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INDUSTRY COOPERATION IN AGRICULTURAL MARKETING RESEARCH

An FTxperiment Station Vicwpoint

by
A, H, Barrington
State Collezc of VWashinzton

Several times during the past few years we have been told of the shortcom-
ings of agricultural marketing research., At the close of his article on "The
Impact of War on Marketing Farm Products", Thomsen outlined various inadequacies
of research revealed in the needs of war. Iater, he expanded this in his "Criti-
cel Examination of Marketing Research" in which he made his classic statement,
"The time has come to abandon stodzy descriptions and particularizations of the
obvious.." Much the same theme runs throuzh articles by Black, Brownlee,
Nicholls and others, along with their suggestions as to arcas of rescarch from
which greatest values may be realized,

Theso articles have focuced our attention on the problem of inadequate re-
search and of our tremenious rcsponsibility under the Research and Marketing Act.
To bear this responsibility, we necd the cooperation of industry.

The term "industry" may confuse our discusslon unlecss wc agrec on a common
meaning, I em using it in the broad sense of all agencies engaging in the mar-
keting of farm products. Thosc azencics include all that perform our tradition=~
al marketing functions of physically handling the product over time and space,
of providing for the cxchanse of owncrship, and of facilitating these transfers
of goods and of their ownecrship. Also included are the procossing industries,
since, although we gencrally exclude the creation of form utility from our defi-
nition of marketing, these industries arc important purcheses of agricultural
products and have siznificant effects on their pricing and marketing., I am,
therefore, including every agency that, dircctly or indirectly, is intercasted in
the farm product from the farmer to the consumer, -- actual hanilers, credit
and insurance agencies, packaging firms, and the like, If the integration is to
be accomplished that Black sces as csscntial, just such an all-inclusive meaning
to "industry"' must be uscd.

The Goal of Marketing Research

Before discussing the problems of industry cooperation, we must glve heed
to & rather vital question: For whom arc the Agricultural Experiment Stations
doing theilr marketing research? To say that their goal 1s the common good 1s
not adequate; it does not point up the problem that J. B. Say stated so clearly
in connecction with his discussion of tariffs, "The legislative body has great
difficulty in resisting the Importunate demands for this kinds of privileges;
the applicants are the producers that are to benefit thercby, who can represent,
vith much plausibility, that their own gains arc a gain to the industrious
claases, and to the nation at large, their workmen and themselves being members
of the industrious classcs and of the nation",l/ Possibly a few negatives might
help us frame our standard. Owr rescarch is not for farmers exclusively, or pri-
marily; 1t is not for consumers cxclusively, or primarily; and it is not for in-
dustry exclusively. I believe we might sct up a standerd of maximum welfare of

1/ Say, J.B., A Treatise on Political Economy, J.B, Lippincott, and Co., 1859,
pp. 1h6-L47,
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the economy as a whole which Brownlee has stated as follows: "Welfare for the
economy as a whole is at a maximum when no further increase in welfare can be
achieved by an economic unit without this action resulting in a reduction in the
welfare of other units".2/ Our rescarch should be without bias in favor of or
against any group or intercst. This ideal, probably unattainable, nonetheless
can be used as a standard with which we may constantly check ourselves,

To bring up a specific point in this regard, I shall attempt a statement
of our attitude toward cooperatives. Ve are neither pro- nor anti-cooperative.
Ve do accept cooperatives as being a part of our "privately operated system for
distributing and marketing agricultural products", but we do not accept the term
"cooperation" as a justification in itself for any practice.

Arcas of Industry Cooperation

In discussing industry cooperation in research, it might be wise to out-
lino four arcas of cooperation:

1. The formulation of the research program,

2. The financing of the research progran,

3. The provision of basic information.

4, The operation of controlled experimental projeccts.

Although the areas overlap somewhat, each involves distinct problems of
cooperation,

The Formuletion of the Research Program

The experiment Stations need industry suggestions regarding problems rc-
quiring research, They should not be limited; in fact, should make it a point
not to be limited, in their work to the problems suzgested by the industry, It
1s here that we, as D». Hollands expressed it, "are indeed on the spot -- Shall
we be ready for the 'heat' or shall we continue to do resecarch that generates
little or no heat?" I am assuning that Experiment Station directors, and the
other administrators of the marketing program will develop over-all policies
which will allow the initiation and continuation of marketing research of what
we might term the "probing variety'. T am hoping that this program today may
help pave the way for better understanding between rescarch agencies and indus-
try so that research of this variety may advance. To reach thet understanding
I think we should inform industry of our desirec to tackle research, with their
cooperation, even though resulting conclusions may not always bo to their liking;
for if we tackle the "fundamental oconomic research”, that Nicholls states, "is
badly needed", we shall, according to him, seek the following objectives:

"l. to discover, ..the basic factors which detormine the actual lovels
of prices, nerging, costs, investment and output;

"2, to appraise the waye in which exlsting price policies and marketing
Institutions affect the interest of the farmor, the wage earner and
the general public; and

"3, to suggest institutional changes--legal or economic, public or

2/ Brownlec, V,H. Marketing Research and Welfare Economics JFE XXX, No, 1, p.
6k, February, 1948
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private~-by which the social performance of the given markets and
marketing agencies could be improved."i/

Brownlee&/ came to the conclusion that "These funds (from the Agricultural
Marketing Act) will contribute most to the welfare of the cconomy as a whole if
they are devoted to discovering means for improving marketing efficiency, deter-
mining the preferences of consumers for various amounts of marketing services,
and devising acceptable means for breaking the monopsony power of buyers. The
funds will not be well spent if they are devoted to means for increasing the
monopoly power of farmers,"

These quotations indicate the direction in which we should like to go.
Some of the research may produce repercussions within industry or agriculture
and may disturb the "status quo". This is not saying that we shall ignore the
problems for which men in the industries seeck answers and seek research help in
obtaining ansers; it is saying that we wonld like a balance between research on
those problems arising from industry end research involving these probing analy-
ses of institutions, policies, and practices in marketing.

Another problem faced by each Experiment Station is the problem of balance
in research among the various commodity industry interests within the state.
Various guides may be used in determining the proportion of cost devoted to each
commodity interest: the income from that commodity, the number of people em-
ployed in that industry, the number, intensity, and immediacy of the existing
problems, and tho costliness of the research. None of these is an adequate
guide in itself; the use of all of them gives no precise answer, but their con-
sideration should prevent serious lack of balance.

The Financing of the Research Program

The problem of balanced research involves the area of financing. To main-
tain some sort of balance, it would seem far wiger for various farm and industry
groups to support general appropriations for Experiment Stations rather than for
each industry to foster legislative appropriations for specific research pro-
grams, This is not an objection to special grants from industry; it is a plea
that requests for legislative grants to be combined into a single unified budget
request,

The development of state commissions with provisions for deductlons from
the price of each unit of the product has provided for new supplies of funds
for advertising, publicity, research or other industry-sponsored activity. The
Exporiment Station attitude toward these activities is the same as it is toward
the marketing extension, regulatory and service work provided in the Agricultur-
al Marketing Act of 1946: More effoctive work can be accomplished in these
lines if guided by an adequate research programn,

Grants made by industry groups make possible additional research along
specific lines. Tho acceptance of these grants should in no way affect the
station's standard of objectivity in research, In our experience with such
grants we have found it desirable to adhere to emphasize four mejor principles:

1. A project statement should be developed upon which both parties agree.
2, Agreement should be reached as to the use of funis, As a general rule,

3/ Nicholls, W.H., "Reorientation of Agricultural Marketing and Price Rosearch”,
Journal of Farm Economics, XXX, 1, p. bb, February 1948,
4/ 1bid, p. 67.

-117-




the Experiment Station would prefer to have a free rein to spond the
funds in whatever manner seems best in the performance of the research
work.

3. The direction of the work is the responsibility of the Experiment
Station.

4, The publication of the results and conclusions is the same as for pub-
licity financed research.

The Provision of Basic Information

Porhaps the arca of cooperation to which we had better devote much of our
thought is that of obtaining the basic information necessary for research analy-
sis. ILet us turn back to the formulation of the research program, For those
problems suggested by the industry there is littlo problem in the cooperation in
regard to obtaininz the necessary information for their solution. But in the
arce of the research progrem which is not formulated in cooperation with indus-
try we must face rcalistically the question posed by Dr. Hollands at the Market-
ing Conference at Logan, "If this basic problem of oligopoly is studied, how
can we obtain records and maintain cooperative working arrangements with private
businesses including somc cooperatives?"

Tho solution requires the attention of both the Experiment Stations and
industry. Both have responsibilities.

The Experiment Station has the responsibility of providing personnel in
whom the men in industry can have confidence and respect., In essence, that
means that resesrch men must specialize and each must continuously work with an
industry developing an expert knowledge and understanding of the industry and
its problems., Much of the criticism of past marketing rescarch has been direct-
ed toward the descriptive studies, and at least part of the cause for those
descriptive studies, I believe, has been the limited personnel trying to satisfy
unlimited demands,

I believe that in passing, we should recognize some risks inherent in the
marketing specialist solution, Two risks (other than the obvious one of the
loss of the specialist to industry) are:

1. The risk that as the specialist develops his understanding of an in-
dustry, he may also lose his objectivity and in a sense become a
spokesman for thd industry; and

2. At the other extreme, the spccialist may reach conclusions which may,
in turn, alienate the affections of industry and may thus sever all
cooperative relationships,

The ideal situation then would be a well trained research specialist work-
ing over a period of years in an industry, helping that industry to solve its
problems, studying the industry analytically, stating his conclusions clearly
and publicly, and being allowed to continue, Will industry help us in our climb
toward that ideal?

If they will, the calibre of research will be considerably greater,
Though we tackle these tender areas (and it is most likely that we shall), in-
dustry I believe, will fare betvter if the research on those tender subjects is
done by the well trained, experienced specialists that we can develop if we
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recelve the cooperation of industry in our development program.,

Many issues have beon discussed with inadequate information. Assumptions
are made in our reasoning, assumptions which need testing to see how closely
they conform to the true situation, Conclusions based on full information
should not be more unpopular than those based upon little information and much
surmise, That is our case for industry cooperation in providing basic infor-
mation for our research.

Much of our resecarch has been and is research by graduate students, Super-
visors for the students rescarch have not always been acquainted with the indus-
try in which the research was done, The development of research specialists
would increase the amount and quality of that supcrvisions.

Another problem is that of the use of confidential information. I under-
Stand that Federal Agencies that collect such data in the course of regulatory
or research work operate under specified rules which guarantee the maintenance
of confidential nature of the information, I think we might consider the ad-
visability of our Experiemtn Stations' drawing up a written code of ethics in
regard to the handling of confidential information in research. Most of them
are operating with an unwritten code. It might strengthen these cooperative
relationships with industry if a uniform code were prepared by our Research
Council.

The Operations of Experimental ProJjects

our marketing research has led us far from the farm into the retall store
and even to the consumer's door, In the field of consumer preference we have
met problems requiring experimental sales tests, The difficulties encountered
are less basic than those we have been discussing, but are etill worth mention-
ing. Those difficulties are primarily the result of placing experimental con-
trols over normal business operations. Two cxamples may illustrate the point.

In an experimental testing of a consumer package of apples, a limited num-
ber of packages were available; these were stored in a jobbor's storage room and
distributed through a fow retail stores whore sales could be checked. The job=-
ber, accustomed to rapid turn-over of produce, bemoaned the use of his space and
exerted pressure to expand the nwnber of retail outlets and to push the sale of
the product,

In retaill stores the presence of research personnel to get names and ad-
drosses of consumers purchasing specific test products has often been frowned
upon by the store manager. Yet the clerks, even though paid to obtain this in-
formation, often are negligent in rush period of business,

The solution, I belicve, is fairly simple, It requires experionced re-
search personnel who can fit the oxperiment into normal business, with the loast
description; and it requires that the experiment be fully understood by the in-
dustry personnel,

Sunmary

Our job in marketing research is a tremondous one. Experiment Stations
and other research agencies in gencral have barely scratched the surface of the
research that nceds to be done, We need the cooperation of industry in the de-
velopment and operation of a program of research that will more noarly moet the
demands, We trust thet we may conduct this research with enough training, care
and objectivity that we may merit the respect, the confidence, and the cooper-
ation of industry,
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