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sell  the proceeds  he an t ic ipa tes  
rece iv ing  in foreign cu r r ency  on 
the s ix-months  forward exchange  
market ,  at  a ra te  k, nown in ad- 
vance~ 

INTERECONOMICS: It is often 
a rgued  by  expor te rs  t h a t  h i the r to  
it has  been  by  no means  ce r ta in  
w h e t h e r  the  cu r r ency  r i sk  could 
a lw~aysbe covered  on the forward  
cu r r ency  market .  Exper ience  has  
t augh t  tha t  at  ce r ta in  per iods  i t  is 
not  poss ible  to cover  this risk, for 
example ,  dur ing  the  weeks  imme- 
d ia te ly  p roced ing  the  r eva l ua t i on  
of the  D-Mark in 1961. 

SOHMEN: People  are apt  to for- 
get tha t  these  are  p h e n o m e n a  
which h a v e  occur red  in the  p r e s -  
e a t  s y s t e m : o f  " ad jus t ab ly  peg-  
ged" exchange  rates.  Unde r  this  
system, such p h e n o m e n a  indeed  
occur  often. Exper ience  ga ined  un-  
der  this  sys tem mus t  not, how- 

ever ,  be  e x t e n d e d  to a sys tem of 
more  f lexible  rates .  Wi th  f ree ly  
f lexible  rates ,  it would be prac t i -  
ca l ly  imposs ib le  for the  forward  
marke t s  to col lapse  in the  w a y  t hey  
somet imes  do unde r  the  ex is t ing  
system.  Both fo rward  and  spot  ex- 
change ra tes  would  be  comple te ly  
free at all t imes to set t le  at  the  
cur ren t  equi l ib r ium level.  The  rea-  
son w h y  the  forward  exchange  
m ar ke t s  co l lapsed  af ter  the  re- 
va lua t ion  of the  D-Mark was sim- 
p ly  tha t  the  fo rward  marke t s  were  
not  be ing  suppor ted  by  the  cen- 
tral  bank  and  that ,  in per iods  w h e n  
pa r i ty  changes are  expec ted  to oc- 
cur  u n d e r  the  p r e sen t  system, cen- 
t ra l  banks  a re  forced, e i the r  by  
adm i n i s t r a t i ve  measures  or b y  
mora l  suasion,  to p roh ib i t  forward  
dea l ings  not  d i rec t ly  connec t ed  
wi th  expor t  or impor t  t ransact ions .  
W h e n  all fo rward  cu r r ency  deal-  
ings not  d i rec t ly  connec ted  wi th  

commerce  are  thus  p r e v e n t e d  more  
or less successful ly ,  commerc ia l  
t r aders  h a v e  no m a r k e t  pa r tne r s  
to whom they  would offer, or from 
whom they  could buy,  fo rward  
currency.  This  is w h y  the re  is a 
g r e a t  d a n g e r  tha t  these  marke t s  
may  col lapse  at such times. It is 
p rec i se ly  this  dange r  which could 
be avo ided  b y  the  i n t roduc t ion  of 
more  f lexible  exchange  rates.  

INTERECONOMICS: To boil  i t  
down  to a formula,  could  we say:  
the  sys t em you  p ropose  is, in  
real i ty ,  a sys t em offer ing g r ea t e r  
secur i ty  for all involved .  Whi l s t  
the p re sen t  m o n e t a r y  sys t em 
forces us to lock the  s tab le  door  
af ter  the  h o r s e  has  gone,  the  sys-  
tem p roposed  b y  the  27 exper t s  
would p r e v e n t  the  horse  eve r  get- 
t ing out  of the  s table? 

$OHMEN: Qui te  right,  t ha t  is 
the  e s sence  of our  proposals .  

TowardsA Behavioural Science of Market Research: 
The Challenge of Africa 
By T. L. V. Blair, Ph. D., London ~ 

M a r k e t  research  in developing wor ld  areas faces the  
mos t  chal lenging  tes ts  in its br ief  h is tory .  Develop-  
m e n t  implies the  t r ans fo rma t ion  of socie ty;  n e w  
s ights  and  sounds  jos t l e  c rowds  on  Ma in  Streets  in 
Africa,  Lat in A m e r i c a  and  Asia.  And,  as researchers  
fol low new produc t s  in to  these  a renas  of con tac t  and  
co-opera t ion ,  t hey  e n c o u n t e r  new prob lems  and  op- 
por tuni t ies .  A t  this  ea r ly  s tage  in the  conf ron ta t ion  
b e t w e e n  Af r i can  c o n s u m e r s  and  marke t s  and  W e s t e r n  
m a n u f a c t u r e d  p roduc t s  i t  is appropr ia t e  to r e v i e w  
m a r k e t  research,  t h e o r y  and  m e t h o d  and  to i l lumina te  
those  areas  w h e r e  our  p re sen t  a ssumpt ions  and  meth -  
ods fa l ter  before  the  th rus t  of social  and  economic  
change. 

Origins, Definitions and Interests 

M a r k e t  research  emerges  out  of the  needs,  in tent ions ,  
and  impuIses  of W e s t e r n  social,  economic  and  intel-  
l ec tua l  h is tory .  M a r k e t  research  defini t ions,  espec ia l ly  
in  England,  t end  to desc r ibe  "wha t  it does",  i.e. its 
empir ica l  con t r i bu t i on  to the  reso lu t ion  of specif ic  
p rob lems  put  fo rward  b y  business .  Its func t ions  be-  
ing conce ived  of as direct ly ,  and  simply, re la ted  to 
the  pe r fo rmance  of bus ine s s  ac t iv i t i es  tha t  direct  the  
f low Of goods and  se rv i ces  f rom producer  to con- 
sumer.  

* This  essay is based  on a paper  g iven  at  The Annual  Conference 
of The Market  Research Socie ty  (Great  Britain) at The Grand 
Hotel ,  Eastbourne,  England .  Dr. B 1 a i r is a sociologis t  and 
au thor  of:  Afr ica :  A Marke t  Profile, London:  Business Publ icat ions  
Ltd., 1965. 

Occas iona l ly  a long  the con t inuum of m a r k e t i n g  ac- 
t ivit ies,  def in i t iona l  emphas i s  is p laced  on pa r t i cu la r  
functions.  For example,  one  wr i t e r  def ines  m a r k e t  
research as " inves t iga t ions  m a d e  b y  firms or  b y  
research  o rgan i sa t ions  on beha l f  of firms, to f ind ou t  
how well  a ce r t a in  p roduc t  was  se l l ing  compared  to 
its compet i tors  and  w h a t  sor t  of p e r s o n  is b u y i n g  i t  
and why".  O t h e r  wr i te rs  s t ress  the  in te l l igence  func- 
t ion  of m a r k e t  research in c la r i fy ing  and  so lv ing  
bus iness  problems.  J o h n  D o w n h a m  and  his co l leagues  
h a v e  e m p h a s i s e d  the  "prov i s ion  of i n f o r m a t i o n - - d e -  
s igned  to help  in the  fo rmula t ion  and  so lu t ion  of 
bus iness  problems" .  

M a r k e t  research today  ref lects  these  o r ien ta t ions  and  
opera tes  in  s eve ra l  fa i r ly  d i s t inc t  ways .  t t  has  the  
respons ib i l i ty  of ga the r ing  the  facts,  mon i to r ing  the  
b e h a v i o u r  of ex is t ing  products ,  exp lor ing  ways  to 
be t t e r  ex is t ing  produc ts  and  to research new pos- 
sibil i t ies.  It also assists  by  a n a l y s i n g  the  cor re la tes  
of m a r k e t i n g  dec is ion  making,  i.e. those  th ings  t ha t  
mus t  be k n o w n  about  people  and  social  p rocesses  in  
order  to formula te  and  rea l i se  technica l  a n d  com- 
merc ia l  decisions.  

To car ry  out  these  funct ions  m a r k e t  research  ha s  
se l ec t ive ly  bo r rowed  insights,  methods ,  concepts  and  
f indings  f rom the  na tu ra l  and  socia l  sciences ,  l inguis-  
tics, and  arts  and  humani t ies .  In  some areas  of mar-  
ke t  research impor t an t  tools h a v e  b e e n  f a sh ioned  
from this exotic  p o t - p o u r r i .  However ,  we are  
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still far from h a v i n g  an  i n t eg ra t ed  sc ience  of m a r k e t  
research. It  m a y  be  tha t  the  chal lenge of new  m arke t s  
and  consumers  in the  deve lop ing  areas  of t he  wor ld  
wil l  s t imula te  progress  in  t h a t  direct ion.  This  idea  
cons t i tu tes  the  f undam en t a l  p remise  of this  br ie f  
essay. 

The systematic formulation of an integrated science 
of marke t  research  has  a def in i te  pr ior i ty  in m o d e r n  
i n d e p e n d e n t  Africa.  It can  p rov ide  a firm bas is  for 
na t ion-bu i ld ing  and  a m e a n s  of mon i to r ing  the  g rowth  
of marke ts .  The  ach i evemen t  of these  goals,  howeve r ,  
requi res  awarenes s  of some crucial  p rob lems  and  op- 
por tuni t ies .  

Theory and Assumptions 

As m a r k e t  research  a d v a n c e s  into Afr ica  and  assim- 
i lates  new  k n o w l e d g e  its p ropos i t ions  come up for 
re -examina t ion .  C h a n g i n g  peop le  and  p r o d u c t i v e  
forces, ci t ies and  cash  wages ,  r evea l  the  gaps  in 
theore t ica l  k n o w l e d g e  and  expose  the  u n d e r l y i n g  
cul tura l  b i a ses  which r e t a r d  the  fo rmula t ion  of effi- 
c ient  and  ef fec t ive  research  d e s i g n s .  

In Afr ica  and  the  d e v e l o p i n g  areas  of the  wor ld  t h e  
impl ic i t  a s sumpt ions  which under l i e  m a r k e t  research  
are cha l lenged  w h e r e v e r  the  fol lowing condi t ions  
obta in :  

1. Marke t  Research:  C u l t u r e - b o u n d ' - -  

(a) W h e r e  ana lys t s ,  t h e  m a r k e t  researchers ,  are  
no t  of the  cu l tu re  of t he  r e sponden t s  and  a re  
t h e m s e l v e s  cu l tu re -bound .  

(b) W h e r e  t h e  as sumpt ion  of s low gradua l  change 
in a la issez-fa i re  soc ie ty  conce rned  wi th  the  pre-  
s e rva t i on  of the  pa s t  does  no t  hold. 

(c) W h e r e  a s sumpt ions  tha t  each pe r son  ho lds  an  
ind iv idua l  v i e w  a n d  t ha t  these  are r a n d o m l y  dis- 
t r i bu t ed  in  the  u n i v e r s e  a p p e a r  to be  cont rad ic ted .  

2. The  C h a i n  of D i s t r i b u t i o n : - -  

(a) W h e r e  the  p r o d u c e r  and  the  c o n s u m e r  are  
s e p a r a t e d  f rom each o t h e r  a long  a t enuous  chain 
of d i s t r ibu t ion  f rom the  capi ta l  c i ty  to the  r emotes t  
v i l lage.  

(b) W h e r e  goods a re  t r aded  in a p rogres s ive  ser ies  
of t r ansac t ions  f rom the  European  who lesa l e  shop  
to the  Af r i c an  m a r k e t  p lace  and  from the  u r b a n  
a r ea  to t he  ru ra l  a rea .  

(c) W h e r e  the  pu rchase r  of a p roduc t  is not  usua l ly  
i ts c o n s u m e r  an d  goods  are  bough t  and  sold f rom 
h a n d  to hand ,  un t i l  the i r  u t i l i ty  for gene ra t i ng  
m o n e y  or  b a r t e r  decreases .  

3. The  M a r k e t  Place  and  M a r k e t  P r i nc i p l e : - -  

(a) W h e r e  "man ' s  n a t u r a l  p ropens i ty  is to truck, 
ba r te r ,  t raff ic  a nd  exchange" .  

(b) W h e r e  the  m a r k e t  p lace  is not  the  p r i m a r y  

source  of da i ly  needs  and  cash  income. 

(c) W h e r e  we do no t  k n o w  the  m a r k e t  p r inc ip le  
n o r  the  ways  in which the  s t ruc tu re  of soc ie ty  af- 
fect  the  ope ra t i on  of pr ice  mechanisms.  

(d) W h e r e  "irrational" factors  g o v e r n  to a la rge  
d e g r e e  the  forms of o rgan i s a t i on  and  d iv i s ion  of 
labour ,  i.e. cus tom regu la te s  b u y i n g  and  sell ing,  
for example ,  b u y i n g  m a y  be  a m a n ' s  funct ion,  cer- 
t a i n  foods m a y  be  " taboo",  and  b a r g a i n i n g  is 
r ea l ly  "p lay ing  the  game"  and  regu la tes  the  
r e l a t ionsh ips  b e t w e e n  buye r s  and  sellers.  

4. In fo rma t ion  E x p o s u r e : - -  

(a) W h e r e  exposu re  to in fo rmat ion  is a func t ion  
of co l l ec t ive  class o r  k in  membersh ip ,  and  mes-  
sages  come from proscriptive sources. 

(b) Where there is a two-step flow of information 
from those in authority to the humblest of men. 

(c) Where there is a vast cultural and economic 
gap between the intent of a message and the in- 
dividual's response. 

5. Consumer Behaviour, A social question:-- 

(a} Where consumer hehaviour, normally con- 
sidered as the proper sphere of individual choice, 
is viewed as a social question with national im- 
plications. 

(b) Where the test of a "profitable investment" is 
not only its monetary return but its net social 
benefit, that is, its contribution to economic in- 
dependence, planned progress, a diversified econ- 
omy, the development of skilled cadres and the 
diffusion of worthwhile products. 

Auto.Criticism and the Host Sciences 

In the  t ee th  of change m a n y  crucia l  aspects  of the  
sc iences  which a re  hosts  to m a r k e t  research  t h e o r y  
are  also be ing  chal lenged.  Social  sc ient i s t s  h a v e  h a d  
to r ev i se  or discard,  o ld  models  of h u m a n  b e h a v i o u r  
and  c rea te  new  ones.  W i t h  more  cases  to be  s tud ied  
in a rap id ly  u r b a n i s i n g  world,  we l ea rn  more ;  wi th  
new  c i rcumstances  ar i s ing  in differ ing civi l isat ions,  
n e w  theor ies  arise.  

In economics,  a s sumpt ions  abou t  ra t iona l  economic  
m e n  opera t ing  wi th in  a p ro to - typ ica l  la issez-faire  
soc i e ty  are  g iv ing  way to n e w  formulat ions .  The  
%vorks of Messrs .  Little, Balogh, Schatz and  Ga lb ra i th  
a re  wor thwh i l e  r ead ing  in this  regard.  Wes t e rn  de-  
f in i t ions  of c l a s s - - t h o s e  of Weber ,  Warne r ,  Marx ,  
Cen te r s  and  o t h e r s - - h a v e  not  b e e n  s h o w n  to be  
u n i v e r s a l ;  as a ma t t e r  of fact, the  def in i t ions  used  b y  
m a r k e t  researchers  in  di f ferent  W e s t e r n  coun t r i es  
of ten  v a r y  in seve ra l  crucial  respects .  

S ta t i s t ics  p rov ide  a m e t h o d  of ob t a in ing  and  ver i fy-  
ing accura te  in format ion  g a t h e r e d  from se lec ted  

i 

H. M. GEHRCKEN5 
H A M B U R G  

TELEPHONE 3611 4i - TELEX 02-11117 

S h l p o w n e r s  �9 5 h i p b r o k e r s  �9 S t e v e d o r e s  
. . . . . .  i i 

12 

Regular Sailings 
in j o i n t  service to 

F I N L A N D  
STOC K H O L M  

N O R T H  S W E D f N  

I N T E RE CO N O M I CS,  No. 4, 1966 



samples  wi th in  c lear ly  specif ied and  ca lcu lab le  l imits.  
However ,  the  p re sen ta t ion  of complex  and  sophis-  
t i ca ted  designs  and  formulas  shou ld  not  be  t a k e n  for 
comple te  wisdom. All  the  n e c e s s a r y  and  suff ic ient  
facts  abou t  deve lop ing  na t ions  are  far from be ing  
ga thered .  It  m a y  be  tha t  we k n o w  a lot  abou t  th ings  
tha t  a re  r e l a t ive ly  i n n o c u o u s - - l i k e  how  m a n y  people  
p a r k  the i r  cars on  the  left h a n d  side of Broad Street ,  
Lagos, Niger ia  at  12 n o o n - - a n d  v e r y  l i t t le  abou t  h o w  
seeming ly  i so la ted  scraps of b e h a v i o u r  ref lect  the  
whole  ind iv idua l  or society.  

Descr ip t ive  sociological  s tudies  h a v e  enr iched our  
a w a r e n e s s  of the  h u m a n  group;  t hey  h a v e  he lped  us 
to u n d e r s t a n d  the  social  factors  affect ing c o n s u m e r  
behav iou r .  There  is a la rge  body  of useful  concep t s  
in  the  spec ia l i sed  s tudies  of popula t ion ,  demography ,  
mass  communica t ion ,  group dynamics  and  publ ic  
opinion.  Never the les s ,  popu la r  soc io logy  requi res  
cau t ious  appraisal .  The  t e n d e n c y  to exp la in  the  con- 
di t ions  and  b e h a v i o u r  of peop le  in  fo rmer  colonies  
b y  genera l i sa t ions  l ike "unde r -deve loped  count r ies  
a re  unde r -deve loped  societ ies"  mer i t s  subs t an t i a t i on  
b y  a g rea t e r  mass  of da ta  and  ins igh ts  t h a n  p r e s e n t l y  
exist .  The same inadequac ie s  ho ld  t rue  for typolog ica l  
d ichotomies  or  l inea r  abs t r ac t ions  which p lace  whoIe  
na t ions ,  peoples  and  classes,  in  r ig id  ca tegor ies  and  
obscu re  facts which do not  c o n v e n i e n t l y  fit. 

A n t h r o p o l o g y  and  its r e l a t ed  b ranches  h a v e  i nc r ea sed  
ou r  knowledge  abou t  na t i ona l  cu l tu res  and  the  r a n g e  
of s imilar i t ies  and  di f ferences  which mark  the  family  
of  man.  W i t h  independence ,  howeve r ,  t he  sens i t ive  
p e n d u l u m  of empir ica l  f ield research  is shi f t ing from 
s tudy ing  stat ic  communi t i e s  to resea rch ing  modern i s -  
ing Af r i can  na t ions .  T he  r e - emergence  of Afr ica  has  
h igh l i gh t ed  seve ra l  h o a r y  an th ropo log ica l  maxims  
and  s t imula ted  a r e -emphas i s  upon  the  e th ics  of pro- 
fess ional  scient i f ic  ac t iv i ty .  W h e r e v e r  the  m a r k e t  
r esea rcher  is a s t r a n g e r  in a c o m m u n i t y  h e  should  
a d h e r e  to two ca rd ina l  pr inc ip les :  (1) e th ica l  objec-  
t ivi ty ,  i.e., s t a t ing  one ' s  v a l u e  a s sumpt ions  open ly  
a n d  gua rd ing  aga ins t  impress ing  one ' s  va lues  on the  
data ,  and  (2) cu l tu ra l  re la t iv ism,  i.e., accept ing  for 
the  purpose  of ana ly s i s  the  in tegr i ty  and  e thos  of the  
cu l tu re  unde r  examina t ion .  

For tuna te ly ,  the  e m e r g e n c e  of Afr ica  has  s t imula ted  
t he  p roduc t ion  of n u m e r o u s  books,  theses ,  mono-  
g raphs  and ar t ic les  o n  m a n y  aspects  of m o d e r n  life 
a n d  e v e r y  field of sc ience .  The  sys temat ic  col lec t ion  
and  compi la t ion  of a n c i e n t  and  c o n t e m p o r a r y  Afri-  
cane  has  b e c o m e  a m a j o r  t ask  of Afr ican is t s  and  a 
boon  to appl ied r e sea rche r s  who wish  rapid  access  to 
new  da ta  and  r ev i sed  me thods  and  theories .  

M o d e r n  marke t  r e sea rche r s  in  the  deve lop ing  na t ions  
s h o u l d  be aware  of t he  auto-cr i t ica l  t endenc ies  in 
the  hos t  sc iences  and  l e a r n  from the i r  efforts to b r e a k  
t h r o u g h  the  cul -de-sacs  which ba r  the  evo lu t ion  of 
sc ient i f ic  thought .  M a r k e t  research should  confirm or 
d e n y  the  pr inc ip les  t h e y  bo r row and, picking up the  
residue,  move  fo rward  as a sc ience  in its own  right.  

Towards A Behavioural Science 
of Market Researdl 

W h a t  is the  p rope r  s t u d y  of m a r k e t  research? In the 
las t  decades,  de f in i t ions  of "what  marke t  research is 
and  does" h a v e  c hanged  in emphas i s  in response  to 
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n e w  consumers  and markets ,  both  in the newly  af- 
f luent  W es t e rn  societ ies  and the independen t  Afr ican 
nations. They have  become more behaviouraI,  com- 
para t ive  and social ly aware.  

Marke ts  and marke t ing  are in ter re la ted  aspects  of 
change and development .  The quickening pace of in- 
dependence ,  urbanisa t ion and industr ia l isa t ion crea tes  
changing condit ions of life and labour. New income 
groups, spending habits and food choices occur and 
reflect  new aspirat ions and requi rements  for modern  
household and communi ty  life. 

Marke t ing  behav iour  is a social p r o c e s s - - a  chain of 
in te r re la ted  phases  of hmnan  act ion from the p r imary  
producer  to the ul t imate consumer.  This special  pro-  
cess involves  communicat ion,  inst i tut ional  infra- 
structures,  l ike t raders  and market  places,  and 
t ranspor t  and distribution. Complex pat terns  of 
human  relat ions occur be tween  individuals and 
groups,  and among buyers  and sellers,  peasants ,  
factory hands,  co-operat ives ,  merchants,  government s  
and world-wide t rade associat ions.  Tension, confl ict  
and resolut ion punc tua te  the process  as the needs  
and demands  of the nascent ,  newly - independen t  "poor 
nat ions  of the South" cast  ominous shadows on the  
aff luence of the older  richer industr ial  nat ions  of the  
Nor thern  Hemisphere .  In sum, markets  are insti tu- 
tions, market ing  is a process,  and the agents, involv-  
ed in par t icular  types  of human act ivi ty  and inter-  
action, exer t  a p rofound influence on the wider  social  
and cultural env i ronmen t  in which they  operate.  

Wi th in  this f ramework,  market  research can make a 
substant ia l  contr ibut ion toward analys ing behav iour  
in deve loping  countr ies  and by  so doing enrich social  
science.  It may  be  that  market  research wi th  its 
g rea te r  resources  and more press ing  commercia l  in- 
terest,  will be be t te r  equipped than the Univers i ty  
social scient is t  to do the kind of basic research nec-  
e s sa ry  to unde r s t and  changing people.  Market  re- 
search is inc reas ing ly  being seen,  therefore,  as a 
behavioura l  sc ience  uti l is ing the methods  of scien- 
tific enqui ry  for the  purpose  of d iscover ing the 
pr inciples  of changing human inst i tut ions and be- 
havionr .  

Social Utility and New Areas of Application 

Contempora ry  defini t ions of marke t  research are  in- 
creasingly making  reference  to its potent ia l  social  
utility. They s t ress  its use as a tool of good manage-  
ment  and its funct ion to reduce  was te  of economic  
resources .  In Africa, the tes t  of economic  deve lop-  
ment  is the  degree  to which there  is an increas ing  
diffusion of wor thwhi le  goods and services  to a 
g rea te r  number  of people  wi th in  an expand ing  econ- 
omy. Marke t  research can be a yardst ick measur ing  
the growth  of hea l thy  communi t ies  and nat ions.  It 
can be the tie that binds Africa and the exterior 
forces of development into a dialogue of progress. 
To achieve these objectives, however, market re- 
search requires innovation and the discovery of new 
areas of application and social utility. 

In recent discussions with financing agencies, re- 
search administrators, planners and university per- 
sonnel in Nigeria, Great Britain and America three 
specific types of research were most often mentioned: 
pre-planning research, action research and evaluation 
research. Pre-planning research is a necessary step 
before a sound long-term aid or developmental pro- 
gramme can be drawn up. Pre-planning research 
makes its contribution by gathering the basic relevant 
facts about target populations and changing patterns 
of life; it is an instrument for rationalising the de- 
cision-making process. Action research accompanies 
the introduction and diffusion of innovations, con- 
cepts, and products. Evaluation research on the effi- 
cacy of training programmes is of vital concern to 
agencies and governments sponsoring recruitment, 
training and placement projects. 

A socially responsible science of market research 
allied to the desires of emerging populations for so- 
cial reconstruction can make a significant contribu- 
tion in public administration, statecraft and social 
and economic development. Market research methods 
of enquiry, enriched by a behavioural science point 
of view, can provide efficient and valid information 
for social institutions and national resource agencies. 
Pot example: 

I. Manpower research: to study the abil- 
ities and skills of workers, needs of management, 
training schemes, manpower distribution. 

2. Public affairs: the analysis of public 
opinion, concepts of citizenship and civic duty, 
and problems of nation-building. 

3. Health, Food and Nutrition: to study 
health and dietary practices and food taboos; 
and the feasibility of introducing low-cost protein 
concentrates. 

4. Export-lmport Trade and Market- 
ing Surveys. 

5. Media research: to determine broadcast- 
ing needs and tastes; to evaluate the effective- 
ness of media in promoting new behaviour. 

6. Development projects and their 
results: to evaluate the social effects of 
dams, highways, training programmes, rural ex- 
tension work, literacy and health campaigns. 

7. Urban socio-economic surveys: to 
determine patterns of individual and household 
composition, income and expenditure, and demo- 
graphic characteristics. 
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8. S o c i a l  i n v e n t o r i e s :  to s u r v e y  a t t i tudes  
and  asp i ra t ions  among y o u t h  for technical  edu- 
cat ion;  the  d is t r ibut ion  of in teres ts  and  skil ls:  the  
range of average body sizes (for shoes and cloth- 
ing); and consumer indexes. 

9. Urbanisation and housing: pre-plan- 
ning research for migration control, housing, 
urban redevelopment, slum clearance and new 
towns.  

10. M o n i t o r i n g  B e h a v i o u r :  per iod ica l  ana l -  
ysis  of types  and  f r equency  of r epe t i t i ve  be-  
haviour ,  e.g. usership,  ownership ,  readership ,  etc. 

The  po ten t ia l  con t r ibu t ions  of marke t  research  in 
Afr ica  in te rsec t  wi th  d e v e l o p m e n t a l  and  commerc ia l  
needs.  The field of hous ing  offers one  obv ious  ex- 
ample.  Hous ing  worke r s  and  the i r  famil ies  is one  of 
the  ma jo r  ob jec t ives  a long  the  p a t h w a y  of Af r i can  
deve lopment .  It is wide ly  recogn ised  tha t  s lums filled 
w i th  sick and  a n g r y  people  are  a dange r  to p rogress  
in  all na t ions .  Good hous ing ,  to p romote  s tab i l i ty  
and  respons ib le  worker -c i t izens ,  has  h igh  pr ior i ty ,  
therefore ,  and  indus t r i e s  and  g o v e r n m e n t s  are  em- 
b a r k i n g  on  v igo rous  u r b a n  and  rura l  hous i ng  pro- 
grammes.  

Hous ing  d e v e l o p m e n t  is l inked,  of course,  w i th  com- 
merc ia l  products ,  such as a lumininm,  cement ,  ameni -  
ties, furni ture,  home  furnishings ,  and  so on. The  n e w  
indus t r ies  supp ly ing  these  mate r ia l s  are  in  need  of 
research  on  e v e r y  aspec t  of the  m a r k e t i n g  process  
f rom produc t  d e v e l o p m e n t  and  purchase  in t he  mar-  
ke tp l ace  and  u r b a n  shop,  to p roduc t  pe r fo rmance  in 
the  home and  communi ty .  Both g o v e r n m e n t  and  in- 
dus t ry  requi re  more  research  knowledge  c o n c e r n i n g  
the  ways  in which peop le  use, modify  and  adap t  to 
phys i ca l  objec ts  and  s t ructures .  By deve lop ing  and  
ex t end ing  a n t h r o p o m e t r y  and  e rgonomics  into the  
home  a sc ience  of m a r k e t  research can  h a v e  g rea t  
u t i l i ty  for indust ry ,  m a r k e t i n g  and  family  life in 
Afr ica.  

An Integrated Science 

Overcoming the manifold problems of the present 
will lead toward an integrated science of market re- 
search. In the short run, researchers will continue to 

p rov ide  useful  an swer s  to pa r t i cu la r  m a r k e t i n g  prob-  
lems. They  will be  con t inua l ly  engaged  in adap t ing  
old  me thods  to new  problems,  dev i s ing  new tech- 
n iques  of ana lys i s  and  va l ida t ion ,  ra i s ing  pe r fo rmance  
s t anda rds  and  the  qua l i ty  of research.  

However ,  ad hoc  research,  i so la ted  and  undiges ted ,  
does  not  p rov ide  all the  answers  to long- range  p rob-  
lems of c l ients  or  of sc ience.  It is on ly  w h e n  research  
t akes  p lace  wi th in  the  f r ame-work  of bas ic  t h e o r y  
and  e x p e r i m e n t a t i o n  tha t  its e f f ic iency and  ef fec t iv i ty  
and  "sc ient i f ic-hess"  increases .  

A sc ience  of m a r k e t  research  in the  fu ture  will  h a v e  
to be  equ ipped  wi th  dynamic  concep ts  to embrace  
vast ,  vola t i le  and  changing  marke t s .  It wil l  be  chal- 
l e n g e d  b y  the  p rospec t  of bui lding,  s tep b y  step, a 
t h e o r y  of e m e r g e n t  m a n  big  e n o u g h  to encompass  a 
r evo lu t ion  of r i s ing  expec ta t ions  and  complex  e n o u g h  
to u n d e r s t a n d  and  p red ic t  b e h a v i o u r  as men,  machines ,  
p roduc t s  and  w a g e s  come toge the r  in  the  Af r i can  
a renas  of change.  

Fif ty yea r s  f rom now, w h e n  m a r k e t i n g  in Afr ica  wil l  
be  more  t han  f inding c o n v e n i e n t  out le ts  for surp lus  
goods,  m a r k e t  research  wil l  be  more  t han  s tudy ing  
Af r i cans  wi th  ou tmoded  ideas  f rom W e s t e r n  ex- 
pe r ience .  M a r k e t  research mus t  deve lop  theor ies  and  
techniques  sens i t i ve  enough  to exp la in  and  mon i to r  
the  acce le ra t ing  changes  of the  n e x t  decade,  and  
beyond .  It  mus t  search for concep t s  and  me thods  
which a re  app l icab le  to m a n y  di f fer ing cu l tu res  a t  
s imi la r  s tages  of social  evo lu t ion  and  m a r k e t i n g  de-  
ve lopmen t .  M a r k e t  research  in the  Afr ican  fu tu re  
mus t  be  deve lopmen t -cen t r ed ,  consumer-d i rec ted ,  and  
ac t ion-or ien ted .  

On  the  horizon,  then,  is a new sc ience  of m a r k e t  re- 
search. W h a t  wil l  be  its ma in  character is t ics?  I t  wilI  
b e  a p rob lem o r i en t ed  s tudy  of the  p roper t i e s  of 
groups ;  a sc ience  of col lec t iv i t ies  devo ted  to the  
s tudy  of pre-act ion,  ac t ion  and  re-act ion.  It will  h a v e  
socia l  u t i l i ty  as an  in s t rumen t  of h u m a n  d e v e l o p m e n t  
t h r o u g h  its emphas i s  on p re -p lann ing ,  ac t ion  and  
e v a l u a t i o n  research.  It wil l  be compara t ive ,  and  s eek  
to e s t ab l i sh  s ign i f ican t  c ross -cu l tura l  gene ra t i sa t ions  
abou t  m a r k e t i n g  and  socie ty  in the  changing  cu l tura l  
se t t ings  of mankind .  
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