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sters stressed the thought that, "When you take a job you become
a member of a working team.... Don't expect the rest of the group
to adjust to you. They got along fine before you came. It's up to you
to become one of them...." As David Riesman observed in another
connection, "Some companies, such as Sears, Roebuck, seem to be
run by glad handlers...."

An indication of the ways the depth approach to employee rela-
tions was put to use is seen in these developments. Science Research
Associates, Chicago, which has a dozen Ph.D's on its staff, began
offering businesses the services of "trained, experienced psycholo-
gists and sociologists" for these functions, among others: evaluating
candidates for executive positions; finding out what employees think
about their jobs and company, evaluating the performances of em-
ployees more effectively.

Several companies were reported employing a psychiatrist on
a full-time basis. And increasingly employees began being psycho-
tested in various ways while on the job. At a Boston department
store girl clerks had to wait on customers with the knowledge that a
psychologist was somewhere in the background watching them and
recording their every action on an instrument called an "interaction
chronograph," which recorded data on a tape recorder. The notations
made of each girl's talk, smile, nods, gestures while coping with a
customer provided a picture of her sociability and resourcefulness.

Industrial psychologists were bringing the depth approach to
labor relations. One of the most successful practitioners, Robert
McMurry, reportedly received $125 an hour for giving management
people fresh insights in the causes of their difficulties with labor.
Purportedly when workers join unions they do so to win higher
pay, greater job security, and other tangible benefits. Dr. McMurry
concluded, after sizing up the situation at more than 100 companies
where he had served, that these very often were not the main reasons
at all. The more important reason, he decided, was that the workers
felt an unconscious urge to improve the emotional climate of their
jobs, and often struck just to give vent to unresolved, aggressive im-
pulses. He summed up his "psychodynamic" conclusion about the
root of much of the trouble he had seen in these memorable words:

"Management has failed to be the kindly protective father, so
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the union has become the caressing mother who gets things from
that stinker of a father." He found that about 5 percent of all workers
were chronic malcontents. Nothing much could be done that would
please them. But for the other 95 percent he felt a great deal could be
done by modifying the emotional tone of their place of employment
to bring more harmony.

One firm that provides psychological bug-hunting services to
industry cited the service it performed in trouble-shooting an em-
ployee problem in Ohio. An employer there received the sad, and to
him baffling, news that the white collar workers at his plant were so
unhappy they were on the verge of joining the factory workers' union.
He sent an appeal to the depth-probing firm to find out what was
wrong and whether anything could be done to keep these people out
of the worker's union. A team of two psychologists and one sociolo-
gist cased the plant and asked a good many questions. The found
that some of the malcontents were women who worked in a dark,
isolated area and felt neglected. Their morale went up when they got
Venetian blinds, better lighting, and certain privileges. Other un-
happy employees felt lost at their jobs in large departments. When
they were divided up into teams, they acquired more identity.

Most of the manipulating of personnel in industry, I should
stress, was done to achieve the constructive purpose of making
employees happier and more effective at their jobs. Very often this
simply involved giving them recognition and individual attention or
recognizing that status symbols can become enormously important
to a person caught in a highly stratified company, as with the case of
a man who had all the seeming status and privileges of his peers but
still felt grossly unhappy. Investigation turned up the root cause: his
desk had only three draws while the desks of associates in compa-
rable jobs had four drawers. As soon as he was given a four-drawer
desk his grousing ended. Some of the advice given management, by
psychologists, I should also add, has been in the direction of urg-
ing the companies to give employees more freedom and individual
responsibility as a means of increasing efficiency. Few of us would
argue with that.

The more outright manipulation and depth assessment, interest-
ingly enough, was being done by companies with their own man-
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agement personnel. Early in the fifties Fortune noted that "nothing
more important has happened to management since the war than
the fact that many companies have begun to experiment psychologi-
cally on their supervisors and top executives." It cited as companies
doing this: Standard Oil of New Jersey, Sears, Roebuck, Inland Steel,
Union Carbide and Carbon, General Electric. The psychological
services provided by management -consulting firms grew apace. The
major consulting firm of Stevenson, Jordan and Harrison, for ex-
ample, had no psychological service until 1940 but by 1945 it had
thirty psychologists on the staff. One of those, Perry Rohrer, then
departed (reportedly with eighteen staff members) and set up his
own firm, which by the early fifties had diagnosed the key personnel
of 175 firms. In these early days one of the significant developments
was the construction of a depth test (by Burleigh Gardner, Lloyd
Warner, and William Henry) for spotting the officials of a company
who were the real comers. One crucial trait they must have, they
found, was a respectful concept of authority. "He accepts it without
resentment. He looks to his superiors as persons of greater train-
ing ... who issue guiding directives to him that he accepts without
prejudice." And the report added: "This is a most necessary attitude
for successful executives, since it controls their reaction to superiors."
The authors proceeded to cite case histories of men who seemed
magnificently fitted for leadership but upon psychological analysis
were found unfitted because they had poor concepts of authority.
One saw his associates "as competitive persons whom he must out-
wit. He had no clear-cut image of superiors as guiding or directing
figures." Another man, alas, had a concept of authority by which he
placed himself at the top of the heap: "Unconsciously he felt himself
to be better than most of his superiors." That discovery evidently
finished him.

Some companies began giving all candidates for executive jobs
psychiatric tests such as the Rorschach (ink blot) analysis of their
emotional make-up to spot neurotics and potential psychotics. A pen-
cil company which did this reported that it frequently paid off and
cited the instance of discovering that one man had a conspicuous ten-
dency to narcissism. He was not dropped by rather given special han-
dling—all the praise that his self-centered nature seemed to need.
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To show its management readers the benefits of a complete psy-
chological analysis of all key officials, Fortune in July, 1950, showed
a chart prepared on one company by staff psychologists of Steven-
son, Jordan and Harrison. The chart showed graphically—with dots,
blocks, and arrows—the findings on forty-six top supervisors and
executives of the company. Each rating was based on long interviews
and testing. Those dots, blocks, and arrows stood for such things
as effectiveness in job, emotional adjustment, etc. Their color was
what was significant. Colors ranged from blue (outstanding) down
through black and yellow to red (just about hopeless).

Not surprisingly the rating for the president of the firm, to whom
the report presumably was submitted, was "outstanding" in his ef-
fectiveness in present position. Several others had blue dots, too. A
reader might start feeling sorry for the comptroller of the company
who had a yellow block, black dot, and yellow arrow which when
translated meant: "Below average . . . working at his potential level
. . . . Below-average adjustment; requires major development aid."
Worst off in the upper level was the director of industrial relations.
We should hope he doesn't have ambitions because on the chart he
had a red block, arrow, and dot, meaning: "Unsatisfactory in position
....Potential worth doubtful. Severe maladjustment; unprofitable to
attempt correction."

Once the diagnosis is completed, the report added, the "devel-
opment" or therapy begins. Said one psychologist of another firm:
"To leave a man unaided after he has bared his problems is to invite
frustration and confusion."

Mr. Whyte, in his book The Organization Man, tells executives
how they can outwit the psychological tests by cheating.

Some of the efforts to assess and remold management men are
being done under concealed conditions. Psychologists often get at
the subject to be appraised or molded at a golf game or over a drink.
One of the larger psychological testing services in the United States
provides businesses with a special psychological test form specially
designed to permit an appraisal of intelligence without the subject's
awareness. He thinks it is just a routine form. The head of one psy-
chological testing firm advises me that he is often called upon, where
an important promotion is at stake, to assess the prospect without
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his awareness. He says that one of his standard approaches is to talk
with the man after he has had a couple of Martinis so that he can
appraise the man's personality while his basic emotionality is closer
to the surface.

One psychological technique that came into wide industrial
use to modify the behavior and attitudes of key personnel was role
playing of two or more officials before an audience of colleagues.
Literature of the personnel world contains many references to role
playing. The journal Advanced Management carried an enthusiastic
description of the benefits of role playing in a 1954 issue. An execu-
tive of a large insurance company related: "We need a motivating
device, something with a 'kick.' Role playing looked like the answer.
It helps people get their feet wet and at the same time teaches at the
emotional level." Before an audience of associates one official would
play the role of boss ("counselor") and another the role of subordi-
nate ("counselee") while they discussed the subordinate's behavior or
problem. What the boss didn't know was that the play subordinate
had gotten a "hidden briefing" on how he was supposed to perform
in the interview. As the official enthusiastically explained: "Here we
slipped in a `kicker'—a motivation not known to the counselor."The
official cautioned management men that such hidden briefing "is
not to be advised if the counselor is uninitiated or sensitive. It can
be rough on him." But he was enthusiastic about this "trial by fire"
technique of indoctrination and exulted that it is the "sort of stuff
you can't get from books."

Even a man's home life at many companies began being scru-
tinized to see if it conformed to the best interests of the "team" or
company. A business writer for ?be New York Herald- Tribune report-
ed in the early fifties on the great manhunt for qualified executives
that was being carried on by professional recruiting firms which had
come into existence for this specialized purpose. He related some
of the qualities they were looking for in the modern executive and
said, "another point of equal importance is the wife. That is being
emphasized more and more. Professional man-hunters place family
adjustment high in job qualifications. The same story is being told
by all firms in this field, including Ward Howell, Handy Associates,
Inc., Ashton Dunn Associates, Inc., Boyden Associates, Inc., or S or-
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zano, Antell and Wright. Important men may not be recommended
for higher priced jobs because the wives may be too flirtatious or she
may not drink her cocktails too well, or she may be an incorrigible
gossip. Investigations in the respect are quite thorough."

Psychological consultant James Bender advises me that a major
producer of cellucotton products asked him to help set up a man-
power program built around wives. He said that before the company
hires an executive or salesman the man's wife is interviewed, as the
last step before the hiring decision is made. It is a mutual sizing up,
he explained. The wife is apprised of what the job may mean in terms
of demands on the family life and inconveniences such as moving,
husbands being away a good deal, etc. He said that in a few cases
wives after the interview have persuaded the husband not to take the
job. "And in a few other cases we have decided—after sizing up the
wife—not to hire the husband."

Some of the companies tend to look at the wife as a possible
rival to them for the man's devotion. Fortune, in a remarkable article
in October, 1951, detailed the growing role of the wife in company
thinking. It surveyed executives across the nation and quoted one
executive as saying mournfully: "We control a man's environment
in business and we lose it entirely when he crosses the threshold of
his home. Management therefore has a challenge and an obligation
deliberately to plan and create a favorable, constructive attitude of
the part of the wife that will liberate her husband's total energies for
the job."

What were the main traits corporations should look for in the
wife? Fortune continued: "Management knows exactly what kind of
wife it wants. With a remarkable uniformity of phrasing, corpora-
tion officials all over the country sketch the ideal. In her simplest
terms she is a wife who is (1) highly adaptable, (2) highly gregarious,
(3) realizes her husband belongs to the corporation."

The Harvard Business Review put the demands of the corpora-
tion even more vividly in carrying a report on a study of 8,300 ex-
ecutives made by Lloyd Warner and James Abegglen. It stated that
the mid-century American wife of an executive "must not demand
too much of her husband's time or interest. Because of his single-
minded concentration on his job, even his sexual activity is relegated
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to a secondary place."
Becoming a successful team player clearly can have its joyless

aspects. In July, 1954, a magazine published primarily for business-
men, Changing Times, took a look at the "World of Tomorrow." By
tomorrow it meant a decade hence, 1964. It explained that big busi-
ness, big government, and big unions would tend to level people
down to a common denominator where it will be harder for a man
"to be independent, individualistic, his own boss." An upper level of
scientists, engineers, and businessmen will pretty much run business
and industry. It then explained: "They themselves will be more highly
trained technically and less individualistic, screened for qualities that
will make them better players on the team.... Almost everybody will
have to go through extensive psychological and aptitude screening.
No longer may the bearded scientist fiddle with retorts in his cub-
byhole ... ."

Perhaps that day when there would be no place for an indi-
vidualist to hide was not as far off in the future as Changing Times
seemed to assume. At graduation time in 1956 Newsweek ran the re-
sults of a survey on what kind of college graduates (especially traits)
industrial recruiters were looking for. It reported that the words "dy-
namic conformity" kept cropping up as the recruiters outlined their
specifications, and explained: "Industry's flesh merchants shy off the
bookwormy ... and the oddball. 'We'd rather have a Deke than a Phi
Beta Kappa,' they report. 'Let the freaks go into research."'

Even there, in research, apparently, they shouldn't assume they
can go off in some retreat by themselves. "Team research" is the com-
ing thing.



19. The Engineered Yes

"The public is enormously gullible at times. ),

—The Public Relations Journal

Persuaders who earn their livelihood as public-relations experts
sometimes feel a little underappreciated when they see the massive
persuasion efforts undertaken by their colleagues, the ad men. As
one complained in The Engineering of Consent, a manual of public-
relations techniques edited by Edward L. Bernays: "Many more mil-
lions are spent in engineering consent for products than in creating
favorable attitudes toward the companies which make them...." He
went on to urge his co-workers to borrow from the advanced per-
suasion techniques being practiced in the marketing field, "because
organized research is much more highly developed here."

By the mid-fifties public relations had become quite a bursting
field for persuasive endeavor, much of it in depth. One hundred lead-
ing companies alone were reported spending a total of more than $50
million; and the number of practitioners in supervisory capacities in
the United States was estimated at about 40,000. Some of the larger
P.R. firms such as Carl Byoir and Associates and Hill and Knowlton
were reported having billings running into millions of dollars a year.
The Harvard Law School, in setting up a study of public opinion and
persuasion, explained that the move seemed imperative because of
the "multiplication of channels of communication to the public. . . .
At every turn we see manifestations of the systematic consideration
of efforts to inform and persuade the public. ..."

These channels of communication of mid-century American
were enumerated, as inviting pastures for public-relations endeavor,
in The Engineering of Consent, as follows:
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1,800 daily newspapers
10,000 weekly newspapers
7,600 magazines
2,000 trade journals
7,635 periodicals geared to race groups
100,000,000 radio sets
12,000,000 TV sets
15,000 motion-picture houses
6,000 house organs

Judge Learned Hand expressed himself as being enormously dis-
turbed by the growth of professional publicists in our society. He
called publicity "a black art" but agreed it has come to stay. "Every
year adds to the potency, to the finality of its judgments," he said.

By the fifties some of our publicist-persuaders, feeling their
power, were no longer content with such bread-and-butter chores
as arranging publicity and helping their company or client maintain
a cheerful, law-abiding countenance to present to the world. They
were eager to get into mind-molding on the grand scale. As one
P.R. counselor, G. Edward Pendray, stated: "To pubic-relations men
must go the most important social engineering role of them all—the
gradual reorganization of human society, piece by piece and struc-
ture by structure." Evidently it was vaguely felt that by such grandi-
ose feats their calling of public relations might finally be given full
professional status. The more successful operators in public relations
were sensitive about the fact that a motley assortment of people flew
the flag of "public relations"; hustling press agents, lobbyists, greet-
ers, fixers. There were efforts to define public relations. One of the
most prominent practitioners, Carl Byoir, however, stated that "pub-
lic relations is whatever the individual practitioner thinks it is."

Some leaders in the field began groping for a new name for
public relations. They felt "public relations" had a rather insincere
sound. The outgoing president of the Public Relations Society of
America in 1954 pointed out that some companies were dropping
the "public-relations" identification of their executives in charge of
P.R. to prevent "the illusion that their program is contrived" and not
a part of the company's basic philosophy.
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As basic relations grew and grew, it found itself in some in some
seemingly strange fields. The Public Relations Journal of March, 1954,
carried a glowing report on the way smart preachers were putting
P.R. to work to fill up the pews and maintain a "strong financial con-
dition." It conceded that one "obstacle" to a really hard-hitting use of
P.R. in sacred activities was that a "dignified approach" is demanded.
Another obstacle is "the problem of showing the practical worth
of some religious values." But it added: "If we are to pattern our
techniques on those of the Master, we must bring the truth down
where people can understand it. . . . talk about common things ...
speak the language of the people. [Here was shown a picture of Jesus
in a boat talking to Disciples.]" The report detailed how the smart
preacher can use TV and other mass media, and how to cope with
"Mr. Backslider." (He is wooed back by "psychological influences.")
The final tip to preachers was to check results carefully to find just
"what clicked."

In striving to increase their penetrating powers (and perhaps
their own sense of importance) publicist-persuaders turned to the
depth approach in great numbers during the fifties. Raptly they
soaked up the lore of the social scientists. The book The Engineer-
ing of Consent by Mr. Bernays, the famed publicist (University of
Oklahoma Press, 1955), is studded with references to the findings of
psychologists, sociologists, anthropologists, and social psychologists.
The studies of these scientists, he notes, are "a gold mine of theme-
symbol source material" for public-relations counsels.

Bernays explains the need to take the depth approach with peo-
ple in order to give them the right attitudes in these words: "It would
be ideal if all of us could make up our minds independently by evalu-
ating all pertinent facts objectively. That, however, is not possible."
In a later chapter a publicist amplifies this by discussing Vilfredo
Pareto's theory on the nonlogical elements in human activities and
then quotes Richard Worthington's comments on Pareto's General
Sociology, in these words:

There are [in this book] certain ideas and discoveries which
may . . . be of considerable value . . . to those who wish to
modify society. . . .Many men . . . have tried to change the
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conduct of people by reasonings, or by passing certain laws.
Their endeavors have often been peculiarly barren of results.
. . .Pareto shows how their failure is associated with the im-
portance of the nonlogical. . . . People must be controlled
by manipulating their [instincts and emotions] rather than
by changing their reasonings. This is a fact of which politi-
cians have always made use when they have persuaded their
constituents by appealing to their sentiments, rather than by
employing [reasoning], which would never be listed to or at
least never prove effective for moving the crowds.

Mr. Bernays has gotten his views published in The Annals of the
American Academy of Political and Social Science, where he pointed
out that "newsworthy events involving people usually do not happen
by accident. They are planned deliberately to accomplish a purpose,
to influence ideas and actions."

The files of The Public Relations Journal contain what to an out-
sider may seem like a startling number of accounts of American
men of science cooperating intimately and confidentially with the
mind-molders, and would-be molders, of public relations. To cite a
few examples: In June, 1953, the journal described, under the title
"Orientation in the Social Sciences," a series of seminars held at
Columbia University Teachers' College for New York members of
the Public Relations Society of America. Six doctors in the social
sciences, headed by Lyman Bryson, social anthropologist, did the
"orienting." (All were Columbia men.) Dr. Bryson told the publi-
cists:

"If you are engineering consent, then I think the social sciences
would like to warn you that you should begin with a basic analysis
of three levels upon which consent moves in a society like ours." The
first level, he said, is human nature. He added that little could really
be done here to "manipulate" people. The second level was cultural
change, which is where you must operate, he said, if you want to
influence people's ideas. The third level is the region of choice. Here
is where an impulse is running in a particular direction, and some
sort of choice will be made regardless, "as when a choice between
similar products is made." At this level, he said, "it is relatively easy to
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manipulate people." On the other hand, if you are trying to change
their ideas, "you work on the second level," where different "psycho-
logical pressures, techniques, and devices from those successful on
the third level" must be used.

Earlier in the year two different issues covered at length "The
Social Science Session," which explored the "close interrelation of
public-relations practice and the social sciences." The Journal intro-
duced the report with this blurb: "Social Science holds the answer—if
we can but get hold of it—to many of the . . . problems with which
we are so ineffectually struggling these days."

On hand to advise the publicists on how to "get hold of" the
answers were two social scientists of the first rank: Dr. Rensis Likert,
director of the Institute for Social Research, University of Michigan;
and Dr. Samuel A. Stouffer, director of the Laboratory of Social Re-
lations, Harvard University. Dr. Stouffer said it was a great privilege
to come before the gathering of "practitioners of human relations,"
and he proceeded to tell his listeners it was a good working rule that
people's attitudes are more easily reached through their emotions
than through their intellects. He added that at the Harvard labora-
tory "we are doing some intensive research on the subject of fear in
connection with learning theory." He held out promise that in years
to come public-relations practitioners might be able to find in the
material "practical guides for action." Dr. Likert talked at length on
what motivates people and how their behavior can be changed by
changing "the motivational forces working upon them."

Those were just two of several accounts of scientists orienting
the publicists. A bystander reading the accounts might feel an im-
pulse to tug the doctors' sleeves and warn them to give thought to
the uses to which their insights might be put by unsqueamish or
rough-playing listeners who might possibly be in the audience.

There was some evidence that the American public was be-
coming accustomed to having its attitudes manipulated by public-
relations experts. David Riesman noted in The Lonely Crowd that
residents of a great suburban development outside Chicago took an
odd way of showing their annoyance against the management for all
the irritating aspects of the arrangements there. He said complaints
were frequently put in terms of the bad public relations shown by
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the management. "In effect people were complaining not about their
direct grievances but because they felt they had not been so manipu-
lated as to make them like it," he reported.

the engineering of consent has taken hold to a startling extent in
a field that might at first seem unlikely: fund raising. Americans
are reputed to be the most generous people in the world. By mid-
century philanthropy ranked as the nation's fourth largest industry
in terms of dollars. Spontaneous giving, however, was just a memory
as far as large-scale philanthropy was concerned.

To assure his big giving, big persuaders came into existence. By
1956 there were more than four hundred professional fundraising
firms dotted across the land, most of them schooled in manipulative
techniques.

Business Week counseled its executive readers not to be scornful
of the professional fundraisers who might approach them for help.
These people, it said, are not necessarily "impractical visionaries." As
a matter of fact, it added reassuringly, "you'll find that many have a
surprising grasp of sound business principles."

The professional fundraisers claim they can collect for a cause
many times as much money as they cost. And they are probably
right. America's most noted fundraiser, John Price Jones, contended
in The Engineering of Consent (he wrote a chapter) that fundraising is
one of the most highly developed forms of public relations. "It takes
better public relations to get a man to give a dollar than it does to
convince him to spend a dollar," he explained. Jones contends that
with solicitors even enthusiasm is not enough unless it is "brought
into an organized machine." The professionals themselves usually
stay in the background, because local residents are apt to resent
them, and confine themselves to master-minding the drive.

If you are an important prospect the professional fundraiobably
knows more about you than do your best friends. As Jerome Beatty
explained it in describing Mr. Jones's operations in The American
Magazine:

The expert fundraiser will tip off solicitors as to your weak-
nesses and how to touch the tender spot in your heart just as
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a baseball pitcher knows whether the batter goes for a curve
or for a fast ball. John Price Jones has a file of more than
66,000 names of persons all over the U.S. who have given
substantial sums to worthy causes and who are likely to give
more if properly approached. This file is kept up to date by
six women and one man who read and clip newspapers,
magazines, trade journals, collect corporate reports, financial
ratings. For each person there is a file almost as complete as
the FBI keeps on suspected Communists.

These professional fund raisers soon got into the depth approach to
their calling when they sought to discover the real reasons people are
willing to give away large parcels of their money, and the real reasons
citizens are willing to volunteer to punch doorbells as solicitors.

The "real" deep-down reasons people can be stimulated most
easily to give to charitable causes or to serve as volunteer solicitors
for those causes appear to be several in the view of leading fund
raisers. Most of the explanations boil down to masked forms of self-
aggrandizement or ego-gratification. First is self-interest. Mr. Jones
feels that when this motive is properly promoted, for example, it
can always bring recruits into service as solicitors. He accepts the
fact as basic that self-interest is a primary motivation in all of life
and is "basic to successful organization." This self-interest angle was
stressed in The Public Relations Journal in a discussion for public-
relations men on the way they should guide their companies in the
matter of local causes and philanthropies. The writer, a public-rela-
tions director, stated: "Contributions should always serve the best
interests of the corporation. They should return direct benefits, as
through improved community hospitals where employees reside, or
there should be a long-range return, as through schools."

A second reason people may be impelled to give is "public inter-
est," according to the professional persuaders' viewpoint. Mr. Jones,
however, says this is far less forceful than self-interest and actually
may often involve some self-interest, too, "as in the case of those who
have private interests which can benefit from the reflection of their
service in the interest of the public."

The third force Mr. Jones mentions is the social or business ben-
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efit that accrues from associating with "the best people in town." He
pointed out that if you get the best people it is surprising how many
other people are downright eager to serve. And he adds that sales-
men have often found that being active in a drive is a "fertile field for
building their acquaintanceship."

Researchers have found more than thirty reasons why people
give, according to Mr. Beatty, who mentions as potent stimulants
the possibility of the amount of their contribution appearing in the
local paper, or their picture, or "fear of what people will say if the
contribution is small." If you are sensitive to the status angle, he
added, the professionals will let you buy "all the publicity and social
prestige you will pay for."

In small communities a generous contribution is often so-
licited on the golf course. If the president of the bank casually men-
tions to you on the street, "By the way, we need a fourth on Sunday.
How about it?" Mr. Beatty warns that you may be the next prospect
on his list. Beatty added: "You probably beat him at golf, but at the
nineteenth hole he will probably sign you up for a big contribu-
tion."



20. Care and Feeding of Positive Thinkers

"Winning the public's collective mind over to confidence is a monu-
mental task, yet industry leaders seem to be succeeding."—Tide

Back in the twenties Americans across the land were chanting, ten
times a day, "Every day in every way I am getting better and better."
They were applying to their problems the formula for "Self-Mastery
Through Conscious Autosugggestion" devised by the French drug-
gist-psychologist Emile Coue.

Gradually this formula became pretty well discredited as a way
of coping with our basic problems. By 1956 Coueism seemed to be
enjoying a hearty revival, particularly in the highest circles of busi-
ness and government. In almost every day's newspaper some tycoon
was announcing vast expansion plans or unlimited faith in the future.
Economists in the employment of industry were making reassur-
ing pronouncements that our economy was rock-solid despite the
mountainous growth of unpaid consumer debts. Business Week in
March, 1956, was exulting over the fact that "confidence is high. . . .
A new wave of confidence is sweeping the business community." A
week later another journal widely read by businessmen was exclaim-
ing happily over the fact that all of the important indices were going
up, up, up. Its subheads were "Enter Optimism" and "Exit Fear."

While such happy exclamations were filling the air in late 1955
and early 1956, Tide explained to any merchandisers who might still
be in the dark what was behind it all. Much of this exuberant chest
beating, it said, was "carefully calculated psychology" devised by pro-
fessional persuaders. The journal even coined the phrase "psychologi-
cal marketing" to describe "this new marketing technique," which it
said was geared to meet the special needs of the "psychoanalytical age
in which we live."
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You see examples of it every day [it continued]. Just recently
there were the announcements of huge jet plane orders, in-
dicating confidence in the travel market in the next decade.
There are other ones ... like Harlow Curtice's Billon Dollar
Bet.... Other leaders in business, industry, and finance speak
out, week after week, expressing their faith in the economy.
Auto men talk of the 10 million car year just around the
corner. Steel makers talk expansion and more expansion....
There are other less dramatic examples ... the releases on
expansion plans, the speeches to local groups, even the talk
across luncheon tables...."

Then it explained what all the talking as about, in these blunt
words:

"These men aren't talking just to hear their voices, nor do they
enjoy venturing out on an economic limb."Their main aim is to beef
up the confidence level of the nation by counteracting "pessimism"
that sometimes get voiced, so that dealers will keep on ordering goods
and consumers will keep on buying goods, at a higher and higher
rate, and if necessary go into debt to do it. "To maintain a pace of
increasing consumption," it asserted, "a high level of credit buying
must be maintained as well. There must be a continued willingness
to expand...." Such a willingness to expand, industrial thinkers had
concluded, rested on confidence.

"Confidence and spending are handmaidens of an expanding
economy," Tide stated.

From a persuasion standpoint this matter of confidence tran-
scended everything else. The minute a glow of confidence left the
landscape all sorts of disagreeable things that might happen. One
thing that would surely happen would be that people might start
watching their dollars and become more cerebral in their buying.
That would make things difficult all over for depth merchandisers
trying to tempt people into impulsive buying, status-symbol buying,
leisure buying and many other kinds of self-indulgent buying. Dr.
Dichter was most emphatic on the hazard involved if confidence
was not kept at a high level. "Our prosperity is based on psychologi-
cal foundations," he warned and added that economists and business
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leaders who predict any dip in business are "playing with fire and
doing a disservice to the country."

What was the evidence that confidence was crucial? Merchan-
disers were strongly influenced by the findings of the Survey Re-
search Center psychologists at the University of Michigan, who kept
a running chart on the buying mood of the United States public for
the Federal Reserve Board.These probers found there is such a thing
as a national buying mood and were reported as being convinced
that a generally cheerful atmosphere, more than any rational calcula-
tion, seems to make people feel like spending their money.

Not only consumers but smaller business men were believed to
feel the contagion of confidence or lack of it of big business and
to peg their action to the way the big businessmen seemed to be
feeling. The small businessman or the retailer, perhaps hesitating
whether to plunge his bank roll (or a large part of it) on a large and
perhaps chancy order, is presumed to be reassured by faith-in-the-
future talk by the leaders and disconcerted by any talk of "soft spots"
in the economy.

Still another character in the picture who apparently needs
regular does of reassurance is the small investor. The president of the
New York Stock Exchange journeyed to West Virginia in 1956 to
ask ad men of the American Association of Advertising Agencies
for help in persuading more people to invest in United States firms.
"Additional millions of people have to be carefully introduced to
the investment process and encouraged to 'risk' some of their money
in business.... Putting this story across calls for considerable skill,
imagination, and ingenuity," such as the creative ad men have, he
said.

Still, there were some old-fashioned people left in America in
1956-57 who persisted in publicly expressing uneasiness over what
they felt were soft spots in the economy, such as the mounting in-
debtedness of installment buyers. As Dr. Dichter lamented, there
were some people who were forever "worrying the consumer with
doubts and black predictions," or are, as Tide admitted, "incapable
of any degree of optimism." (One such comment that got into print
was an observation made in early 1957 by the chairman of the De-
partment of Commerce's National Distribution Council. He com-
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mented to a financial writer: "In traveling around the country, I've
come across a surprising number of corporations which already are
privately lowering their forecasts of sales and profits in 1957.")

It was to counteract the pessimists that "psychological market-
ing" was discovered and perfected as a marketing technique.

Although the leaders of industry were voicing most of the op-
timism being heard it was the behind-the-scenes public-relations
experts, Tide pointed out, who were carrying the main burden of
strategy. "More than likely, a good deal of the credit should go to
the high-level public-relations men involved; they are, after all, psy-
chologists first and publicists second," it said. "They are the people
who disseminate this confidence to the public, they frequently are
the people who give the proper interpretation to industry announce-
ments, and they very often are the people who write the speeches."
Tide surveyed the nation's top persuader-publicists and found them
fully in agreement that psychological marketing had become "an-
other tool in the public-relations man's kit." As Tide said, "It is the
P.R. man, guiding top management in the proper manner, timing,
and approach in expansion announcements and expressions of con-
fidence, who are winning the public's collective mind over to confi-
dence." It explained that the crucial part of the psychology was not
in the announcement of an expansion but the reason for it: "To fill
the needs of a nation whose future is bright, and as an expression of
absolute faith in economic growth."

The result of this new type of psychological marketing, it added,
would be more sales, greater demand, higher gross national product.
Tide conceded that some marketers were not sure of the soundness
of "psychological marketing." It quoted the marketing director of
the A.O. Smith Corporation as raising the thought that such an
approach to marketing somehow smacked of deviousness. He felt
that business was beginning to do a good job of humanizing itself,
and he hesitated to thwart this by considering such efforts as a part
of some psychological strategy.

However, he was evidently a part of a small if not lonely mi-
nority. Tide was so pleased with the movement to systematic opti-
mism-generation that it became close to lyrical. "When they write
the textbook of the economic history for the twentieth century," it
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said, "one chapter should deal with psychological marketing. The
marketing leaders of today are laying down the basic lessons for the
marketers of tomorrow to follow."

When in 1956 a top executive of one of that's top ad agen-
cies passed the hat among his underlings for contributions to the
Republican campaign, he put it squarely on the basis of preserving
optimism. In his letter he said contributions to re-elect President
Eisenhower would serve "to preserve this climate of business con-
fidence."

Whether by instinct or by intent, President Eisenhower was
their kind of man to have in Washington, optimistic to the core. As
Dorothy Thompson, the columnist, put it: "He is optimistic, come
hell or high water," The New York Times's political analyst, James Res-
ton, devoted more than a thousand words to detailing the resolute
optimism of the Eisenhower Administration. At a time when the
Middle East was sizzling, the Russians were off on a new tack, there
were brush fires from Turkey to Indo-China and fairly substantial
headaches at home, the Administration, he said, was looking upon
the world "with determined optimism." He said, "Secretary of State
Dulles ....took correspondents on a tour of the world yesterday and
found an optimistic side to every question. President Eisenhower,
who is a living symbol of confidence, carried on the cheery offensive
in his news confidence today." Reston mentioned that the President
talked a lot about the "morale of Western peoples and concluded that
the Administration was striving to keep up "morale" by persistently
looking on the bright side of things. He added: "Some observers
here believe this determination to look on the bright side of things .
.. is precisely why the President is so effective and popular a leader.
Others think it is a Pollyanna attitude, a form of wishful thinking
that wins votes but encourages popular illusions about the true state
of world affairs."

When five hundred Republican leaders gathered at the Eisen-
hower farm in 1956 to launch the active campaigning, Chairman
Hall cried, "Is everybody happy?" (They all chorused that they were.)
The essence of Mr. Eisenhower's counsel was this thought for the

campaign: "Don't underestimate the value of a grin."
Later a New York Times reporter following the grinning Mr.
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Eisenhower in his campaign travels commented: "The symbol of
this campaign has been the smile on the face of the crowd in the
President's wake. It is a peaceful, dreamy, faraway smile of pure con-
tentment...." This was written just a few days before the election,
and just a few days before war broke out in the Middle East. The
faraway smiles were replaced by looks of startled consternation.



21. The Packaged Soul?

"Truly here is the 'custom-made' man of today—ready to help build
a new and greater era in the annals of diesel engineering."

—Diesel Power

The disturbing Orwellian configurations of the world toward which
the persuader seem to be nudging us—even if unwittingly—can be
seen most clearly in some of their bolder, more imaginative efforts.

These ventures, which we will now examine, seem to the author
to represent plausible projections into the future of some of the more
insidious or ambitious persuasion techniques we've been exploring
in this book.

In early 1956 a retired advertising man named John G. Sch-
neider (formerly with Fuller, Smith and Ross, Kenyon and Eckhardt,
and other ad agencies) wrote a satirical novel called The Golden Ka-
zoo, which projected to the 1960 Presidential election the trends in
political merchandising that had already become clear. By 1960 the
ad men from Madison Avenue have taken over completely (just as
Whitaker and Baxter started taking over in California). Schneider
explained this was the culmination of the trend started in 1952 when
ad men entered the very top policy-making councils of both parties,
when "for the first time" candidates became "merchandise," political
campaigns became "sales-promotion jobs," and the electorate was a
"market."

By 1960 the Presidency is just another product to peddle through
tried-and-true merchandising strategies. Speeches are banned as too
dull for citizens accustomed to TV to take. (Even the five-minute
quickies of 1956 had become unendurable.) Instead the candidate
is given a walk-on or centerpiece type of treatment in "spectaculars"
carefully designed to drive home a big point. (Remember the elec-
tion-eve pageant of 1956 where "little people" reported to President
Eisenhower on why they liked him?)
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The 1960 contest, as projected by Schneider, boiled down to a
gigantic struggled between two giant ad agencies, one called Reade
and Bratton for the Republicans and one simply called B.S.&J. for
the Democrats. When one of the two candidates, Henry Clay Ad-
ams, timidly suggests he ought to make a foreign-policy speech on
the crisis in the atomic age his account executive Blade Reade gives
him a real lecture. "Look," he said, "if you want to impress the long-
hairs, intellectuals, and Columbia students, do it on your own time,
not on my TV time. Consider your market, man! . . . Your market
is forty, fifty million slobs sitting at home catching your stuff on
TV and radio. Are those slobs worried about the atomic age! Nuts.
They're worried about next Friday's grocery bill." Several of the mer-
chandising journals gave Mr. Schneider's book a careful review, and
none that I saw expressed shock or pain at his implications.

So much for fictional projections into the future. Some of the
real-life situations that are being heralded as trends are perhaps
more astonishing or disconcerting, as you choose.

A vast development of homes going up at Miramar, Florida,
is being called the world's most perfect community by its backers.
Tide, the merchandisers' journal, admonished America's merchan-
disers to pay attention to this trail-blazing development as it might
be "tomorrow's marketing target." The journal said of Miramar: "Its
immediate success ... has a particular significance for marketers, for
the trend to 'packaged' homes in 'packaged' communities may indi-
cate where and how tomorrow's consumer will live . ." Its founder,
youthful Robert W. Gordon, advises me Miramar has become "a
bustling little community" and is well on its way to offering a "com-
pletely integrated community" for four thousand families.

What does it mean to buy a "packaged" home in a "packaged"
community? For many (but apparently not all) of the Miramar fami-
lies it means they simply had to bring their suitcases, nothing more.
No fuss with moving vans, or shopping for food, or waiting for your
new neighbors to make friendly overtures. The homes are completely
furnished, even down to linens, china, silver, and a refrigerator
of food. And you pay for it all, even the refrigerator full of food, on
the installment plan.

Perhaps the most novel and portentous service available at
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Miramar—and all for the one packaged price—is that it may also
package your social life for you. As Mr. Gordon put it: "Anyone can
move into one of the homes with nothing but their personal posses-
sions, and start living as a part of the community five minutes later."
Where else could you be playing bridge with your new neighbors the
same night you move in! In short, friendship is being merchandised
along with real estate, all in one glossy package. Tide described this
aspect of its town of tomorrow in these words: "To make Miramar
as homey and congenial as possible, the builders have established
what might be called 'regimented recreation.' As soon as a family
moves in the lady of the house will get an invitation to join any
number of activities ranging from bridge games to literary teas. Her
husband will be introduced, by Miramar, to local groups interested
in anything from fish breeding to water skiing."

In the trends toward other-mindedness, group living, and con-
sumption-mindedness as spelled out by Dr. Riesman, Miramar may
represent something of an ultimate for modern man.

Another sort of projection, a projection of the trend toward the
"social engineering" of our lives in industry, can be seen perhaps in
a remarkable trade school in Los Angeles. It has been turning out
students according to a blueprint and in effect certifies its graduates
to be cooperative candidates for industry. This institution, National
Schools, which is on South Figueroa Street, trains diesel mechanics,
electricians, electrical technologists, machinists, auto repairmen and
mechanics, radio and TV mechanics, etc. (Established 1905).

I first came across this breeding ground for the man of tomor-
row in an article admiringly titled "Custom-made Men" in Diesel
Power. The article faced another on "lubrication elements" and ap-
peared in the early days of the depth approach to personnel training.
The diesel journal was plainly awed by the exciting potentialities
of social engineering, and said that while miraculous advances had
been made in the technical field "one vital branch of engineering
has been, until recently, woefully neglected—the science of human
engineering." It went on to be explicit: "Human engineering, as we
refer to it here, is the science of molding and adjusting the attitude
of industrial personnel. By this process a worker's mechanical ability
and know how will be balanced by equal skill in the art of demon-
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strating a cooperative attitude toward his job, employer, and fellow
employees."

The newest trend, it went on to explain, is to develop in the
worker this cooperative outlook prior to his actual employment,
while he is receiving his training, when "he is most receptive to this
new approach." National Schools in Los Angeles, it said, has been
a unique laboratory in developing many phases of human engineer-
ing. It followed the progress of the graduate as he went out into
industry and checked not only on the technical skills he showed but
on "his attitude toward his work and associates."These findings were
compared with a transcript of his school work. By such analysis plus
surveying employers on the traits they desire in employees National
Schools, it said, has been able "to develop the ideal blue print for de-
termining the type of personnel industry needs." National students,
it stated, were taught basic concepts of human behavior, and "special
emphasis is placed on the clear-cut discussion and study of every
subject that will tend to give the student a better understanding of
capital-labor cooperation. To this end . . . representative authorities
in the diesel industry have been made associate faculty members at
National Schools—where they lecture." Truly, it exulted, here was
the "custom-made" man ready to help build a greater tomorrow for
diesel engineering!

The kind of tomorrow we may be tending toward in the mer-
chandising of products may be exemplified by the use of depth
probing on little girls to discover their vulnerability to advertising
messages. No one, literally no one, evidently is to be spared from
the all-seeing, Big Brotherish eye of the motivational analyst if a
merchandising opportunity seems to beckon. The case I am about to
relate may seem extreme today—but will it tomorrow?

This case in point, involving a Chicago ad agency's depth prob-
ing on behalf of a leading home-permanent preparation, was proudly
described by the agency's president in a speech to an advertising
conference at the University of Michigan in May, 1954. He cited
it in details, with slides, to illustrate his theme: "How Motivation
Studies May Be Used by Creative People to Improve Advertising."

The problem was how to break through women's resistance to
giving home permanents to their little girls. Many felt the home
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permanents ought to wait until high-school age, "along with lipstick
and dating." (Some mothers, I've found in my own probing, also
suspect home permanents are bad for the hair of little girls and have
some moral pangs about it.) At any rate, the agency found, by depth
interviewing mothers, that they needed "reassurance" before most of
them would feel easy about giving home permanents to their little
ones. The agency set out, by depth probing little girls, to find a basis
for offering such reassurance. It hoped to find that little girls actually
"need" curly hair, and to that end devised a series of projective tests,
with the advice of "leading child psychologists and psychiatrists,"
which were presented to the little girls as "games." When the little
girls were shown a carefully devised projective picture of a little girl
at a window they reportedly read into the picture the fact that she
was "lonely because her straight hair made her unattractive and un-
wanted."When they were given projective sentence-completion tests
they allegedly equated pretty hair with being happy and straight hair
with "bad, unloved things."

The agency president summed up the findings of the probing of
both mothers (their own early childhood yearnings) and daughters
by stating: 'We could see, despite the mothers' superficial doubts
about home permanents for children, the mothers had a very strong
underlying wish for curly-haired little girls." (This is not too hard to
believe in view of the fact that hair-preparation merchandisers have
been hammering away to condition American females to the wavy-
hair-makes-you-lovely theme for decades.)

A seven-and-a-half-pound volume of data detailing all the prob-
ings was turned over to the agency's "creative" people and a series of
"creative workshops" was held with "a leading authority in the field
of child psychology" conducting the discussions. This authority ap-
parently needed to reassure some of the creative people themselves
about the project because the authority stated: "Some of you may
react, as many older women do, and say, 'How awful to give a child a
permanent,' and never stop to think that what they are really saying
is, 'How awful to make a girl attractive and make her have respect
for herself"'

The child psychologist analyzed each piece of copy, layout, and
TV story board for its psychological validity to make sure it would



Vance Packard 219

"ring true to parents." One upshot of all this consulting was a TV
commercial designed to help a mother subconsciously recognize
"her child's questions, 'Will I be beautiful or ugly, loved or unloved?"
because they are her own childhood wishes, too."

Another possible view of tomorrow may be seen in the search to
find ways to make us less troublesome and complaining while staying
in hospitals. Dr. Dichter undertook this exploration, and his findings
were reported in detail in a series of articles in The Modern Hospital.
The study was undertaken because of the constant complaints of
patients about food, bills, routine, boredom, nurses. They were gener-
ally irritable, and hospitals that tried to remove the complaints by
changing routines, diets, etc., seemed to get nowhere.

So the depth probing of patients began. One fifty-year-old
woman recalled her shame at being chided by a hospital aide for
calling out for her mother several times during the night. Probers
found that patients in hospitals were often filled with infantile in-
securities. They weren't just scared of dying but scared because they
were helpless like a child. And they began acting like children. Dr.
Dichter reported that his most significant finding "deals with the
regression of the patient to a child's irrationality .. . . Over and over
in each of the interviews, in one form or another, there echoed the
basic cry, `I'm frightened. . . ."' He said the grownup's regression to
a child's helplessness and dependence and his search for symbolic
assurance were clear. In searching for this symbolic assurance the
patient begins seeing the doctor as father and the nurse as mother.

What should the hospitals do with all these adult-children? The
answer was obvious. Treat them like children, apply to grownups the
same techniques they had been applying in the children's wards to
make the children feel loved and secure. For one thing there mustn't
be any signs of dissension between doctor and nurse because it would
remind the patients of their childhood fears when mother and father
quarreled.

Eventually—say be A.D. 2000—perhaps all this depth manipula-
tion of the psychological variety will seem amusingly old-fashioned.
By then perhaps the biophysicists will take over with "biocontrol,"
which is depth persuasion carried to its ultimate. Biocontrol is the
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new science of controlling mental processes, emotional reactions,
and sense perceptions by bioelectrical signals.

The National Electronics Conference meeting in Chicago in
1956 heard electrical engineer Curtiss R. Schafer, of the Norden-
Ketay Corporation, explore the startling possibilities of biocontrol.
As he envisioned it, electronics could take over the control of unruly
humans. This could save the indoctrinators and thought controllers a
lot of fuss and bother. He made it sound relatively simple.

Planes, missiles, and machine tools already are guided by elec-
tronics, and the human brain—being essentially a digital comput-
er—can be, too. Already, through biocontrol, scientists have changed
people's sense of balance. And they have made animals with full bel-
lies feel hunger, and made them feel fearful when they have nothing
to fear. Time magazine quoted him as explaining:

The ultimate achievement of biocontrol may be the control
of man himself . . . . The controlled subjects would never be
permitted to think as individuals. A few months after birth,
a surgeon would equip each child with a socket mounted
under the scalp and electrodes reaching selected areas of
brain tissue.... The child's sensory perceptions and muscular
activity could be either modified or completely controlled by
bioelectric signals radiating from state-controlled transmit-
ters.

He added the reassuring thought that the electrodes "cause no dis-
comfort."

I am sure that the psycho-persuaders of today would be appalled
at the prospect of such indignity being committed on man. They are
mostly decent, likable people, products of our relentlessly progres-
sive era. Most of them want to control us just a little bit, in order
to sell us some product we may find useful or disseminate with us a
viewpoint that may be entirely worthy.

But when you are manipulating, where do you stop? Who is to
fix the point at which manipulative attempts become socially unde-
sirable?



IN RETROSPECT

22. The Question of Validity

"A good profession will not represent itself as able to render services
outside its demonstrable competence. "

—American Psychological Association

Much of the material in this book, especially that relating to the
probing and manipulating of consumers, is based on the findings
and insights of motivational analysts, with their mass-psychoana-
lytical techniques. Some of the conclusions they reach about our
behavior are so startling that readers are often justified in wondering
just how valid their probing methods are anyhow.

In merchandising circles there has been over-acceptance and
over-rejection of these methods. Some of the blasts at M.R.—par-
ticularly from those with rival persuasion techniques—have been
withering. Certain marketers still felt that offering a premium was
far more effective in promoting sales than all this hocus pocus about
depth. The director of marketing for the Pabst Brewing Company
told the Premium Industry Club sadly that "the psychologists have
become the oracles of the business. Double-domed professors and
crystal gazers are probing the minds of buyers. They are attempting
to prove that sales are controlled by the libido or that people buy
merchandise because subconsciously they hate their fathers." Actu-
ally, he said, "Customers like premiums and like to get something for
nothing. There's a little larceny in all of us.... "

During the mid-fifties many ad men filled the air above their
Madison Avenue rookeries with arguments over the question of
validity and potency of M.R. Researchers, too, joined in by can-
nonading each other all through the fall of 1955 and early 1956.
The fireworks were touched off by Alfred Politz, who had two years
earlier announced himself available for motivational studies but who
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had built up a very large organization based on more traditional
methods.

He began by expressing great faith in the value of psychological
probing in depth, but added that because of the need for interpret-
ing findings and the fact that M.R. was still in its infancy, "a great
deal of pure unadulterated balderdash has been passed off on gull-
ible marketers as scientific gospel." He charged that the motivation
analysts were taking the Madison Avenue folks for a ride with their
((pseudo science" and were being well received because they offered
simple answers and "Madison Avenue doesn't like anything heavy or
complicated."

Later he charged that some of the M.R. outfits were using as
interviewers unemployed actors, not trained scientific workers. And
one of his bristling aides contended that "you can't judge from a
psychiatrist's couch how a consumer will behave in a dime store."
The better, more sensible way to judge, he explained, is to recreate
as closely as you can the buying situation. His firm does this by
maintaining a "Politz store."

The main target of the Politz cannonading was widely assumed
to be the mountaintop castle of Ernest Dichter and his fast-growing
Institute for Motivational Research. The institute retorted by calling
Politz's criticism an "emotional outburst" and added: "It might be
of interest to research the motivations of some of the recent heated
attacks on motivational research by individuals with vested interests
in alternative research techniques."

Others in the social science field pointed out that some of the
researchers were sometimes prone to oversell themselves—or in a
sense to exploit the exploiters. John Dollard, Yale psychologist doing
consulting work for industry, chided some of his colleagues by saying
that those who promise advertisers "a mild form of omnipotence are
well received." In the same breath, however, he stressed that M.R. is
not a fad and will not disappear, provided that advertisers and agency
people were willing to concentrate on improving its performance.

Burleigh Gardner, director of Social Research, made another
telling point about the uses being made of M.R. One of the move-
ment's main problems, he said, is the fact "many people make super-
ficial use of it, largely as a talking point for their agency or company."
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And almost every market-research firm, he said, is quick to say, "We
do it."

As the controversy over M.R. first became heated in the early
fifties the Advertising Research Foundation set up a special Com-
mittee on Motivation Research, as I've indicated, to appraise the
situation. Wallace H. Wulfeck, the chairman, after surveying many
of the ventures into M.R., began taking a middle ground. He said
that those who attacked M.R. as "fakery" were just as wrong as those
who claimed it worked "miracles." He stressed that M.R. must be
approached with caution as it is still experimental, but he seemed
completely confident that M.R. techniques, when perfected, would
become standard procedures in market research.

I will set down here, briefly, some of the more serious criticisms
made against M.R. as a valid tool (at least as it has been used) along
with evidence indicating its values. Here are four of the major com-
plaints made against M.R. and its practitioners.

1. Overenthusiastic supporters have often implied it is a cure-all
for every marketing problem and challenge. Actually, of course, it is
false to assume that there is any single or major reason why people
buy—or don't buy—a product, A host of factors enter in, such as
quality of the product, shelf position, and sheer volume of advertis-
ing.

In this connection it should be noted that many of the findings
of M.R. about a product, while perhaps fascinating, are not particu-
larly useful to marketers. Researcher Albert J. Wood pointed out to
the American Marketing Association:

"Unless all advertising is to become simply a variation on the
themes of the Oedipus complex, the death instinct, or toilet training
we must recognize that the motives with which we deal should be
the manipulable ones.... The manufacturer has no way of compen-
sating the consumer for the fact he was insufficiently nursed as an
infant." (Others might dispute this last assertion by pointing out
that some of the products valued for the oral gratification they offer
definitely make insufficient nursing in infancy a manipulable moti-
vational factor.)

Researchers point out that the intensity of our subconscious
motivational influences has a clear bearing on the usefulness of a
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subconscious factor to a manipulator. As Professor Smith points out:
"The fact that a given product is thought of favorably, or regarded
as a sex symbol, or reminds respondents of their mother has limited
value unless we know something about the intensity of the feeling
it creates and whether this feeling is apt to be translated into the
desired practical reactions at the consumer level."

Most of the analysts themselves when pressed or when talking
causally drop remarks indicating their awareness that M.R. is far
from being a one-and-only answer, at least as yet. For example:

Mr. Cheskin conceded: "Sometimes I think we can go in too
deep."

The psychological director of a large research firm said: "We still
are in the very beginning, with more promise than delivery."

The chief psychologist of another research firm cautioned:
"You've got to be able to take this thing with a little grain of salt."

The research director of an ad agency deeply involved in M.R. (it
has made nearly a hundred motivational studies) said: "Motivational
research is not the whole answer. In 20 to 30 percent of our investi-
gations we don't find anything useful at all."

Even Dr. Dichter and his aides occasionally drop cautionary
remarks, as when he said, "M.R. is still far from an exact science";
and an aide pointed out that people make buying decisions on both
rational and irrational bases.

The market-research director of one of the nation's largest psy-
chological firms said: "Even the best techniques are only adding a
little bit to our understanding of why people do what they do."

Professor Smith in his book surveying the M.R. field summed
up by saying that the best way to look at M.R. is as "a plus factor."

2. Another charge made against some of the motivational
analysts is that they have lifted diagnostic tools from clinical
psychiatry and applied them to mass behavior without make certain
such application is valid.

This aspect of M.R. has bothered Dr. Wulfeck, of the Advertis-
ing Research Foundation, as much as any other. Some of the clini-
cal techniques such as the Rorschach ink-blot test are not infallible
even when used on an individual basis with clinical patients. There is
always room for error at least in interpreting the meaning of a given



Vance Packard 225

ink blot, or interpreting an answer given in a sentence-completion
test.

When conclusions are drawn about mass behavior on the basis
of a small sampling of test results there clearly is a chance for error.
Individuals vary considerably in their motivational make-up. In the
minds of most objective observers the size of the sample used in
any given piece of motivational research is crucial. Unfortunately
motivational testing is expensive. A good deal of time must be spent
by a skilled practitioner with each subject if there is to be a real ex-
ploration in depth. Thus there is a temptation to keep the size of the
sampling small. As Dr. Wulfeck pointed out in late 1954, however,
"The question of the size of sample is of considerable importance."
At that time he said that the largest sample he had encountered
in the depth approach was two hundred. And he added: "Is that
enough?" (Since then Louis Cheskin, of the Color Research Insti-
tute, has stated that the smallest sample he uses for a national brand
test is six hundred persons.)

3. A further aspect of motivational research that bothers many
people is that results depend too much on the brilliance and intu-
itiveness of the individual practitioner. Little has been achieved as
yet in standardizing or validating testing procedures.

Dr. Wulfeck's group has, as one of its aims, the determination
of the validity or non-validity of various M.R. techniques. One such
testing, he advises, has been under way at Columbia University re-
cently, with the help of foundation money. The validity of sentence-
completion tests for M.R. use is being scrutinized. Alas, that was the
only attempt being made in 1956 to validate M.R. procedures. Dr.
Wulfeck pointed out sadly that while merchandisers spend millions
of dollars on campaigns based on M.R. insights it is hard to get com-
panies to support research that merely validates research techniques.
"People who have the money to finance this kind of research," he
said," are more concerned with the solutions to everyday problems
than they are with trying to find ways to improve our methods.

Some scientists are disturbed by the fact that projective tests—by
their very nature—typically are not subject to statistical proof. They
feel more comfortable if they are dealing with a method that gives
its answers in terms that can be counted up statistically. The way a
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person responds to a depth interview, for example, can't possibly be
toted up. The same applies to the ink-blot tests.

Psychologist William Henry, however, contends that traditional
researchers overstress this need for statistical proof. He says: "There
are comparatively few quantitative studies that demonstrate statisti-
cally the value of either the Rorschach or the T.A.T. (two projec-
tive tests). Yet I don't know one clinician—and I know many who
have worked with these instruments—who doesn't feel on the basis
of his general psychological training that he gets far more reliable
information from these tests than he does from those instruments
that have the respectability of the statistical psychologists' approval
conferred upon them."

Some of the depth approaches are more subject to "scientpro-
cedures than others. Mr. Cheskin likes to insist that his probings,
based on association and indirect preference tests (where the sub-
jects aren't even aware they are being tested), are more reliable than
so-called depth interviews. (His old rival Dr. Dichter was a pioneer
of the depth interview.) Cheskin says that the kind of M.R. he uses
is "as pure a science as physics, chemistry, or biology."

Most of Cheskin's work is with package testing. He pointed out
that he tests one factor at a time, such as name, color, shape, images,
etc., and only after this tests them all together. And before he even
tests a package in the field it is subjected to ocular-measurement
lab tests that determine eye movement, visibility, readability. As for
the depth interview, he says the person being tested, even though in
depth, knows he is being interviewed and so sets up defense mecha-
nisms and rationalizes his answers at least to some extent. Also, he
added, the results in depth interviewing depend on the "skill of the
interviewer."

Actually the skill of the interviewer is not the only area for er-
ror. As an executive of the Psychological Corporation pointed out,
equally trained research experts can look at the same projective test
results and come up with different interpretations.

Further, there is evidence that some of the researchers have
played fast and loose with their test results. Emmanuel Demby, an
executive of Motivation Research Associates, has pointed out that
criticism is justified in certain situations. Those he specifically cited
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were where the findings reported by the researchers are self-serving;
of if all the substantiating data on which the judgment is based is not
provided to the client; or "if the report is written before all tests are
in, as has happened in a number of cases." He, too, added however,
that the depth approach to consumer behavior was "a fact of modern
life."

4. Finally, it is charged that the findings of the depth probers
sometimes are not subjected to objective confirmation by conven-
tional testing methods before they are accepted and applied. The big
danger, as one critic put it, is to call "the initial idea a conclusion."

Business Week, in its analysis of M.R. procedures, concluded that
any study of behavior that "aims at some degree of scientific cer-
tainty is likely to have two steps: first, a pilot study—a fast informal
survey of the subject to get the feel of it. Second, a rigorous, careful
investigation to find out whether the conclusion really stands up, and
under just what conditions it is true. For many advertising problems
a shrewd suspicion of the facts is plenty good enough. So advertisers'
motivation studies are likely to stop with the first step."

Some of the researchers, it should be added, do rigorously test
their M.R. findings by conventional methods before accepting them
as fact. One of the pioneer motivational workers, Herta Herzog, di-
rector of creative research at the huge McCann-Erickson ad agency,
now reaches her conclusions in four stages. First, she uses conven-
tional research methods to spot likely prospects for the product in
question. Second, her staff depth-probes three to four hundred of
them. Third, the findings of the probing are tested by a more con-
ventional "structured" questionnaire on a large group of people (up
to three thousand). Fourth, when ads have been draw up based on
the M.R. findings, they are tested on selected consumers in various
areas of the United States to see if the M.R.-inspired conclusions
are correct.

By 1957, the thinking of the most responsible practitioners of
motivational research seemed to be that M.R. is most useful as a
starting point, or as a clue spotter, and that the findings of M.R
should be validated by other methods whenever possible. Even its
critics agree that M.R., has an important place in market research at
the idea-gathering or hypothesis stage.
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Some merchandisers contended that even the un-validated ideas
and clues the analysts can offer are immensely valuable. Business Week
opined: "Any copywriter ... could produce better ads if he had talked
to a dozen or four hundred customers first than if he had contented
himself with batting bright ideas around the table at Twenty-One."
The research director of a food company who often consults with
Ernest Dichter told me he likes to get "Ernst" just talking about
a problem such as cake mix. Sometimes this can be as helpful as a
formal survey. "If he sparks one good idea, it's worth at least $2,500
to us," he explained. However, not everyone in the merchandising
field accepts Dr. Dichter's findings as infallible, but Tide in a 1955
article stated that even his informed guesses were "brilliant."

The president of National Sales Executives, Inc., likewise pointed
out that the findings of the social scientists are valuable in two ways:
"First, the probers often come up with answers that, when tried, have
worked. Second, even if recommendations haven't panned out ex-
actly as hoped, they have lifted managements out of mental ruts."

Perhaps the most compelling evidence that motivation research
must be taken seriously, at least by the public being probed and ma-
nipulated, is the fact that merchandisers themselves still are taking
it very seriously indeed. More and more are basing campaigns on it.
Tide stated in its February 26, 1955, issue:

"In ten years motivation analysis will be as common as nose-
counting. By 1965, if the present trend continues, few national
marketers will launch an advertising campaign or introduce a new
product without first conducting a thorough study of consumer
motivations." This, in fact, can already be said of one of the nation's
largest advertising agencies. Every single account now gets a moti-
vational run-through!

These same marketers are the kind of people who would abruptly
kill off a million-dollar TV program without a qualm if its rating
dropped a few points. They would not use M.R. if they had any
better tool for persuading us to buy their products (In 1956 survey
maker A.C. Nielsen, Jr., revealed a survey finding that in general
marketing executives in the past have been right or substantially
right only 58 percent of the time!) Executives have concluded that
the depth approach, whether they like it or not, can provide serious
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answers they can't afford to ignore.
In late 1954 Printer's Ink asked its Jury of Marketing Opinion

what its members thought of motivational research. Sixty-four an-
swered the questionnaire. Of them thirty-two said they were using
or have used motivation research. The journal concluded: "Most of
those who have tried M.R. like it." As to specific testing methods,
here are the number who said they had used each:

Depth interviews 	 27
Panel reaction 	 12
Group interviews 	 12
Projective techniques 	 9
Word association 	 7
Thematic apperception 4
Attitude tests 	 3
S ociodrama 	 2
Rorschach 	 1

(There seems to be some confusion or duplication in those responses
because the Rorschach, for example is one of several projective tech-
niques.)

To sum up, while there was considerable argument about various
probing techniques there is little argument that the depth approach
in general is here to stay. Advertising Age quoted an economics pro-
fessor at the University of Illinois as stating: "Few today question
the value of psychiatry or of psychology in explaining behavior pat-
terns."

This, of course, does not mean the M.R. practitioners are dead
right or even mostly right in each case. M.R. is a new and still in-
exact science. Dr. Wulfeck says it is about as far advanced as public
opinion polling was in the early thirties—in short far from infallible.
A great deal must still be done to refine, standardize, and validate
procedures and train qualified practitioners. Dr. Wulfeck is confident
that as more work is done the tools will become more precise. Busi-
ness Week pointed out that M.R. practitioners were already achiev-
ing indisputably solid results. It cited as an example the work being
done at the Survey Research Center of the University of Michigan.
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The center's psychological research, it said, "is providing a continu-
ing, trustworthy measurement of consumer attitudes that shape the
course of business. This measure is already an important indicator of
the business climate." (The Federal Reserve Board is guided by it to
a large extent.)

The alternative to the depth approach, in the words of a research
analyst for Standard Oil Company of New Jersey, "is to fly by the
seat of your pants."

Business Week's study of M.R. summed up the situation in this
emphatic way:

"Today's emphasis on people's motives, the search for a new sci-
ence of behavior, is more than just a fad. Far from blowing over,
you can expect it to keep getting more important—because it meets
business needs arising from a real and important change in the
American society over the past two or three decades."

Then the report added this hopeful or ominous comment—de-
pending on your viewpoint: "It seems rather likely that, over the
course of time, the present studies will develop into something con-
siderably more elaborate, more rigorous. That will happen if business
men get accustomed enough to psychological techniques to want to
use them on something besides advertising themes."

That was written in mid-1954. As I've indicated, business-
men and others are now seeking to apply these potent techniques
in mind-molding projects far removed from the merchandising of
products.

As the use of the depth approach, despite its fallibilities, has
met increasing acceptance and spread into other fields, the moral
implications of its increased use need to be faced.



23. The Question of Morality

"The very presumptuousness of molding or affecting the human
mind through the techniques we use has created a deep sense of
uneasiness in our minds."—W. Howard Chase, president, Public Rela-
tions Society of America, 1956

What are the implications of all this persuasion in terms of our ex-
isting morality? What does it mean for the national morality to have
so many powerfully influential people taking a manipulative attitude
toward our society? Some of these persuaders, in their energetic en-
deavors to sway our actions, seem to fall unwittingly into the attitude
that man exists to be manipulated.

While some of the persuaders brood occasionally about the im-
plications of their endeavors, others feel that what is progress for
them is progress for the nation. Some of the depth marketers, for
example, seem to assume that anything that results in raising the
gross national product is automatically good for America. An ad
executive from Milwaukee related in Printer's Ink that America was
growing great by the systematic creation of dissatisfaction. He talked
specifically of the triumph of the cosmetics industry in reaching the
billion-dollar class by the sale of hope and by making women more
anxious and critical about their appearance. Triumphantly he con-
cluded: And everybody is happy."

Others contend that the public has become so skeptical of ad-
vertising appeals that its psyche is not being damaged by all the as-
saults on it from the various media. (On the other hand, it can be
pointed out that this growing skepticism was a major reason ad men
turned to subconscious appeals.They wanted to bypass our conscious
guard.)

Business Week, in dismissing the charge that the science of be-
havior was spawning some monster of human engineering who
was "manipulating a population of puppets from behind the scenes,
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contended: "It is hard to find anything very sinister about a science
whose principal conclusion is that you get along with people by giv-
ing them what they want."

But is "everybody happy"? And should we all be "given" what-
ever our ids "want"?

Certainly a good deal can be said on the positive side for the
socially constructive results that have come from the explorations
into human behavior arising from the persuader's endeavors. The
merchandisers in their sales appeals to us have gotten away from
some of their crude excesses of old and are more considerate of our
wants and needs, even if those needs are often subconscious. Ed-
ward Weiss, the executive, made this point when he said that social
knowledge was helping ad men to "forget about the gimmicks and
to concentrate on the real reasons why people buy goods."We've seen
how the merchandisers of beer and other predominantly middle-
class products have become more realistic in their messages.

Likewise a food packer became more sensible in his selling as
a result of a depth study. He had been offering a free trip to Hol-
lywood as a prize to persons who sent in the best fifty-word state-
ment "Why I like . . . ." This brought in lots of statements but very
little stimulation of sales. A depth study of housewives showed why.
Married women with two children and a husband working weren't
interested in going to Hollywood, free or otherwise. Who'd take
care of the children and cook for the husband? An analysis of people
sending in the statements showed they were mostly teen-agers who
had never done any food shopping in their life!

The use of the insights of the social sciences in dealing with
company personnel has likewise—where not accompanied by "social
engineering"—brought some enlightened policies and constructive
changes. Advanced Management reported that one large company
now carefully interviews researchers and other responsible newcom-
ers to find the conditions under which they feel they work best. Do
they like to work alone, or with a group? Do they like their desk
in a corner or in the middle of their cubicle? Do they like to work
on one project at a time or have several going simultaneously? This
management, in short, tries to manipulate the environment to suit
the individual, not vice versa.



Vance Packard 133

On the other hand, a good many of the people-manipulating
activities of persuaders raise profoundly disturbing questions about
the kind of society they are seeking to build for us. Their ability to
contact millions of us simultaneously through newspapers, TV, etc.,
gives them the power, as one persuader put it, to do good or evil "on
a scale never before possible in a very short time." Are they war-
ranted in justifying manipulation on the ground that anything that
increases the gross national product is "good" for America; or on the
ground that the old doctrine "Let the Buyer Beware" absolves them
of responsibility for results that may seem to some antisocial?

Perhaps the supporters of optimism-generation in both busi-
ness and government can make an impressive case for the need to
preserve public confidence if we are to have peace and prosperity.
But where is it leading us? What happens, actually, to public confi-
dence when the public becomes aware (as it gradually must) that the
leaders of industry and government are resolutely committed to a
confidence-inspiring viewpoint, come hell or high water?

How can you know what to believe?
It is my feeling that a number of the practices and techniques

I've cited here very definitely raise questions of a moral nature that
should be faced by the persuaders and the public. For example:

What is the morality of the practice of encouraging housewives
to be non-rational and impulsive in buying the family food?

What is the morality of playing upon hidden weaknesses and
frailties—such as our anxieties, aggressive feelings, dread of confor-
mity, and infantile hangovers—to sell products? Specifically, what
are the ethics of businesses that shape campaigns designed to thrive
on these weaknesses they have diagnosed?

What is the morality of manipulating small children even be-
fore they reach the age where they are legally responsible for their
actions?

What is the morality of treating voters like customers and child
customers seeking father images at that?

What is the morality of exploiting our deepest sexual sensitivi-
ties and yearnings for commercial purpose?

What is the morality of appealing for our charity by playing
upon our secret desires for self-enhancement?
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What is the morality of developing in the public an attitude of
wastefulness toward national resources by encouraging the "psycho-
logical obsolescence" of products already in use?

What is the morality of subordinating truth to cheerfulness in
keeping the citizen posted on the state of his nation?

The persuaders themselves, in their soul-searching, are at times
exceptionally articulate in expressing their apprehensions and in
admitting some of their practices are a "little cold-blooded." One of
them, Nicholas Samstag, confessed in The Engineering of Consent: "It
may be said that to take advantage of man's credulity, to exploit his
misapprehensions, to capitalize on his ignorance is morally repre-
hensible—and this may well be the case.... I do not quite know."

The June, 1954, issue of The Public Relations Journal contained a
remarkable venture into soul-searching by a Hawaiian public-rela-
tions man, Kleber R. Miller. He said, "What I wish to pose here is ...
whether the public-relations practitioner realizes the depths of the
moral considerations involved," in some of his activities. He said the
principal assumption is that the public-relations practitioner will be
able to create on any desired scale "a climate of opinion and emotion
that is most favorable to the cause of the client he represents.... The
public-relations man is continually faced with the question whether
the end justifies the means." Mr. Miller went on, "What degree of
intensity is proper in seeking to arouse desire, hatred, envy, cupidity,
hope, or any of the great gamut of human emotions on which he
must play." He made this penetrating point:

"One of the fundamental considerations involved here is the
right to manipulate human personality."

Such a manipulation, he went on to say, inherently involves a
disrespect for the individual personality.

It seems to me that both the Advertising Research Foundation
and the Public Relations Society of America might well concern
themselves with drawing up realistic up-to-date codes defining the
behavior of ethically responsible persuaders. Such codes might set up
ground rules that would safeguard the public against being manipu-
lated in ways that might be irresponsible and socially dangerous.

The social scientists and psychiatrists cooperation with the per-
suaders in their manipulative endeavors face some uncomfortable
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moral questions, too. Their questions perhaps are more perplexing.
They have a workable rationale for explaining their cooperation
with, say, the merchandisers. After all, they are, in their depth prob-
ing, broadening the world's available knowledge concerning human
behavior, and they can explain that knowledge which is not put to
use is lost. In this they could quote Alfred North Whitehead, who
pointed out that knowledge doesn't keep any better than fish.

Still, there was this disturbing fact that some of them were being
used by the manipulators. Printer's Ink devoted a special feature to the
way social scientists "can be used" in merchandising problems. One
point it made: "Use mostly those social scientists who demonstrate a
knowledge and appreciation of business problems. Beware of those
who don't. Many can be exceedingly naive and unscientific in their
approach to advertising."

Perhaps the most uncomfortable aspect of the situation for the
scientists was stated by an ad executive writing under a pseudonym
for The Nation. He said: "Social scientists in the past have paid atten-
tion to the irrational patterns of human behavior because they wish
to locate their social origins and thus be able to suggest changes that
would result in more rational conduct. They now study irrational-
ity—and other aspects of human behavior—to gather data that may
be used by salesmen to manipulate consumers."

In their efforts to be cooperative with the persuaders the sci-
entists also showed some tendency to accept assumptions that
definitely were dubious. In 1953 a leading advertising researcher
concluded that Americans would have to learn to live a third better
if they were to keep pace with growing production and permit the
United States economy to hit a "$400 billion gross national product
in 1958." (Actually it shot past the $400 billion mark in 1956.) To
find how Americans could be persuaded to live a third better Tide
put the question to "quite a few of the leading U.S. sociologists." The
response of Professor Philip J. Allen, of the University of Virginia,
was particularly interesting. He mapped out a "systematic program"
by which it could be achieved, and stressed that his scheme would
require:

Sufficient financial backing for regular utilization of mass
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media, constantly to communicate the desired objectives to
the "common man." New values can be deliberately created,
disseminated, and adopted as personal and collective goals
highly desirable of achievement. But the concerted effort of
the major social institutions—particularly the educational,
recreational, and religious—must be enlisted with the ready
cooperation of those in control of the mass media on the one
hand and the large creators of goods and services who buy up
time and space for advertising their "wares" on the other....
By utilizing the various tested devices, our modern genius in
advertising may alight upon simple phrases well organized
in sequence and timing, and coordinated with other efforts
geared to realize the "grand design." But there are required a
host of laborers with plenty of financial backing.

In mapping out his "grand design" for making us all more dutiful
consumers he accepted, without any questions that I could note, the
basic assumption that achieving the one-third-better goal was worth
any manipulating that might be necessary to achieve it.

One of the experts consulted, Bernice Allen, of Ohio University,
did question the assumption. She said: "We have no proof that more
material goods such as more cars or more gadgets has made anyone
happier—in fact the evidence seems to point in the opposite direc-
tion."

In strikes me that it would be appropriate for the Social Science
Research Council and such affiliates as the American Psychological
Association to develop codes of ethics that would cover the kind of
cooperation that can be condoned and not condoned in working with
the people-manipulators. The American Psychological Association
has a guidebook running 171 pages (Ethical Standards of Psycholo-
gists) that covers more than a hundred problems and cites hundreds
of examples of dubious behavior, but there is barely a mention in
the entire manual of the kind of cooperation with depth manipula-
tors I have detailed. The A.P.A. does state: "The most widely shared
pattern of values among psychologists appears to be a respect for
evidence combined with a respect for the dignity and integrity of the
human individual." That is an admirable statement and might well
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be spelled out in terms of permissible and nonpermissible behavior
in the field of commerce.

Beyond the question of specific practices of the persuaders
and their associated scientists is the larger question of where our
economy is taking us under the pressures of consumerism. That, too,
is a moral question. In fact, I suspect it is destined to become one of
the great moral issues of our times.

Industrialists such as General David Sarnoff contend that trying
to hold back, or argue about, the direction our automated factories are
taking us is like trying to hold back the tides and seasons. He feels it
is pointless even to talk about the desirability of the trend. Some de-
mur. The advertising director of a major soup company commented:
"If we create a society just to satisfy automation's production, we will
destroy the finest value in our society." 'There were also signs that
some segments of the public itself might be less than grateful for
the outpouring of goods our economy was bestowing upon us. In
the mid-fifties Harper's published two articles taking a dim view of
our worldly riches. One by economist Robert Lekachman, entitled
"If We're So Rich, What's Eating Us?" recounted the outpouring of
goods and said, "All these good things, worthy of universal exulta-
tion, have caused instead a chronic case of economic hypochondria."
And Russell Lynes, in his bitter-funny article "Take Back Your
Sable!" put in a good word for depressions, not the evils they produce
but the climate: "A climate in many respects more productive than
prosperity, more interesting, more lively, more thoughtful, and even,
in a wry sort of way, more fun."

Dr. Dichter has been quick to realize the essentially moral ques-
tion posed by the across-the-board drive to persuade us to step up our
consumption. His publication Motivations stated in April, 1956:

We now are confronted with the problem of permitting the
average American to feel moral even when he is flirting,
even when he is spending, even when he is not saving, even
when he is taking two vacations a year and buying a second
or third car. One of the basic problems of this prosperity,
then, is to give people the sanction and justification to enjoy
it and to demonstrate the hedonistic approach to his life is
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a moral, not an immoral, one. This permission given to the
consumer to enjoy his life freely, the demonstration that he
is right in surrounding himself with products that enrich his
life and give him pleasure must be one of the central themes
of every advertising display and sales promotion plan.

On another occasion Dr. Dichter pointed out that the public's shift
away from its "puritan complex" was enhancing the power of three
major sales appeals: desire for comfort, for luxury, and for prestige.

The moral nature of the issue posed by the pressures on us to
consume is pointed up by the fact religious spokesmen have been
among the first to speak out in criticism of the trend. The minister
of my own church Loring Chase (Congregational in New Can-
nan, Conn.), devoted his Lenten sermon in 1956 to the problem of
prosperity. The self-denial pattern of Lent, he said, "stands in vivid
contrast to the prevailing patter of our society, which keeps itself
going economically by saying to us, 'You really owe it to yourself to
buy this or that.'" He described the national picture provided by our
economy of abundance and stated: "Over against this .. . one feels
a certain embarrassment over Jesus' reminder that 'a man's life does
not consist of the abundance of his possessions . . .."' He concluded
that "the issue is not one of few or many possessions. The issue is
whether we recognize that possessions were meant to serve life, and
life comes first." The Protestant publication Christianity and Crisis
contended that the next great moral dilemma confronting America
would be the threat to the "quality of life" created by abundance
of worldly goods. It conceded that if we are to have an expanding
economy based on mass production we cannot deny the necessity of
mass consumption of new goods, and "for this advertising is obvi-
ously essential. Yet there is a dilemma," it explained. "We are be-
ing carried along by a process that is becoming an end in itself and
which threatens to overwhelm us.... There is a loss of a sense of
proportion in living when we become so quickly dissatisfied with
last year's models."

The profound nature of the dilemma was clearly drawn, however,
when it added: "This is not to criticize those who make the products
in question or those who promote and sell them. They and all of us
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who consume them are caught up in the same whirl. This whirl is so
much the substance of our life that it is difficult to get outside it long
enough to look at it and ask where it all leads us."

Theologian Reinhold Neibuhr likewise took note of the dilemma
by pointing out that the problem of achieving "a measure of grace" in
an economy of abundance was very perplexing. And he added that
"we are in danger ... of developing a culture that is enslaved to its
productive process, thus reversing the normal relation of production
and consumption."

This larger moral problem of working out a spiritually tolerable
relationship between a free people and an economy capable of great-
er and greater productivity may take decades to resolve. Meanwhile,
we can address ourselves to the more specific problem of dealing
with those more devious and aggressive manipulators who would
play upon our irrationalities and weaknesses in order to channel our
behavior. I concede that some pushing and hauling of the citizenry is
probably necessary to make our $400 billion –a-year economy work,
with lures such as premiums and thirty-six-months-to-pay. But
certainly our expanding economy can manage to thrive without the
necessity of psycho-testing children or mind-molding men or play-
ing upon the anxieties we strive to keep to ourselves. America is too
great a nation—and Americans too fine a people—to have to tolerate
such corrosive practices.

We still have a strong defense available against such persuaders:
we can choose not to be persuaded. In virtually all situations we still
have the choice, and we cannot be too seriously manipulated if we
know what is going on. It is my hope that this book may contribute
to the general awareness. As Clyde Miller pointed out in The Process
of Persuasion, when we learn to recognize the devices of the persuad-
ers, we build up a "recognition reflex." Such a recognition reflex, he
said, "can protect us against the petty trickery of small-time persuad-
ers operating in the common-place affairs of everyday life, but also
against the mistaken or false persuasion of powerful leaders...."

Some persons we've encountered who are thoroughly acquainted
with the operations of the merchandising manipulators, I should add,
still persist in acts that may be highly tinged with illogicality. They
admit to buying long, colorful cars they really don't need and sailboats
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that they concede probably appeal to them because of childhood
memories (if the Dichter thesis applies). Furthermore, they confess
they continue brushing their teeth once a day at the most illogi-
cal time conceivable from a dental-health standpoint—just before
breakfast. But they do all these things with full knowledge that they
are being self-indulgent or irrational. When irrational acts are com-
mitted knowingly they become a sort of delicious luxury.

It is no solution to suggest we should all defend ourselves against
the depth manipulators by becoming carefully rational in all our acts.
Such a course not only is visionary but unattractive. It would be a
dreary world if we all had to be rational, right-thinking, non-neu-
rotic people all the time, even though we may hope we are making
general gains in that direction.

At times it is pleasanter or easier to be nonlogical. But I prefer
being nonlogical by my own free will and impulse rather than to find
myself manipulated into such acts.

The most serious offense many of the depth manipulators com-
mit, it seems to me, is that they try to invade the privacy of our
minds. It is this right to privacy in our minds—privacy to be either
rational or irrational—that I believe we must strive to protect.


