
that changes will continue in regional life, educational
opportunity, and in the chances for the individual to

fill up his growing leisure in a more positive way.

- 3 -
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As Henry B. duPont once said, "Incustrial technology
provides the extra food on the table, the extra mile

on the speedometer, the extra dollar in the wallet.

It is the extra bushel in the barn, the extra suit in
the closet, the exira diploma at commencement time.

It is extra hours of leisure, the exira years of health
and life, the extra measure of security. Our very
security as a free people is dependent upon our capa-
clty to produce and to employ the most modern indus-

trial techniques."

"
=1
I
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CHAPTER _II

History of Arthur D. Little, Inc.2

"Allow us to call to your attention the chemi-
cal laboratory wnich we have established at No. 103 Milk
Street, Boston, —=- Mr. Griffin and Mr. Little have had
several years' experience in the development of new chemi-f
cal processes on the commercial scale and are prepared |
to undertake, either in thelr own laboratory, or upon
the spot, 1lnvestligations for the improvement of processes
and the perfection of products. Inventors and Manufactur-.
ers engaged in developing new ideas, can obtain from us
full information upon any chemical points involved and
feel sure that thelr communications will be considered
strictly Confidential."” This was the first business
announcement of two partners, Roger B. Griffin and Arthur
D. Little, who joined forces in 1886 to start one of the
first consulting reseasrch companies in the United States.
" 3The material for this historical account of
Arthur D. Little, Inc., was taken from a talk deliver~
ed to the Newcomen Soclety of England held at the
Hotel Somerset in Boston, Massachusetts, on May 5,

1953 by Dr. Earl P, Stevenson, then President of
Arthur D. Little, Inc.



After Mr. Griffin dled suddently within a few yeare, Mr.
Little went on to direct the organization now kuown asg
Arthur D. Little, Inc. Stunned by the loss of his friend
and partner, Mr. Little felt slight inclinatlion to con-~
tinue alone. In 1900 he formed a partnership with Dr.
William Walker, Professor of Chemistry at M. I. T. The
company at this time had moved to No. 7 Exchange Plzce,
Boston, an excellent location, tor it was in the heart

of the financial district. The perlod beginning with
1890 saw the introduction into the United States of

the tremendous scientlific progress of the Nineteenth
Century in Europe. Another reason for extensive indus~-
trial expansion was the fall of Napolean at Waterloo,

and with that, the reduced fear of world war. 5o, Arthur
D. Little found himself convenlently surrounded by favor-
g&ble conditions for which his services could be faclli-
tated and applied. From 1900, the Little and Walker
partnership realizing the increased interest in develop-
ment and applied research, added to its staff of persons
possessing extenslve specialized knowledge and experiehce
who bullt up departments of specialization within the
organization. This organlzational plan was highly

successful for the over-all competence and integrated

oo



effectiveness of the staff was greatly enhanced. Other
regearch companies soon realized the value of this plan
and followed sult.

Industrial contracts and activities expanded
steadily, and in 1909 under a charter drawn by Louis D.
Brandeis, the organization was incorporated under Massa-
chusetts laws. Mr, Littie was named President. The
corporation, with added working capital, increased the
volume of business untlil it was reaslized that enlarged
facilities were needed and the present site on the
Cambridge side of the Charles River was selected in 1917.
The beginning of the First World War caused an inter-
ruption of the flow of scientiflec, synthetic, and dye-
stuff goods from Germany, &nd the United States started
developing them themselves., Again, Arthur D. Littlie,
Inc. found itself conveniently in a nationally lmportant
position. After the war, Dr. Little was able to convince
leaders of the importance of continued research develop-
ments, and his suggestions were followed. In the late
1920's, the company's staff was reorganized to meet better
the needs of the rapidly changing industrial climate, a
move which was to mark the flexible nature of the company

in the years to come, Dr. Little died on August 1, 1935.

h
i



Dr. Earl P. Stevenson was named President of
the corporation shortly atter Dr., Little's death, and
with it he inherited the many problems oi the depression.
The bulk of these probiems were short~lived, nowever, for
soon afterward, the corporation was operating at a new
higher capacity with more and better scientifically
trained employees., Fhenomenai growih has marked the
post depression years due to World War 1I, post war ex-
pansion, the Korean War, and a natural development of an
expanding economy. The physical plant facilities were
moved to Acorn Park in 1953 with many of the administrative:
offices remaining in Cambridge on the Charles River gsite.
Mr. Raymond Stevens was named President in 1956.

During the 72 years of Arthur D. Little, Inc.,
its existence has been instrumental 1n helping to aevelop
the cyanamid industry, the Diesel engine, the X-ray, the
automobile, celulose products, wax papers, coal deriva-
tives, and thousande of éther key products. It has ex=
panded from the staff of the two chemists in 1886, to a
multi-talented professional group numbering over oul in

1957.



CHAPTER III

History of Stanford Research Institute4

The end of World War II brought to the Western
part of the United States, as elsewhere, problems of re-
adjustment. In addition, the West was faced with count-
legs problems arising out of unprecedented growth of
population, expansion of lndustry, and demands on its
physical resources. Stanford Research Institute was
established in the fall of 1946 to apply the techniques
of applied research to such problems,

Many local groups were instrumental 1n organiz-
ing interest for the proposed research center, but the
San Francisco Bohemian Club started serious mention of a
center in the summer of 1939. Several years of corres-
pondence and intermittent meetings followed. By Septemberf
1942, an organizational plan had been prepared by two |
members of Stanford University's Chemistry Departiment.

World War II prevented establishament of the
plan, so the dream of an applled research organization
“~~%7ne materiazl for this historical account of Stan-
ford Research Institute was taken from Research_ for In-

dustry, Stanford Research Institute's news bulletin, A
Vol. 9, November 1, 1956. j

TR T e e e T it o e e R . . - B T .
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lay dormant until September 1545 when a trustee presented
& plan to the presldent of the University. A committee
was formed and it was sssighed visits to other research
centers in order that a report couid be made as to the
feasibility of starting a new research organlzation.
Their conclusions definitely favored the creation of a
research organlzation to be guided pollicy-wise by the
University, but to operate separately and under its own
charter of incorporation.

The basic objective of the Institute was for
it to be & scientifiec and educational organization. It
was recognized that this goal would be met in many ways,
inciuding programs otf applied research and fact finding
a8 & service to business, industry, a&and government on a
contract basis.

The Institute was established physically 1in
buiidings originally constructed for use as an Army hospl-
tal by the U. S. Army on & site in Menlo Park, Callfornlas,
known as Stanford Village, about twe miles from the
Stanford campus. In 1955 the Instlitute purchased land
within Stantord Viliage upon which it was %o erect its
own permanent bulldinge. Most of the Institute's eariy

projects were in chemistry, the chief project being

- 10 -



methods by which smog could be controlled in the Los
Angeles section. Work was undertaken later in physics.,.
The two fields have since become the two largest segments
of the Physicel Sciences Division. A Division of Econ=-
omice Resesarch was establlshed in 1947, followed by an
Engineering Division in 1944,

Today, Stanford Research Institute is an in-
dependent, non-profit corporation chartered by the State
of California. The Trustees oi Stanford University are
the generai members ol the Institute corporation, and
the president of tne Unilversity is Chalrman of the In-
gtitute's Board of Directors, although there is no day-
to-day operational connectlon between the University and
the Institute. However, & mutual interesu 1in tne ad-
vancement of Knowledge has malntained an atwospnere of
close collaporation between the Institute and the Uni-
versity.

In order that the Institute maintain ius non-
prorit status, a certaln samount o©1 research work musi be
performed on a public service bssie. In the course of
ites activities, SRI observes areas in the public good
that would beneiit from an Institute research effort and,

sither solely with its own funds, or in cooperation with
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other organlzations, continuaily sponsors a number of

such research projects, In fuifiiling tnis requirement,
extensive work has been done in the fields of air podiu-
tion, waste utilization, public health, and agricuiture.
Recently, SRI took on a large project for the Apache
Indians located on the San Carlos Reservation in Arizona.
The project was financed in part by the Institute. The
tribal council asked SRI to study the reservation's re-
sources and Lo make recommendatlons for its fullest utili- :
zation. An areas development speciaiist, economists, &
mining engineer, a timber specialist, a social psycholo-
gist, and an anthropologist took part in the study.

The Institute has expanded steadlily since 1is
beginning in October L946. From & limited staff totalling -
46 at that time, it has grown to a staff totalling about |
1,410 at the present time., Because of the Institute's
non-profit nature, it holds the enviable distinction of
being tax exempt. This fact is a contributing reason
why the facilities have grown so rapidly, for the so-
cailled "profits" can be turned back into building, equip-

ment and skilLled labor.



CHAPTER -IV

History of Foster D. Snell, Inc.?

Just as many other beginners, Foster D. 3Snell
entered the fleld of chemistry without the benefit of a
novel introduction.

After a youth spent in Binghamton, N. Y. where
he was born on June 29, 1898, young Snell entered Colgate
University. A short interruption of his college career
due to service In the Navy durlng World War I did not
prevent hls graduation from Colgate in 1919 with a B. S.
degree on schedule. Jobs 1n chemlistry in those days were
hard to find, and a kindly professor encouraged Mr. Snell
to continue his studlies in chemistry while walting for
the economic cliouds to roll by. The young chemist, how-
ever, successfully used hils salesmanship, fostered by
summertime jobs as a seed salesman, to land a Job with

the Binghamton Gas Works. Mr. Snell held this, his only

5The material for this historical account of Foster D.:

Snell, Inc, was taken from Chemical and Engineering News
published by the American Chemical Society, Vol. 27,
August 8, 1949.
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industrial job, for a perlod of two months before he quit, *
to devote himselt to the task of writing a thin volume on
colorimetric analysis, This book, published in 1921 by

D. Van Nostrand, was one of the foundatlon stones of that
field of analysls and has since been followed by several
other tomes on the subject by Mr. Snell and hls collabora-
tors.

It was in that same year that Foster Snell
married Cornelia A. Tyler, a Syracuse University graduate
whomn he met while he was taking graduate courses in chemi- f
stry at Columbia. Except for the three-hour perlod in
November of every year when Colgate and Syracuse fight
their classic football duel, the collaboration has been
frictionless. Mrs. Snell, who received her Ph.D. in
chemistry shortly after her husband obtained his in 1923,
has been Dr. Snell's favorite co-author in the 68 papers
and books he has published to date.

While doling his work at Columbia, Mr. Snell
was8 an instructor at the College of the City of New York.
After the recelpt of his doctorate, he accepted a posi-
tion at Pratt Institute in Brooklyn under the famous
Allen E. Rogers. He was placed In charge of the courses

in technical chemistry during the day session, and gilven




the task of developing a course in organic chemistry for f
the night session. His remaining time began to be flllied
by numerous consulting jobs with which he was approached.

By the time Dr., Snell had been at Pratt only
two years, the volume of hls consulting activities grew
to a point where 1t became necessary for him to open a
separate laboratory to handle it. Three years later, the
press of work as a consultant brought about his declsion
to resign from Pratt iIn order to devote himself completely
to the business of “experting."

The increase in the number of consulting prob-
lems offered to Dr. Snell brought with them a need for an .
increased staff and facilitles., By 1929, the offlce and l
laboratory space of his organization had doubled and the ?
staff had grown to 25 in number. In 1930, Foster D. Snell,€
In¢c., of which Dr. Snell is president, was formed, and to ;
the astonishment of business experts, grew and prospered
during the gray depresslon years at about the same rate
that other commerclial enterprises were withering and
dying. In 1933, Dr. Snell moved his company lnto several
floors of the Brooklyn Dalily Eagle Building, where 1t

continued its rapid growth pattern.




In the latter part of 1946, Dr. Snell moved }
to West 15th Street in Manhattan, where it now occupies
two 10~story elevator-equipped buildings 1n the shadows
of New York's skyscrapers.

It would be hard to name a fleld of applied
chemistry in which Dr. Snetl's organization has not
tackled some particularly knotty problem. Successful
solutions to sticklers on acidproof elements, sllicates,
mortar, glass, cosmetics, foods, and leather have been
ground out by the technically well-rounded group Dr.
Snell has gathered around him. Considerable work has
been done on problems involving scaps and detergents, a
field in which Dr. Snell has always had a particular per-
gsonal interest and has published extensively.

Consulting work is not wlthout its Llighter side
at Foster D. Snell, Inc., for its files contain the case
histories of several whimsical problems that have been
solved. Among these are the development of a "magic"
powder for use by a magiclan to put an instantaneous
"head" on beer. Another of these assorted gems was the
task of formulating a non-polsonous stable white liquid f

for use in dolls' nursing bottles. A




Today, Foster D. Snell, Inc., employs about i
180 people., It has expanded by the acquisitlon of :
plants in Bainbridge, N. Y., Baltimore, Maryland, and ;
Worcester, Massachusetts, in addition to its central j

offlces in New York City.
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CHAPTER V

What Consulting Research Companles (Qffer

The many consulting research companles located
throughout the United States otfer services and products
to thelir customers., It would be almost impossible to
list all the services in the diversitied filelds. How-
ever, a recent accounting has shown that Arthur D, Little
performs over 2.0 services which, listed in alilphabetical
order, start with abrasives and end with X-ray diffrac-
tion., Foster D. Snell with its more speclalized field
of chemical research 1ls avallable for service in anything
from the evaluation of the vitamin content of products,
to the investigation of the probable merits of a raw
material. Similarly, Stanford Research Institute's sep-
vices range all the way from helping make ma jor manage-
ment decisions, such as those it helped make in creating
Disneyland amusement park, to studies for transportation
concerning an estimate of the long-term demand, supply,
and cost of coal, natural gas, hydroelectric power, the ;
various gradeeg of fuel oil, 01l from shale deposits, and

nuclear power in the different regions of the western




states. In evaluating how thelr services can best be
used, these companies will (1) define the objective of
the program, (2) assess the resources and facilities,
(3) study the economics of production and marketing of
the various industries which seem best sulted to the
program, and (4#) carry the program out.

The research companies also offer products
to its customers., Oftentlimes, a company which is in
financial doldrums will approach a research firm and
ask for advice in developing a new "line" for produc-
tion. Recently, a new president of a paper products com-
pany did exactly that. He employed an industrial re-
gearch team to tackle the whole program of the company's
products and sales. The research team began by markei-
ing and product study. One of the resulting recommenda-
tions was that the company in point should have a hot
l1iguid paper cup, a product it did not then have. There
was, in fact, no outstandingly good paper cup for hot
liquide on the market. The next task of the research
group was to develop a cup of this kind that would be
better than anything then being produced. They first
had to find a satisfactory paper base. Then they had
to develop a coating. Thelr efforts led to the develop-

ment of a plastic coating that was entirely new to the
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Industry. In the course of the work they used a team
In tne flavor laboratory in developing a coating that
was tasteless and did not contribute off-flavor. The
end product met the speclal combination of requirements;
a coating that gave added stilitness, that could be
applied quickly and dry quickliy, that was non-toxlc and
flavor free, without unpleasant odor, and that could
8tand hot iiquids. After the coating was developed,
the problem went to the development engineers who de-
signed a new machine which would apply the coating. In
the final stages of development, basic informatlion was
assembled tor the sultable schedule of production, and
methods of distripution and sale. The cup developed by
the research team became one of the key assets of the
company, and was recognized as such when the firm was
acquired by one of the country's largest container
companies. Today that company 1s in a position to pro-
mote and market this product as the "Tiftany of Paper
Cups."

This 1s just one remote exampie ot how & con-
gsulting research company can oiffer a new product to a
company that could protitably make room tor a proauct

line development. (See Table I)
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$ Volume

RESULTS ACHIEVED BY INDUSTRIAL

RESFARCH CUSTOMERS

X Company Sales

Research Company Income from X Company

1940 1958

This chart shows typical growth in sales of a com-
pany served by a consulting research company, It shows the extent
to which sales have contimually increased whereas the charges

have decreased proportionately for an industry hiring a con~

sulting research company on a long-term retainer basis,

TABLE I
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CHAPTER VI

How Arthur D. Little and Foster D. Snell Operate

Simply spesking, the contract research compa-
nies such as ADL and FDS operate by renting man hours
of time and by renting their c¢reative people to cliente.
These are closely reiated activities and indeed they are
interwoven by each other. Recentiy, ADL was hired by
the Egyptian Government to survey the materials and
methods best suited for vililage housing. The research
engineers reached a somewhat startiing conclusion that
mud, which they have been usling for several thousands
of years, was the Egyptlans' best bet, but recommended
1ts mixture with petroleum products to make it more re-
sistant to rain in the ralny areas, as well as some
changes in the traditionel design of the dwellings.

They felt that these modest conclusions, which are well
on the way to execution, may do more to house the home-
less than miilions of dollars worth of shiny steel and
concrete model houses that the villagers or the nation
could never afford. More recentiy, ADL had another
team in Egypt investigating the possibllities for more

industry in the land wnere industry began.




The basis of cost for the Egyptian Government
during this project was the charge for man hours of time
consumed by the research team in Egypt along with the
rent of ADL's creative people in the home laboratory.

All in ail, it was a nominal charge to & people for whom
the results ot the investigation wilii effect economicalily
speaking tfor many years to come.

Similarly, operations at Snell are widespread.
Services range from elementary analyses for a few dolilars
to and beyond fees like $36,000 annual retainer from the
Sugar Research Foundation. (See Table I} The Foundation
had several ideas for new uses of surplus suger. Be-
cause the field for synthetic detergents is growing so
rapidly, and because they have done a Lot o1 work on de-
tergents, the Foundatlon asked Snell to try to make a
detergent from sugar. They were able to develop sucrose
monofatty acid esters from sugar and fats. BSince both of
these were overproduced, the new detergent will be very
cheap. Right now, they are aiready in the pllot-plant
stage with this great new product.

Fiity per cent or alLl jobs cost less than

$100, but bigger projects bring in the bulk of income.




CHAPTER VII

How Stanford Research Institute Qperates

Because of the non-proflt nature of Stanford
Research Institute, restrictions are placed upon the
money-raising operauvions ol the company. First and fore-
most 1ls the requirement that Institute-sponsored research
must conslst o1 at leasi L0 percent of total projects in
process. The remaining 90 percent of the on-going pro-
Jects are carried on as reguiar contract agreements be-
tween the parties.

SRI recently made a complete survey of the
transportation system in tne Philippine Republic for
the National Economic¢ Council of that country. The
study ot all forms of transportation on and among the
Islands presented the facts about the present status
of Island transportation and expected trends and needs,
to provide a basis for planning the iurther economic
development of the Islands.

The cost of this to the Philippine Council
was the cost ot the time hours of personnelf’involved,

and an additional charge of 150 percenv of the overhead




used., A final charge of 12 percent of the total project

‘1s added on for "growth" purpcses in the company. This

assessment is similar to that ot ADL's and FDS's charge
called "mark-up".

Therefore, the charges of the profit making
and the non-profit making companies are very similiar,
The greatest Difference, however, is that some of the
excesses are absorbed by the Institute-spousorsd pio-
Jecuvs or SRI, whereas that particular restriction is

not pilaced upon the profit-making companies,



CHAPTER VIII

The Promotional Efforts of the Research Industry

Since 1940, the ressarch industry in Amerilca
has grown in leaps and bounds. The reasons for this,
as the author indicated previousiy, were the war de-
fense eftort and the expanding economy. New producus
were sought to repiace the hard-to-obtain war materialis,
and more 'mileage" was needed from the existing products.
After the war, new horizons were stiil sought and the
research industry has continued to prosper.

Because the nature of the nation's need for
research has been continually changiug, so the promotion-
al approaches of those companles have also changed. Ten
years ago the diffliculty was to persuade those with the
responsibility of ailocating tunds to provide enough 1or
regearch. Today the situation tends to be the oppos.ite.
Both 1industrial ana govenmentai funds are beiug poured
Into research at such a rate that the limiting factor is
a shortage of trained personnel, This creates other pro-
blems of administration, for nowhere ls it easler to

wagute money than in research actlvity. A research man,
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lacking insight and imaginatiou, can spend just as much
money, 1li not more, thau a man performing aun executive
function, and 1t 1s feared that the present high re-
gard in which research is nheld may eventuaily suffer
from too lavish an expenditure of fuuds lu tne wrong
places. Therefore, the promotional position of the
researcher has been endowed with a new responsiblliity.
He must not only seek new customers for his company,
but he must rationally and sensibly explors the needs of
the prospective client. The promotional etforts must
be sophisticated enough so that a clear need for re-
gearch can be determined, and only by acting wlsely in
an advisory capacity, can respect for the research in-
dustry be maintained and retained.

Inasmuch as the reseascn i1ndustiry has grown
80 rapildly, and aithough many companies seek the ser-
vices of consulting industrial researchers, a great deal
of competitlon exists between the researchers. For that
reason, as in many other industries, promotional efforts
play an lmportant financiai roie. Thererore, the re-
search companies have spent a great deal ot money for
the purpose of determining thelr most effective communi-

cation tool or toecls for plnpointing prospects. As a
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general statement, however, it can be sald that industrial -

regearchers, as a group, are reaching the publlc by every
promotional means available. That is to say, every tech-
nique in communication is being used by oue, Some, or all
of the ressarch companies 1ln order that efrlective pro-
motional contacts be established. Also, it may be saild
that the selected sample of Arthur D. Little, Foster D.
Snell, and Stanford Research Institute are employing, as
a group, most of the promotional techniques. Some of
these techniques are publicity of aiil kinds, books, arti-
cles in professional journals, seminars, conferences,
luncheons, symposiums, and messages through all the media.
It may be sald at this point that according to Walter
Harday of Foster Snell the industrial researchers are most
interested in developing a sophlisticated promoticonal pro-
gram. He stated that the professional nature of the in-
dustry almost demands a sound, sensibie selling campalgn
divorced of traditional gilmmicks of other promotional
efforts.,

Because of the all-encompassing nature of the
research promotional efforts, the major means of pro-

motion by each company of the sample will be studied.



Specifically, the informal luncheon of Arthur D. Little,
the direct mailing campaign of Foster D. Snell, and the

symposium of Stanford Research Institute will be fully

explored.
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EXHIBIT No. 1
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TELEPHONE

WATKINS 4-8800 29 WEST I16™ STREET

NEW YCRK 1l, N.Y.

April 11, 1958

Miss M. F. Hughes
Refined Syrups and Sugars, Inc.
Yonkers, New York

Dear Miss Hughes:

Have you not often wondered how folks first met?

We have. In fact, we would like very much to know just how you first
became acquainted with us, I don't remember. Probably chemical
journals.

Listed below are several possibilities. Please check the appropriate line
and return to us in the enclosed, self-addressed, postpaid envelope.

Direct Mail

The Chemical Digest
Memorandum to Management

Marketing and Economic Research Newsletter
Other (State)

Advertising or Publicity

Business Week I& EC
Chemical Week Wall Street Journal
Dun's Review Other (State)

|

(more recently) - Bugar Research

Professional Card Foundation Reportis

Yellow Pages (Telephone Redbook)

Personal Recommendation

Thank you for your assistance in conducting this survey. We hope we can
continue to serve you.

Very truly yours,

FOSTER D. SNELL, Inc.
Encl.

REPRESENTATIVES IN
LONDOQN - PARIS - MONTEVIDED - MILAN - MEXICOo CITY

CORRESPONDENTS IN OTHER PRINCIPAL CITIES
- 3 .
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CHAPTER IX

The Direct Maill Campaign of Foster D. Snell

"Foster D. Snell prides itself with the ract
that it was the first research-for-protit company to
develop a direct mall campalgn for promollonal purposes.
The company has done 1is own market research and de-
veloped its market mainly through selected mallings and
carefully placed advertising."® FDS feels that the
greatest number of prospects are reached through the
mailling program. It obviously has been an effectlve
method of promotion for the company client Ltist nas
grown from 2 in 1920 (1ts first year of operation) to a
record ot over 12,000 clients served up to 1958. In
addition, FDS requests 1ts management staff to belong
to professionsl chemical societies in order that those
people establish informal business contacts.

The direct mall lists accordling to Walter Hardy,
Director of Client Relations, is comprised of past and
present clients, companiese who have asked to be included
on the mall lists, and leads which have been discovered
T 6uManagement Audit; Published by the American In-

stitute of Management, June 1958, Vol. VII, No. 14,
Page 2.
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through direct and indirect contacts. (See Exhibit I)

The direct mall itself consists of pamphliets
and journals which the latesy findings of the chemical
research tield (especialliy as discovered by Snell) are
reported,

Recently, FDS undertook a survey deslgned to
discover the extent to which published articles and com-
plete Snell publications were reaching the desired
audience. (See Recognition Survey, Appendix) The sur-
vey received a 9.3% response which 1s considered an
average response for a written questionnaire.

The results of the survey showed that the
material was reaching a desirably varied economlc
audience, and that the efforts of Snell's Public Rela-
tion Department to have material published in natlonal

publications are recognized by the reading audlence.
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CHAPTER X

The Promotional Luncheon of Arthur D. Little

Although Arthur D. Little, Inc., uses almost
every method possible 1in gaining new customers, the
method that has proven to be the most successful 1s
the "product line audit function". The meetings are
held in the form of a luncheon where the staff members
of ADL entertain invited guests of a pre-determined
geographical area., The guests are informed at the
dinner meeting of the services the company performs.

The writer attended a sales function held
in New Haven, Connecticut on April 24, 1958. The meet-
ing was conducted at the New Haven Lawn Club which was
consldered to be an exclusive club according to re-
sponses given the writer by people on the New Haven
streets. Executives ot mary of the manufacturing plants
around the New Haven area were invited by perscnal
letters from ADL to attend that meeting. (See Exhibit
No. 2) The purpose of the meeting was carefully ex-
plained to those executives 1n the letter so that they

understood the nature of the function at the outsetl.

_33-
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EXHIBIT No, 2

April 7, 1958

Mr. Joseph R, Neill, President
Watertown Manufacturing Company
Echo Lake Road

Watertown, Connecticut

Dear Mr,. Neill:

We are giving a small luncheon for a group of executives from the major
industrial companies in the New Haven area and hope that you can be our
guest on Thursday, April 2L, at 12 noon, at the New Haven Lawn Club,
193 Whitney Avenue in New Haven.

For some time we have been conducting product audits for many of our
clients and this program will present a brief review of the major factors
involved. Basically the program is geared to help you with your long
range product policy planning and to provide a blueprint for your future
product line, Consideration is given to present products which should
be dropped either now or later and to products which should be introduced
with an approximate timetable for their introduction.

Mr. Richard J, Coveney, Vice-President of Arthur D, Little, Inc., who
has directed these audits since their inception, will be the principal
speaker, The program will discuss the complex integration of skills
involved in the successful development and improvement of products,
Specific reference by other speakers will include such factors as
material analysis, product methods, evaluation of competitive products,
marketing problems and the relationship of research to corporate growth.

We hope that you will be with us on April 2hth, The program has been
designed gso that we will conclude no later than 2:00 p.m,

Please let me know if you can attend,

Sincerely,

Fred B. Foulk

FBF:8p
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This particular nmeeting was designed to bring to the
attention of the guests the many problems involved in
analyzing which products a company should or should
not manufacture. ADL called for "product line audits"
elther by the individual company or by outside experts,
which implied, In a subtle manner, that ADL would be
the agent to handlie that particular problem.

As guests arrived, they were gliven tags to
wear which identified each person by hls name and the
company which he was representing. After each person
had slgned in, he was greeted by a member of the ADL
staff, and cocktailes were offered to those who wished
them. The cocktails were an excellent method of "break-
ing the ice" for i1t gave ADL and the other businessmen
a good chance to meet informally. It was observed that
there was no high pressure selling by the staff members
and a cordial, informal, friendly atmosphere was main-
tained. After about a half an hour, the guests were
invited to sit at any tabie of their choosing. Each
table had one ADL stafi member which was an excellent
idea. Again, 1t was observed that there was no high
pressure message delivered by the staff members at the

1ndividual tables. After the meal, the speakers spoke
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very briefly of ADL's history, its services, and its past
projects. All the speakers did an excellent job of inform-
ing the visitors of the "corporate image" of ADL in view
of the time sllotted to each. Everyday uses of research
and research findings were explained with a minimum of
technical terms which seemed to make the presentations
very understandable to the visltors. $Slldes were also t
shown to explain even more thoroughly ADL's products and
analyses. After the luncheon, all those who were interest-
ed 1In talking to the staff members were invited for coffee
and dessert., This was an excellent idea, for the guesis
were promised that the presentation would be completed by
two o'clock. Those guests who were on a tight schedule
seemed to appreciate that the two o'clock limit was met.
The over—-all impression of the product line
luncheon was excellent. ADL presented itself in a most
professional, yet friendly, manner. One visitor to whom
the writer spoke sald, "These people certainly are an
alert group. It is refreshing to see that research people
are human beings. I've enjoyed thls meeting very much,
and it has proven to be most informative." The writer was
particularly impressed with the low pressure sales approach.

The company was not identified as such more than a dozen



:? times, yet it 18 helleved that each visltor attending

‘ clearly understood the promotional aspsct of the meet-

?j ing. Attendance was about haif of all those invited,

7 which is understood to be an excellent turnout. It
was particularly good in this instance, tor a local

: manufacturing assoclation calied a last-minute meeting

EE which undoubtedly cut down on the ADL attendance.

It is certainly too soon to know the results
of the New Haven meeting. Oftentimes the resulits of
such meetings are not uncovered for several months,
or, in some instances, several years. However, in-

) ff teresting figures can be used from the results of a
;f Detroit luncheon held in January 1956 to show the
nature of expenses and the growth of projects under-
taken. {(See Table II) These are cases directly result-

ing from the promotional meeting.

#;'. T i T I
1
i
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STATISTICS OF DETROIT LUNCHEON HELD IN
JARNUARY, 1356

Number of guests invited: L50
Number of guests attending 227

Total cost of luncheon

(including meals, transportation, ete.) $5,500.,00 (approximate)

CASES RESULTING

Original

Case No, Type of Company Cost
6023l Plastic Products $6,000,
602623 Manufacturing Company 7,500,
603 311t Carpet Sweeper Company 7,500,
60375% Metal Products Division 17,000,
60LLO* X Corporation 18,000,
60520+ Y Steel Corporation 36,000,

$ 92,000,

# S5%i1l continuing
## Closed U/L/57

TABLE TT

-38 -

Total billing
to date

$6,000.
22,500,

9,000,
17,000,
36,000.
36,000,

% 126,000,



CHAPTER XI

The Symposium of Stanford Research Institute

Among the Articles o1 Incorporation of Stan-
ford Research Institute under the laws o1 the State of
Caiifornia, one of the corporation's purposes is ",..
to establish a center for the accumulation of infrorma-
tion usetul to scientific¢ and technical information with
other research and educational institutions and to pub-
lish and disseminate such of its findings as may be
deemed of general public interest.”

Practically the sole means of disseminating
information to the public is by the mesns of symposlums
(defined in Webster's Collegiate Dictionary as "...a
gathering at which discussion on a certaln subject 1is
held.") For this reason, symposiums and conferences
have played a large role in the Institute's first 12
years. Another reason for depending upon this type of
promotion is that it is one of the few ways of promot-
ing services because the State laws prohibit CSRI from

using "space" advertisements in newspapers and maga-

Zines.
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The Institute sponsors or co-sponsors a number
of symposiums each year at which sclentists and indus~
trialists from many natlons present technical papers,
engage 1in panel discussions, and informally explore
matters of mutual interest. Also, the meetings provide
forums for research problems in which SRI 1s vitally
interested, Thus, three alr-pollution symposiums have
attracted leading sclentists concerned with control of
smeog; two meetings have dealt with the capabilities and
problems of automation; and four gatherings have evalu-
ated the role of soclal sclences in industry.

The assemblies have focused national and world
sttention on research programe in which SRI is taking
leading roles. A World Symposium on Applied Solar Energy
last November in Arizona attracted scientists from 34
foreign countries to the firset meeting of this magnlitude
concerned with the applications of solar energy.

The High Temperature Symposium last June ex-
ceeded all expectations of co-sponsors SRI and the Uni-
verslity of California. An overflow audlence of 700
chemlsts, physiclsts, and engineers attended the meet-
ings at the University'se Berkeley Campus. And three

area~development conferences have been so successful in
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polnting up the tasks facing the West that a meeting on
an even more ambitlous level - an International Industrial
Development Conference - was held in mid-October 1957 in
San Francisco.

Promotional information alsoc is disseminated

through Institute publications. A Chemical Economics

Handbook 1n 8ix years has gathered a wealth of economic
data for chemicel, market research, and octher companies
concerned with economic planning iu the chemlcali and re-
lated industiries.

The doliar volume of business to SRI resulting
from the symposiums 1s very difficult to measure, accord-
ing to Mr. David G. Parkes, Director of Public Relations,
because of the professional atmosphere malntained at the
meetings., Fromotional efforts, ldentifled as such, are
not emphasized. The general approach seems to be that
the subtle mention of Stanford Research Institute en-
hances greater public relaetions than other, more ambi-
tious selling programs.

The only measure of the success of symposiums
seems to be in examining the company growth pattern in
its first twelve years of operation. The Institute has

expanded from a company employing forty~six employees
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in 1946, to a staff of over 1,400 in 1948. Its position
in the research field has grown so rapidly that SRI is
now considered the company doing the greatest dollar
voluﬁe of all the non-profii research companiles.

With these facts in mind, 1t appears that SRI
is communicating effectively to prospective clients in
spite of tax restrictions imposed upon it by the State

of California.
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CHAPTER XII

A Promotionsl Evaluation by the Dun and Bradstreet
Recognition Survey/!

Dun and Bradstreet, Inc. was hired by Arthur D.
Little, Inc. to conduct a survey in order that ADL's com-
parative market position could be examined. Dun and Brad- Q
street was hired so that the responses would be lmpartial,
for ADL was not lidentified as the sponsoring company.

Two basic questionnaires were used in the sur-
vey; the "M" questionnalre seeking information about
management consulting firms and activities and the "7V
questionnaires seeking information about technical re-
search firms and activities. (See Exhiblte 3 and 4) The
"M" questionnaire was sent only to presidents. The "T"
questionnalre was split between research directors and
presidents. Half of the list, or a total of 2,308 ques-
tionnaires was mailed in February 1958; 1,170 "M" ques-
tionnaires and 1,133 "T" questionnaires. The names of

the presidents were taken from "Poor's Register of Direc-

tors (1958) and Fortune's top 500 firms. The names of

fReprinted by permission of Arthur D. Little, Inc.,
and Dun and EBradstreet, Inc.
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the research directors were taken from Industrial Laborsa-

tories of the United States (1956)., Competitors and non-

manufacturing firms were removed from the iists, and no
individual was maited more than one gquestionnaire, al-
though several companies received two questionnaires,

The return for the 1958 mailing was 27%. As
compared to the mailout, it appears that there is some
bias 1n the returns as measured by types of respondents.
Technical directors comprise 10% more of the total return
than the mailout, and as a result "T" gquestionnaires com-
prise more of the return than the mailout and technical
directors account for a great share of the "T" question-
naires.

In evaluating the results of the survey, 1%
should be stressed that percentage differences between
groups of respondents and their ratings are more meaning-
ful than numerical differences. Also, unless a sizable
difference exlsts in tabulations of small groups, it can-
not be sssumed significant. There is no absolute defi-
nition of the services offered for checking, but 1t can
be assumed from the responses that ADL 1s thought to per-
form all of these services. Therefore, ADL receives more
mentions than those firms offering a narrow range of ser-

viceg. The absence of non-manufacturing concerns from
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the respondents undoubtedly affects some of the recogni-
tion responses, especlially regional development, and this
should be kept in mind when reviewing client responses
particularly.

It should be noted that both parent companies
and divisions have been coded as cllents, even though the
respondent may have been at one level and the client re=-
lationship at another level. Also, all companies who have
ever been cllents were counted as such, even though the
relationship may have been terminated prior to present
management's experience. Care shoutd be taken not to con-
fuse clients wilth users of consultantg; clients refer to
ADL, FDS, and SRI relationships only; users of consultants
are those respondents who report that they have used any
consultants in the past three years. There may be some geof
graphical bias present in the returns, but it has not yet |
been determined.

Large companies include those with 200 or more
employees, a capital strength rating of over §1,000,000.

(either Dun and Bradstreet or Thomas' Register) and firms

with sales over $1,000,000,
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Management Consulting

Tabulation of the "M" questionnaire (mailed
only to presidents) shows that ADL is well recognized
for Chemical Product Development and compares very close=-
ly with Booz-Allen (non-profit research firm) in over=-
all recognitlon. Clients recognize all-of these ser-
vices readily as ADL services, except management appraisalsi
ADL has the most outstanding mentions for four of the :
gseven services, although the differences between ADL and
Booz-Allen are small. It is interesting to note that
only one-third of the clients ldentified ADL as outstand-
Ing in any service, although the other two-thirds probab-
ly 4id not comment on the other firms either. When firms
are not identifled for any service, ADL has the fewest
number of "have never heard of" and the greatest number
of "I am familiar with" responses. It sppears that recog- .
nition is therefore greaster for ALL than other firms,
since the responses for the other firms are in reverse
order,

Technical Consulting

ADL has the gresatest number of mentions for

five technical services and mentions range from seventy

to five ahead o1 thne second ranking firm as follows:
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Industrial market research - 70 ahead of Snell
Operation research - %9 ahead of Snell
Plan design - 55 ahead of Snell
Industriasl design « 52 ahead of Armour and
Battele and 51 ahead of Stanford Research
Institute.
Chemlical Process Development = 5 ahead of
Stanford Research Institute
ADL 1s identified by more respondents than any
other firme, leading U. S. Testing {non-profit firm) by
three and Armour and Battelle by twenty. ADL 1s recog-
nized as having a broad range of services and leads SRI
by seventy mentions for services over four small compa-
nles, presidents and non-users of consultantis recognize
U, S. Testing ahead of ADL.
For outstanding recognition, ADL leads or ties
for six out of nine services, as folliows:
Industrial market research - 26 ahead of Snell
Operations research - 14 shead of SRI
Industrial design - 4 ahead of SRI
Plant design - 10 ahead of SRI
Chemical process development --3 ahead of Snell
Mechanical equipment - tied with SRI, one ahead

of Snell

Bk T CmeiEe e e . . S SR E
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Only 16% of the eclients recognized ADL as out-
standing, and both clients and research directors gave
the same response as total "T"'s, except that ADL was
given 2 less mentlons for cpemical process development
than Stanfora Research Institute.

Use of Consul%ing Firms

ADL has been employed by 24% of the 300 users
of consultants who identiflied the firms they retained.
Battelle follows with 20%, Armour 1l1%, Snell 10% and
Stanford 7%. Eighteen non-clients reported having used
ADL in the past three years. ADL has the most mentlons
by clients, large firms, small firms, and presidents,
and follows one mention behind Battelle for "r" respond-
ents. It foilows four mentions behind Booz-Allen by "M"
respondents, and seven mentionse behind Battelle by re-
search directors.

ADL and Stanford both received a higher pro-
portion of mentions from "T" than "M" respondents. All
except two consultants - Snell and U, S, Testing - re-
ceived many more mentions from large firms than small
firms. Clients mentioned the firms Listed on the "T"

guestionnaire more frequently than those on the "M"

list.,

- 48 -



Speclializatlon

Although the greatest number of respondents
indicated no preference, there is a decided interest in
specialization over a broad range of services. Respond-
ents who did not identify any of the consultants listed
indicated a stronger interest in specialization over no
preference as did the "M" respondents.

Comments

Sixty percent of all comments on ADL, FD3,

and SRI were favorable. Users comments were hlghly

favorable, and non-users highly unfavorabie, as follows;

Percent of favorable comments
Users - 95%
Clients - 8U%
Large companies ~ 75%
"P" guestionnaires - 68%
Research directors - 62%
"M" questionnaires - 7%
Non-clients - 56%
Presidents - 51%
Respondents with identifylng consul-

tants ~ 52%



J

Small companies - 49%
Respondents not ldentifyling
consultants - 46%
Non-users - 2t%
Summary of the Recognitlon Survey

The Recognition Survey wag conducted by Tun
and Bradstreet, Inc. for Arthur D, Little, Inc. The
Survey was designed to snow tue extent to which Arthur D.
Little was recognized by businessmen tnroughout the
counuvry for the services they perform. Competitors were
included in the guestionnaire so that a true relation-
ship with competling companles could be visuallzed by
Arthur D. Little, Inc.

Dun and Bradstreet was hired by ADL so that a
neutral agent would be implied in the survey. In other
words, ADL felt that if Dun and Bradstreet's letterhead
accompanied uvhe guestionnalre, the respoundent would De
more liable to answer 1t and that the answer would Dbe
more lLiable to be impartial. The cost of the Survey is

estimated to be about $4,830.
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CHAPTER XIII

Final Evaluatlon and Summary

As this thesis nas shown, research has been a
dynamic forece in the past haistory of our country and 1t
promises to be even more important in our future. The
research companies are periorming an i1mportant function
for they are nelping to create new jobs, new opportunities,
and greater use of our resources.

The nistory of research 1n this country has been
traced so that i1ts rapid growth has been shown. The wriuer
does not feeli tnat uhe growth has occurcred lndependentliy of
careful planning 1n promotional services, It 1s felt tnat
intelligeut education of the public as a whole and indivi-
dual clients has made a great coutribution for the geueral
recognition of the .mportance or research. This does not
mean that misrepresentation has not occurred by consulting
researchers. Malpractice has been in evidence in the past
Just as it nas in other fields, but it felt by ciients that
malpractice has occurred in a bare minimum of totali projects
undertaken,

The entire project of evaluating promotioual acti-

vities by the research industiry 1s obviously 1mpossibie.
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For that reason, the writer has selected three outstanding
companles %0 represenit a sample of consuliting researchers.
Arthur D. Littie, Inc. was selected because 1t is the
largest profit-making research company in the country.
Foster D. Snell was selected because 1t is a small profit-
making researcher. Finally, Stanford Research Institute
was selected because 1t is one of the largest non-profit
research firms. Interesting comparisons of the companies
have been made because of the difference in slze and opera-
ting scope., It has been seen that the consulting research

companies have grown in size and operating scope. oStan-

ford Research Institute, Foster D. Snell, Inc., and Arthur D..

Little, Inc. have many clients on a retalner basls and, as
the Recognition survey shows, those companies which have
used consulting researchers are more than satisfied with
the results, These factors, in themselves, appear to be
important endorsements for these companles.

A final evaluation of the effectliveness of the
promotional activity of the tnree companies was made
through the Dun and Bradstreet Recognition Survey. The
survey showed that Arthur D. Little, Inc. has been most
successful in delivering its "corporate image" to the pub-

liec, That company ls most favorably and readily recognlzed



for its services performed than the other companies in
the research field, although the other companies received
appropriate recognition for specialized promotional ef-
forts.

The future of the research industry appears to
be very bright indeed. Certainly the welding of sciences
to industry and the development of ne@ products and
processes through research will continue to shape the in-
dustrial pattern. Taking this trend into account, we can
look for changes in the pattern of the last century -
changes that will affect regional life, educatiomal oppor-
tunity, and the chance for the individual to fill up his
growing leisure in a positive way. According to a recent
MeGraw-Hill publication "we will reach a point in the mid-
1960's when there will begin the greatest surge of capital
investment in all history. And then - around 1965 - the
new processes (full automation, atomic power, continuous
steel casting) which are the slowest and most expensive
part of the research chain to develop, will come into play.

"The combined impact of new products and new
processes to meet an expanding market, will thus be felt
in the mid-1960's, eight to ten years after the recent

sharp increase in research spending. The full impact is

T TR T T T T T IR IR TR e L e T T TGN A TSIETINTIETETI UL LTI T TR ,.,._,:-f:.'.::.:'._..__.._?:.._.k_.___.‘__ e



that far away because of the lags for applied research,
pilot plant studies and market introduction. But, to

a large degree, the prosperity of the 1960's has already
been shaped by the research promotional programs now

under way."8

8How Research Shapes Industry New York: LicGraw-
Hill, 1958, p. 4.
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FOSTER D. SNELL, INC.
29 WEST 15th STREET, NEW YORK 11, N.Y.
CONSULTING CHEMISTS
ENGINEERS

Memorandum to - Research Directors

from = Richard L. Moore, Director of Public Relations

Subject Results of Rasearch Director Trade Journal and Business

1.

2.
3.

L.

5.

Fe

We
to

Paper Readershlp Study.

Our questionnaire was mailed to 4500 research directors in the United
States who were asked: '"What trade journals, businegs papers do you
read? and "What trade journals do you find most helpful in your work?"

We received over ;20 replies which represents a 9.3% response,

The average number of publications listed on each questionnaire for
question one was 7.

Many research people read far more extensively than they indicated
and made note of this fact,

Some stated that their library or market research staff read dozens
of trade journals and then mark specific articles and items for their
attention,

(To put in a plug, this is what our CHEMICAL MARKET ABSTRACT service
does with several hundred trade journals, too.)

Some research directors indicated that their readership of trade
Journals change as their field or interests change. (See item 8 also)

Pharmaceutical research people listed more publiecations per reader
than the other fields,

We observed that usually you could determine the indus+trial field of
the research director by noting the names of the publications listed,
For instance a railroad researcher reads railroad publications first.
A pulp and paper man lists most of the pulp and paper publications
first as well as chemical and business papers too.

The majority of the companies answering were nationally known, We
were able to classify many of our respondents by checking the Stan-
dard Advertising Register of national advertisers. (See Table IV.)

appreciate your interest in taking part in this study and shall be glad
hear from you and try to answer your questions or comments,

RIM:VEM

OZ o

(Signed) Richard L. Moore
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TOP 2l PUBLICATIONS INDICATED BY ANSWERS TO QUESTION ONE.

Question One. "What trade journals, business papers do you read?V
Question Two. "What trade journals do you find most helpful in your work?"

Publication

Chemical & Engineering News
Chemical Week

Business Week

Industrial & Engineering Chemistry
Chemical Engineering

Wall Street Journal

0il, Paint & Drug Reporter
Fortune

Drug Trade News

Modern Plastics

Iron Age

Metal Progess

Chemical Abstracts

Soap & Chemical Specialties
Chemical Processing

Food Engineering

Journal of American Chemical Society
Steel

Seience

Analytical Chemlstry

Drug & Cosmetic Industry
Product Engineering
Machine Design

Us S. News & World Report

TABIE I
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No. of Times No. of Times
Answered Answered
Question One Question Two
183 117
149 109
91 33
82 52
17 52
70 25
36 26
34 7
33 19
32 21
29 13
28 19
26 22
26 13
25 16
25 2l
25 1L
25 1y
24 13
23 18
23 19
22 17
21 13

21



Question One, "What trade journals, business papers do you read?"
Question Two. "What trade journals do you find most helpful in your work?"

No, of Times No., of Times
Answered Answered
Question One Question Two

A. C. S, Journals 20 15
Agricultural Chemicals 6

American Dyestuff Reporter 17 10
American Paint Jourmal

American Perfumer & FEssential 0il Review
A. S. Te M. Bulletin

Automation

Barrons

Brick & Clay Record

Ceramic Industry

Chemical Engineering Progress

Daily News Record

Design News

Dun'sg Review

Elactrical Manufacturing

Electronic Designs

Electronics

Feedstuffs

Food Field Reporter

Food Processing

Food Research

Food Technology

Forbes

Foundry

Harvard Review

Industrial Laboratories

IRE Proceedings

Journal of Agricultural & Food Chemistry
Journal of American Management Association
Journal of American 0il Chemists Society
Journal of American Pharmaceutical Association
Journal of Applied Physics

Journal of Commerce

Kiplinger Letters

Material & Methods

Mechanical Engineering

Metal Finishing

Modern Packaging

Nation's Business

Newsweek

Nucleonies

0il & Ga= Journal

Packaging Parade

Paper Mill News

Paper Trade Journal

8
5

o =IO

20
20

10

11

13

UlEiO\ELO<IE;t:G;E;E:Ui-JChCDEiO\E;ijhCDHJUIE;cj(hi%(hssulcn'qE;(h\ﬂtg\ﬂ\OIjl:
w
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No, of Times No, of Times

Answered Answered

Publication Question Cne Question Two
Petroleum Processing 1 8
Plastic World 10 5

Pulp & Paper 5

Railway Age 5

Rubber Age 1} 9
Rubber World 12

SAE Journal 5

Seientific American 15

TAPPI 15 15
Tele-Tech 5 5
Textile Tndustries 5

Textile Research Journal 7

Textile World 10 5

The Paper Industry 5 6
Time 9

TABLE II

Note: Over LS50 publications were mentioned. We have listed those
mentioned 5 or more times,

- 6] -



TITLE OF THOSE RESPONDING TO QUESTIONNAIRE

Presidents and Qwners 39
Ve Pe in charge of research and development 34
Ve Pe 9
Research & Technical Directors 172
Managers of Research & Development 15
Associate Directors of Research T
Laboratory Managers 18
Chief Chemists 2}
Chief Engineers, Metallurgists 23

Miscellaneous titles, e.g. Research Chemist, Sales Manager,

Director of Public Relations L5
Unsigned 3
Total Response 420
TABLE III
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BREAKDOWN & SUMMARY OF TYPES OF COMPANIES RESPONDING TO NUESTIONNAIRE

Major Field of Activity

Building Construction & Materials
Cement

Ceramicsg

Chemical Companies

Chemical Specialty Manufacturers
Containers

Consultants

Cosmetics

Detergents

Flectrical Manufacturing
Engineering

Floor Covering

Food

Government Lahoratories

Ink

Iron & Steel

Machinery

Mamufacturing

Metal Working

Miscellaneous - s.g. Dept. Store, Ingurance Labs,
0il, Gas Petroleum

Plastics

Paints & Varnishes

Paper & Wood

Research Labs, Independent & Non-Profit
Pharmaceutical

Railroads

Rubber

Scientific Instruments

Testing Laboratories

Textiles

Tobaceo

Water Conditioners

Total

TABLE IV
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