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‘\ - Table 1—Four Years’ Sales sttrlbuted by Lines of Business Sold’ |

. Year ‘1 . Year 2
Line of Bus ness Sold Amount Per Cent . Amount Per Cen
Banks .....beeeions 3235 454 , 33.3 $265,848 31.2

' TFinancial Concerns .. 27151 3338 36,430 4.3
Government Offices.s 28,946 - 4.2 . 34938 4.1
Pub. Ser. Institutions. 3_],251 44 46,406 5.4
Manu factureréi ...... 76,045 10.8 123,870 14.5.
Wholesalers ......... 54,858 17.8 190,900 © .10.7
Retajlers ........... 189,621 5 26.9° 184,570 217
Genefal Concerns 62,177 - 88 69,176 8.1

Tokat Sales 1. 705503 100. gs2144 100,

hav Jw ravealed the same tendency, and I am sure you
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. after the entu‘e orgamzatlon both at the headquar;ers, s

= ‘ha»e been sold to wholesalers

will fmd 4t trjte in similar form in your business.

. It ‘seems that the business, of concerns flows in
'definite channels and when thesé facts are discovered
many invaluable conclusions can be reached.

Turning to. the: chart again, we notice that the
business to wholesalers does not vary from the com-
posite average of 10 per cent -more than 2 per .cent!
Just'think of a concern whose business runs into’ the
billions every year securing.a certain definite per-
‘centage of “that b\j_mess, no matter what thig total
may: be, from a. particular group of their prospects,
as is-illustrated by this Wholesaler observation. = And
yet T w ant-to remind you that similar conditions are
trite of your business. .This means that no matter__
what we may set as a goal, or quota for this concern
. to attam in'the way of business during the coming
yezir,lf weallot 10 per ‘cent of that business to 'whole-
salers, we will come within 2 per cent of being abso- 'y
lutel; correct If atvthe beginning ofr 1925 we set
as a goal ‘five mllllOnS of dollars to be secured. by .
tlns company, we carl correctly - forecast ,that 10 perv-
cent of this amount, ér five hundred thousarld dollars .
will come from - wholesalers At the end of 1925

office and at the field offices, have all done theit best
in gdvertnsmg and in selling, no -matter w hat|the total
. business may be, apérommately 10 pet. cent %)f 1t will

Now, therefore, if there are 5,555 \\llole“lsaleirs in
"the entlre United States \vhom this concern ¢omsiders
as hemg in their market, this $500,000 must naturally

. come from theni. and, 1f from among .them all the

** potential value of $go. This, of course, is secured b)

company: is to secure $;,00000 each one represents a

diwdmg $500000 by 5,555 wholesalers.
\ at we have done with the wholesalers group can
be dupllcated in any one of the other eight groups, .’

Year 3 Year. 4 Average,

t Amount Per Cent Amount Per Cent “Per Cent

$364976  30.9- - $390,109|.: 30.9 314

37,371 32 43399 34 35

40,233 34 37066 | 29 35

51,584 44 56124 0 4S5 45

© 176,513 . 150 188,755 . 150 14.0

138,049 116 109,934 87 . 100
287,825 244 320892 ' . 262 252,
83920 7.1 106,367 - 8.4 go

1180483 100 1,261,646 -+ 100. 100.

g I,
chauqe you can see that there is lhc same regularity

. obtammg dmong them.

The- composite pcrfolmauce among thc m'mufac—
tmcrs is 14 per cent.
of -the years the company s businesy was within 1 per
ccnt of this figure: In another. year it was within

14 per “cent. 'In the first year shown on the clmrt we
. have the greatest variance, which'is 3.2 per cent.

We, will assumév that there are 21,870 manufac- -

tirers in the United States who' ate considered pros-
pects by this company. Having prevxom‘ly deter-
mined that 14 per.cent of whateyer business they may
hope to attain during the coming year would come
frém these maumfacturers, by dividing the total busi-
ness to come from manufdcturers, which in- this case

\ similar calculatlon is shown herewith where we

States - to whom this company can sell. its product,

xvmg us the $18 value per retailer:
$D,000,000A x ! 10 per cent $500,000.
- - = = $90.
\Wholesalers in the U. S. 5,555
$5,000,000.°  x 14 per cent $700,000, 32
Manafacturers i the U. 8. 21870 .
$5,00q,000.' x. 25 per cent $1,250,000. 8
" Retailers n the U. S. 69,400 $ T

With our values per prospeq we can work out two

“of 'the ideal ﬁgures we need ; quotas by salesmen and -

quotas by countles or cities.

 Tam sorry I haven’t more specific data showmg; the )
sxrrmﬁmnce of these records and the benefits accrurng )

to you by l\eepmg them.  But with a’ system “of record
keeping such. as is outlmed here and a tabulation
Showing the number of prospects you have in every

#

. Would be’ 14 per cent of five mlllfon or $700,000, the !
I su]t would gnve us the value per manufacturer, or

 the amouptt of business to come fromi retailers, .
or-$1 zgo,ooo by the number of retailers in the United |
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‘been published

W "A. Td an audience  like the

Taylor Soclety: it is unnecessary to emphasize unduly -

the hidden 'xgmﬁcance of Mr. Livingston’s presenta-
tion of .the subject of market analysis Its sczpe, as
to purpose, metliod and use is so great that the utmost
cbmpression is necessary.

For example he refers incidentally z_md in a smgle
phrase, to the u
advertising jdeas.” Withipn the past fonth there has

a.stateme(:t by a prominent concern
showing ho
advertlsmg rogram and. it took nearly 5,000 words
to portray the 'serioustless of their problem, the dif-
ficulties inv lvery, the existing waste and inefficiency,

and the manner| in which the analysis was applied to
the solution|of the problem. And this was only inci-
dental, in turn, to the effect on their engineering, thexr
‘production, and|their merchandising. ™

When one seriously considers the far-reaching p(}b‘
“ sibilities of intglligent market analysis, it'is easy to
" understand, first, why there has been such a” marked
and growing-
\cerns are ei her afraid- of it or sceptical about it ; and
‘third, why |therg is such a startling spread between
those who have

e of analysis to give “new and befter’

rest in it ; second, why so many con-

used it with conspicuous success, and -

n analysis reconstructed their entire: -

those at the other end of the scale who- refuse to .

concede that it
Mr. Livingsts
the basic problems of successful research—the need

can possibly benefit them.

the facts. The| number of so-called surveys, in un-
“skilled or biase ‘hands, “which give utterly iaulty re-
sults and pre]udlce the entire method, is simply ap-
-palling. The
situation is tliat theré are at least a few people in
" the. field who combine with. a knowledge of mer-
chandising a scientific regard fq ¢ fact, an ability either
to draft mtelll ent, non-leading qu stlons or drill a
reporter intp how to question and hyw to’ report and
finally, an ability to tabulate results make sound
deductions. In[ the hands of these few, market re-

search is assuming ths; place which it *deserves in | - ¢

- enterprise. |

To one of my personal bias, the cutstanding 'value

of the l\md\ of 'research’ that Mr. Livingston has de-

scribed, and mqre especially the statistical analysis of °

values by’ prosﬁects or business enterprises, lies-in its
application to the problem of sales control.
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