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Targeting and Educating 
Consumers in West Germany: 

Market Research by the Allensbach 
Institute up to the 1970s 

NORBERT GRUBE 

Poll data is a new source for contemporary history studies of cul-
tural change and consumption over the past sixty years. 1 Some of 
these illuminating studies of buying behaviour and the origins of 
value change take poll data for granted without looking more 
closely at the context of their production, while others have 
recently focused on the history of public opinion polls, the organ-
ization and practices of institutes of survey research, and especially 
their work for political clients. They have come to the conclusion 
that the use of polls in the political sphere is connected with the 
scientization and professionalization of political communication. 2 

Similarly, some historians have suggested that the increasing appli-
cation of marketing tools ( Okonomisierung) in the political sphere is 
connected with the use of polls. In this sense, the use of polls has 
turned political parties into brands. 3 In fact, these differentiated 
studies have advanced the field of new cultural history. Other 
investigations, such as those by Benjamin Ziemann and Sarah Igo, 
ask whether polls contribute to the construction of a national mass 

1 Michael Wildt, Vom kleinm Wohlstand: Eine Konsumgeschichte der fiiefziger ]ahre (Frankfurt 
am Main, 1994); Detlef Siegfried, Time is on my Side: Konsum und Politik in der westdeutschm 
]ugmdkultur der 6oer ]ahre (Gottingen, 2006), 330, 429-46. 

2 Anja Kruke, Demoskopie in der Bundesrepublik Deutsch/and: Meinungeforschung, Parteim und 
Medien 1949-1990 (Dilsseldorf, 2007); Frank Bosch, 'Werbefirmen, Meinungsforscher, 
Professorcn: Die Professionalisierung der Politikbcratung im Wahlkampf(1949-1972)', in 
Stefan Fisch and Wilfricd Rudloff (eds.), Experten und Politik.: Wissenschefiliche Politikberatung 
in geschichtlicher Perspektive (Berlin, 2004), 309-27. 

3 Frank Bosch, 'Das Politische als Produkt: Selbstbeobachtungen und Modernisie-
rungen in der politischen Kommunikation der fruhen Bundesrepublik', in Habbo Knoch 
and Daniel Morat (eds.), Kommunikation als Beobachtung: Medienwandel und Gesellschoftsbilder 
1880-1960 (Munich, 2003), 229-48; Mark E. Spicka, Selling the Economic Miracle: Economic 
Reconstruction and Politics in West Germany 1949-1957 (New York, 2007), 8. 
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public, or to communication between elites and the people. 4 Thus 
polls in part replace traditional social relations of communication, 
such as local communities or forms of Christian belief. 5 

Some historians have exaggerated the omniscience of polling 
institutes, comparing them to 'observation cameras in the super-
market', 6 or calling the Allensbach Institute for Public Opinion 
Research, founded in 1947 and still in existence, a 'forger of 
opinion', as if it could observe and direct the population like Big 
Brother. 7 In fact, survey researchers ensure a secure basis for 
sales and operational planning by anticipating the demands of the 
marketplace (see section I of this essay). But if historians believe 
the pollsters' promise, they will fall for the pollsters' line. Even 
opponents of market research, such as the sociologist and journal-
ist Vance Packard, or social critics such as Theodor Adorno and 
Jurgen Habermas, have adopted the pollsters' self-image, hyper-
bolizing them as 'hidden persuaders' or omniscient market 
researchers. They appear to believe that these new experts, enter-
ing and influencing the field of political communication, can 
control consumers and voters like puppets by applying marketing 
techniques.8 To some extent, this elite perspective reveals a 
hidden admiration for the persuaders and a view of consumers as 
an easily led mass. 

4 Sarah E. Igo, The Averaged American: Surveys, Citizens, and the Making ef a Mass Public 
(Cambridge, Mass., 2007), 12, 282. Ziemann himself spoke of 'Responsivitat' 
(responsiveness). See Benjamin Ziemann, 'Meinungsumfragen und die Dynamik der 
Offentlichkeit: Die katholische Kirche in der Bundesrepublik nach 1968', Historisches 
Jahrbuch, 126 (2006), 493-520. 

5 Id., Katholische Kzrche und Sozialwissenscheften 1945-1975 (Gottingen, 2007), 146, 348. 
6 Michael Geyer, 'Der Kalte Krieg, die Deutschen und die Angst: Die westdeutsche 

Opposition gegen Wiederbewaffnung und Kernwaffen', in Klaus Naumann (ed.), Nachkrieg 
in Deutsch/and (Hamburg, 200!), 267-318, at 273. 

7 Detlef Bald, Die Atombewqffoung der Bundeswehr: Militar, Ojfentlichkeit und Politik in der Ara 
Adenauer (Bremen, 1994), 102. 

8 Vance Packard, Die geheimen V erfiihrer: Der Grijf nach dem Unbewussten in jedermann 
(Dusseldorf, 1992), 218, originally published as The Hidden Persuaders (New York, 1957); Max 
Horkheimer and Theodor W. Adorno, Dialektik der Aefkliirung: Philosophische Fragmente (new 
edn. Frankfurt am Main, 1969), 272; Jurgen Habermas, Strukturwandel der Ojfentlichkeit: 
Untersuchungen zu einer Kaugorie der biirgerlichen Gesellschefi (new edn. Frankfurt am Main, 1990), 
288-g2; Ludwig von Friedeburg, 'Zurn politischen Potential der Umfrageforschung', Koiner 
<)itschrifl.for Soziologie und Sozialpsychologie, 13/2 (196'), 2m-16. An overview of German crit-
icism on public opinion polls is presented by Peter Hoeres, 'Aneignung und Abwehr der 
Demoskopie im intellektuellen Diskurs der fruhen Bundesrepublik', in Franz-Werner 
Kersting, Jurgen Reulecke, and Hans-Ulrich Thamer (eds.), Die zweite Griindung der 
Bundesrepublik: Generationswechsel und inullektuelle Wortergreifangen 1955-1975 (Stuttgart, 2010), 
69-84. 
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These briefly outlined misgivings about polls on the part of some 
sociologists were the result of their inherent reservations about the 
more or less covert ambition of pollsters to target and educate con-
sumers. Targeting and educating are the two keywords of this essay 
and they mean that in a first step pollsters aimed to observe, 
survey, and measure consumers by means of polls. Quantitative 
data was intended to make consumers visible. In a second step the 
pollsters did not only interpret this data, but also tried to stabilize 
or change the attitudes of consumers. The ambition to educate 
could be ambivalent and depended on the wishes of the pollsters' 
clients: for example, if we compare the ambition of pollsters to rec-
oncile West Germans with the free market economy with the reser-
vations of some conservative pollsters about the consumer society 
of the 1960s and 1970s. I will analyse this dual commitment-to 
target and educate consumers-with reference to the German 
Institute for Public Opinion Research in Allensbach, almost the 
oldest of its kind. To this end I use sources such as survey reports 
from the archives of the Institute and the literary estate of Erich 
Peter Neumann (19121 3), the first husband of Elisabeth Noelle 
(1916-2010). Both were journalists before they founded the 
Allensbach Institute (see section I of this essay). 9 

In contrast to some historians and social critics, such as 
Adorno, Habermas, and Packard, I argue that the power of the 
pollsters has been overestimated. I believe that their ability to 
gauge public opinion as a precondition for guiding or educating 
citizens, consumers, voters, parents, media audiences, readers, and 
other target groups has limits. However, the pollsters do not admit 
to these limits, and to the present day hold out the promise of sci-
entific predictions. In particular, I want to show that even if polls 
influence the formation of opinion, they can only partially retrace 
changes in mentalities and social-psychological developments, 
because poll questions are created by researchers who are them-
selves embedded in cultural and social environments. 10 Poll ques-

9 The Allensbach Institute has been the focus of a number of historical or 
autobiographical works. See Kruke, Demoskopie in der Bundesrepublik Deutsch/and, 61-86; 
Elisabeth Noelle-Neumann, Die Erinnerungen (Munich, 2006); Norbert Grube, 'Das Institut 
fi.ir Demoskopie Allensbach und die "Deutschen Lehrerbriefe" als Instrumente staats-
biirgerlicher Erziehung? Anspriiche und Umsetzungen 1947 bis 1969', Jahrbuch far 
Historische Bi!dungiforschung, 13 (2007), 267-88. 

10 Paul Nolte, Die Ordnung der deutschen Gesellschefi: Selbstentwuif und Selbstbeschreibung im 20. 

Jahrhundert (Munich, 2000), 127, 188. 
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tionnaires are no more than an attempt to reify and objectify the 
subjective observations of survey researchers and their clients. 11 

Therefore polls reproduce the mainstream as much as they con-
struct public opinion. Polls are often seen as a symptom of the 
economization of the political and as an instrument for manipu-
lating the masses. But this view underestimates the subversive, 
irrational, and intractable behaviour of consumers and voters in 
adapting and transforming marketing strategies into tactical and 
skilful actions in everyday life. 12 In order to come to differentiated 
conclusions about the power of polls and market research, we 
must keep in mind this anthropological starting point articulated 
by Michel de Certeau and combine it with David Riesman's soci-
ological findings concerning what he called the 'inside dopester'. 
Riesman pointed out that consumers and voters are not just indif-
ferent and compliant, but also capable of choosing options that 
serve their interests. 13 

My doubts about current views of the omnipotence of pollsters 
do not mean that I deny the powerful role that they play in the 
political and economic field. 14 In fact, polls became an important 
instrument in the process of self-limiting govemmentality which 
began at the end of the eighteenth century. In this process, the 
market and economic demands and needs inceasingly functioned 
to regulate the social. Governmental power in Foucault's sense no 
longer aimed only to control and discipline the individual body, as 
in the European states of the early modem period, but to regulate 
the population as a whole. In West Germany, during the era of 
the social market economy, the government aimed to implement 
a population policy and required polls as an instrument for 
analysing the future needs, notions, and judgements of the people 
(see section IV of this essay). This knowledge about the social body 
was intended to provide the basis for political interventions to 
guarantee security and allow the full potential of human capital to 
be tapped in order to produce balance and regularity. This meant 
minimizing risks on the one hand and enabling the circulation of 

1 1 Pierre Bourdieu, Die Jeinen Unlerschiede: Kritik der gesellschqfllichen Urteilskrqfl (Frankfurt 
am Main, 1987), 787-91. 

12 Michel de Certeau, Kunst des Handelns (Bedin, 1988), 83, 85-6. 
13 David Riesman, Die einsame Masse: Eine Untersuchung der Wandlungen des amerikanischen 

Charakters (Hamburg, 1961), 193, 203-4, originally published as 77ze Lonely Crowd: A Stutfy ef 
the Changing American Character (New Haven, 1950). 

1'1 Pierre Bourdieu, J)i,e verhorgenen Afechanismen der Macht (Hamburg, 1997), 130. 
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people and goods on the other. 15 It could be said that market 
research is a method of activating consumers and obtaining cer-
tainty about them. Because success in selling products depends on 
the 'arbitration (Schiedsgericht) of consumers', 16 and on the 'daily 
cash-based referendum in the stores', 17 entrepreneurs, traders, 
and other experts must get information about the consumers they 
depend on. 18 

To outline the power of market research, a short overview of 
basic developments in the polling industry is given in section I of 
this essay. The focus of section II is on how market research meas-
ured consumption in the 1950s, while section III deals with the 
Allensbach pollsters' ambition to educate consumers and voters 
with the aim of increasing popular support for the social market 
economy. In a short overview, I will suggest to what extent the 
findings of market research were used in the political sphere. 
Because consumers are a diverse rather than homogeneous group, 
competing emotionally and irrationally against each other in the 
same way as producers, their buying behaviour can hardly be pre-
dicted. These limits of market research are discussed in section IV 
and in the conclusion, which deals with new methods of identify-
ing consumers and specific target groups in the 1960s and 1970s. 

I. The Market.for Market Research.from the 1950s to the Present and the 
Origins qf the Allensbach Institute for Public Opinion Research 

The take-off of market research in West Germany is often dated to 
the 1960s, with a second push in the 1980s. In this view, the rise of 
market research paralleled the beginnings of a society based on 
mass consumption, 19 but it would be wrong to believe that market 

15 Michael Foucault, Geschichte der Gouuernementalitiit, 2 vols. (Frankfurt am Main, 2004), 
i: Sicherheit, T erritorium, Beviilkerung, 27, 38, 52, 89, 94; id., In Verteidigung der Gesel/schqfl: 
Vorlesungen am College de France (197.J76) (Frankfurt am Main, 2001), 285, 290-r. 

16 Id., Geschichte d.er Gouvernementalitiit, ii: Die Geburt der Biopolitik, 228. 
17 Elisabeth Noelle-Neumann and Gerhard Schmidtchen, Verbraucher beim Einkauf Eine 

wirtschef/soziologische Studie iiber die Rolle des Markenartikels (Allensbach, 1968), 7. 
18 Riesman, Die einsame Masse, 138, 145. 
19 Hannes Siegrist, 'Konsum, Kultur und Gesellschaft im modernen Europa', in id., 

Hartmut Kaelble, andJUrgen Kocka (eds.), Europiiische Konsumgeschichte: Zur Gesellschqfls- und 
Kulturgeschichte des Konsums (Frankfurt am Main, 1997), 13-48, at 43; and recently Alfred 
Reckendrees and Toni Pierenkemper (eds.), Die bundesdeutsche Massenkonsumgesellschqfl 
1950-2000: Jahrbuchfar Wirtschqflsgeschichte, 2007/2 (Berlin, 2007), 22-3, 41. 
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research did not exist before, or that it was only semi-professional 
or semi-scientific. 20 The Institut fur Wirtschaftsbeobachtung der 
deutschen Fertigware (Institute for the Economic Observation of 
German Finished Products) began sales research as early as 1925. 
Its founder, Wilhelm Vershofen (1878-1960) founded the Gesell-
schaft fur Konsumforschung (GfK; Society for Consumer 
Research) in 1934, and it is still a global player in market research 
today.21 Yet it is true that the numbers of research institutes 
jumped from eight in 1956 to seventeen in 1957, the year of a 
general election in the Federal Republic of Germany. Thirty years 
later, IOO market research institutes were registered in West 
Germany. This figure had grown to 251 by 2000 in unified 
Germany, but many of the smaller market research agencies were 
not able to survive in a climate of hard competition, and went 
bankrupt. In 2006 the industry information service Context listed 
only 176 market research institutes, but their annual turnover in 
unified Germany had increased from 516 million euros in 1990 to 
almost 2 billion in 2006-an indication that a few huge interna-
tional companies and corporations such as GfK, TNS lnfratest 
Holding, A. C. Nielsen, and the IPSOS Group dominate the inter-
national market. 22 This wide dissemination of market research 
could convey the impression that consumers are totally surveyed 
by pollsters, marketing agents, and advertising experts. 

Compared with these companies, the Allensbach Institute on 
Lake Constance near the Swiss-German border is of only 
medium size, with an annual turnover of around 9 million euros 
in 2008. 23 It freed itself from the control of the Military 

2° Kai-Uwe Hellmann, Soziologie der Marke (Frankfurt am Main, 2003) is of the opinion 
that research on brands and the consumer did not start until the professionalization and 
scientization of market research in the 1960s; similarly Hartmut Berghoff, 'Marketing im 
20. Jahrhundert: Absatzinstrument-Managementphilosophie--universelle Sozialtechnik', 
in id. (ed.), Marketinggeschichte: Die Genese einer modemen Sozialtechnik (Frankfurt am Main, 2007), 
u-58, at 28-9. 

21 Harm Schri:iter, 'Zur Geschichte der Marktforschung in Europa im 20.Jahrhundert', 
in Rolf Winter (ed.), Geschichte des Konsums: Ertriige der 20. Arbeitstagung der Gesellschajlfar Sozial-
und Wirtschqflsgeschichte. 23.-26. April 2003 in Greifswald (Stuttgart, 2004), 319-36, at 327-8; 
Chlodwig Kapferer, ,?,ur Geschichte der deutschen Marktforschung: Aefzeichnungen eines Mannes, der 
dabei war (Hamburg, 1994); Georg Bergler, Die Entwicklung der Verbrauchsfarschung in 
Deutsch/and und die Gesellschaflfar Konsumfarschung bis zum Jahre 1945 (Kallmiinz, 1959-60); 
Christoph Conradt, 'Observer Jes consommateurs: Etudes de marche et histoire de la 
consommation en Allemagne, des annees 1930 aux annees 1960', Le Mouvement social, 
45/206 (2004), 17-39. 

22 Context, 2, 30Jan. 2007. 23 <www.ifd-allensbach.de>, accessed 9 Nov. 20w. 
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Government in the French occupied zone in the south-west of 
Germany and from 1948-9 conducted early market and media 
research on the consumption of fish, cigarette-smoking ( commis-
sioned by the famous Reemtsma company in Hamburg), and the 
readership of the newspaper Die Welt, licensed by the British 
Military Government in Hamburg. 24 Market research ensured 
the economic survival of the Allensbach Institute because clients 
such as businessmen, companies, and publishers paid more for 
their services than the French Military Government. Here Noelle 
was in competition with Bernard Lahy, a French officer who had 
similar plans. 25 

The founder of the Allensbach Institute approached political 
leaders and managers as potential clients for polls. The pollsters 
promised that asking a representative sample of the population or 
targeting specific groups would make it possible to generate effi-
cient strategies and reduce risks for businesses. In 1948, one of 
the lnstitute's advertising leaflets pointed out: 'Only those who 
know the market will avoid mistakes. Any mistake in production 
can ruin your business .... In this risky situation we offer you our 
services. We can quickly produce reliable poll analyses using the 
scientific methods of market research on which to base your strat-
egy. We know consumers and can discover their wishes that inter-
est you. '26 In order to get commissions in market and media 
research, Elisabeth Noelle, the daughter of a steel factory owner 
in Berlin, and Erich Peter Neumann, a former socialist, then con-
servative journalist, reactivated old networks from the 1930s, 
when they were leading journalists for German newspapers 
such as the liberal daily Berliner Tagblatt, the conservative daily 
Franlfurter :(,eitung, and the National Socialist weekly Das Reich, 
founded in 1940. Thus the entrepreneur Felix Hoesch, owner of 
a paper factory and an old friend of the Noelle family, arranged 
the contact with Hermann F. and Philipp F. Reemtsma, owners 

24 Allensbach Archives, IID Report 36, Die Well' Bericht iiber eine Leser-Um.frage, Oct. 1949; 
IID Report 27, Der Fischkonsum in Westdeutschland: II. Befragung der Grqf]verbraucher. 
Grundergebnisse einer Verbraucher-Ana[yse, commissioned by Hauptlenkungsstelle Fischwirtschaft 
der Verwaltung fur Ernahrung, Landwirtschaft und Forsten (VELF),July 1949. 

25 Allensbach Archives, History of the Institute, lnstitut fiir psychologische und 
soziometrische Forschungen, Bernard Lahy, Chef des travaux a l'Universite Paris: Expose 
ilber die Errichtung eines zentralen Instituts for soziale und okonomische Forschungen, 
20 Nov. 1947. 

26 Allensbach Archives, History of the Institute, leaflet advertising the institute, 1 July 
1948. 
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of the biggest German tobacco company (Reemtsma Cigaretten-
fabriken GmbH), while the business journalist Volkmar Muthesius 
advised his former colleague Neumann to approach the marketing 
expert Hanns W. Brose.27 

II. Measuring Consumption in the 1950s 

Producers were only partly dependent on market research in the 
early era of reconstruction in post-war Germany. Because the 
demand for everyday products was immense, companies and busi-
nessmen could sell their goods even without the new market 
research institutes. Moreover, most of the businessmen were not 
familiar with market research. They trusted their own traditional 
methods and experience in trade and merchandising. But these 
non-standardized methods, such as reports by salesmen and 
observations of shopping behaviour, were no longer enough to 
provide reliable information about certain branches of industry. 
For example, the post-war market for cigarettes was riddled with 
uncertainties. Did German smokers prefer American cigarettes 
after their experience of the black market, or German pre-war 
cigarettes? To clarify this uncertainty, Reemtsma wanted infor-
mation from the Allensbach Institute.28 The Institute carried out 
its first poll for this company in 1949, marking the beginning of a 
cooperation that lasted for almost forty years. To commission 
market research was a turnaround in Reemtsma's commercial 
philosophy. Previously the company had used other marketing 
and consumer observation techniques. 29 Another branch of indus-
try soon began to use market research: manufacturers of personal 
hygiene products. Polls have revealed that until the middle of the 
1950s, shampoo and other haircare products were used almost 

27 Allensbach Archives, History of the Institute: Felix Hoesch to Eva Noelle, 27 Jan. 
1949. Erich Peter Neumann Papers, Volkmar Muthesius, Redaktion der Zeitschrift ftir das 
gesamte Kreditwesen/Frankfurt am Main, to Neumann, 30July 1948. 

28 Allensbach Archives, !ID Report 25, Die Cigaretten-Raucher: Struktur, Gewohnheit, 
Mentalitiit. Eine Untersuchung in Westdeutschland, May-June 1949; IID Report 34, Der Cigaretten-
Konsum in Westdeutschland 1949: ,?,usammenfassung einer VJS!ematischen Beviilkerungs-Um.frage iiber 
Struktur, Gewolmheit und Mentalitiit der Raucher, May-June 1949; IID Report 3211, Rauchen und 
Gesundheit: Soziale Diskriminierung der Raucher. Ana{yse aus Repriisentatiubefragungen bis Ende 1986, 
Jan. 1987. 

29 Tino Jacobs, Rauch und Macht: Das Unternehmen Reemtsma 1920 bis 1961 (Giittingen, 
2008), 201, 203. 
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exclusively by wealthy urban women. These mainly young, rich, 
and fashion-conscious female consumers, often influenced by the 
opinion-forming journal Constanze, acted as trendsetters. This 
finding was the result of a combination of market and media 
research, in particular, of reader interest research, conducted on 
behalf of Constanze in 1957.30 

Since then, combined market and media research has become 
one of the most important ways of mapping the consumer, espe-
cially in the annual Allensbacher Markt- und Werbetragerana/yse, a 
study commissioned by Germany's most important publishers. 31 

The finding that upper-class consumers influence others seems to 
confirm Thorstein Veblen's assumption that the upper-class 
lifestyle provokes envy and feelings of competition in the lower 
classes, and influences the consumption of the average citizen.32 

However, this one-dimensional, top-down perspective offers too 
simple an explanation, and neglects the interests and tactics of 
consumers and their long-lasting indifference towards new prod-
ucts and advertisements. For example, in the first half of the I 950s, 
workers were not interested in new haircare and bodycare prod-
ucts, as the market research conducted by the Allensbach Institute 
on behalf of the Schwarzkopf company revealed. 33 Workers 
washed their hair once a week, and then only with soap, while 
showering with their colleagues in communal factory bathrooms. 
Many proud, class-conscious workers disliked haircare, seeing it 
as characteristic of white-collar workers, just as, for them, wearing 
glasses was an attribute of passive, pallid paper pushers. 34 This 
rejection of fashion meant that many workers quarrelled with 
their sons who, acting against male principles, used hair spray and 

30 Allensbach Archives, IID Report 563/l, Der Einjluss der 'Constan;:_e': Ergebnisse einer Leser-
Um.frage, spring 1957. 

31 Ibid. For information about the Allensbacher Markt- und Werbetriigerana!J,se, see <www. 
awa-online.de>, accessed 30 Sept. 2009. 

32 Thorstein Veblen, Theorie der feinen Leute: Eine o1ronomische Untersuchung der lnstitutwnen ( 1st 
German edn. 1958; Frankfurt am Main, 2007), 92, 95, IIO. 

33 For sources, see Norbert Grube, 'Westdeutsche Haarmoden und Haarpflege in den 
5oer und 6oer Jahren im Spiegel demoskopischer Daten', in ChristianJanecke (ed.), Haar 
tragen: Eine kulturwissenscheftliche Anniiherung (Cologne, 2004), 233-49. 

34 Elisabeth Noelle-Neumann, 'Motivforschung in ihrem Verhaltnis zur Meinungs-
forschung und Marktforschung', in Stiftung im Griinen (ed.), Motieforschung und 
Tiefenpropaganda (Riischlikon, 1959), 83-98, at 91-2; Allensbach Archives, IID Report 185, 
Brillen: Ergebnisse einer Bevolkerungs-Um.frage iiber die Brille als Sehhi!fe, die Sehtiichtigkeit von Personen 
ohne Brille, sowie die Aefmerksamkeitswerte einer Gemeinschqflswerbung,June 1952, Fi:irdergemein-
schaft der Deutschen Augenoptik, Cologne. 
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hair cream in the late 1950s (see section IV of this essay). 35 This 
example indicates a tension between demand for tasty food, inter-
national goods, and the convenience of domestic appliances on 
the one hand, and pride in one's own ability to cook, wash, and 
clean on the other. This individual, traditional knowledge was the 
main reason for doubts about, or rejection of, new products. 36 

At the same time, market research revealed a growing desire 
among blue-collar workers to dress like white-collar workers and 
to close the gap between them by appropriating the symbols of 
status and prestige used by middle-class employees. This slow 
change in attitudes to consumption was influenced by growing 
competition among consumers,37 fuelled by advertising cam-
paigns. Advertisements were addressed to wives and mothers, 
urging them to ensure that their children achieved a better stan-
dard of living than their parents. 38 Many workers had a deeply 
held conviction that their children should lead a better life than 
they had, despite their doubts about new fashions. The will for 
advancement measured by many polls since the end of the 1950s 
was reflected in the propensity to consume.39 

The slow rise in the use of bodycare products and consump-
tion of tinned food kept pace with the increase in the number of 
better-equipped households around 1955. At this time 88 per cent 
of households possessed an electric iron, 84 per cent a radio, and 
almost two-thirds a bicycle and a sofa. And the demand for elec-
trical appliances was increasing. The .most desired appliance was 
the refrigerator: 49 per cent of West Germans wanted to buy one 
in 1955. As far as washing machines were concerned, 31 per cent 
of the total population, and 35 per cent of workers, dreamed of 
owning one of their own.40 In 1955 Neumann had noted a 
general tendency 'towards convenience, comfort, and the use of 
modern goods'. He conceded that 'this is an elemental and thor-
oughly natural aim which deserves to be supported' because, in 
his view, it would help turn workers into consumer citizens.41 

35 Kaspar Maase, BRA VO Amerika: Erkundungen zur Jugendkultur der Bundesrepublik in den 
.ftiefziger Jahren (Hamburg, 1992), 120-1. 36 Wildt, Vom kleinen Wok/stand, 81, 131, 148. 

37 Ibid. 52, 98. Wildt's term 'Konsumkonkurrenz' is a better explanation than Veblen's 
'top-down perspective'. 38 Packard, Die Geheimen Verfiihrer, 189-g7. 

39 Allensbach Archives, IfD Report 1109, Gesellschaftsbild 1970: Ober die Entstehung eines 
neuen SozialbewuJJtseins in der Bundesrepublik (1964), 11. 

40 Otto Lenz, Die so;;iale Wirklichkeit (Allensbach, 1956), 44-5. 
41 Erich Peter Neumann, 'Der tatsachliche Lebensstandard in der Deutschen 

Bundesrepublik', unpublished paper (1955), 6. 
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These remarks indicate Neumann's ambition to educate the 
people. 

III. Educating Voters, Workers, and Consumers 

In their early social enquiries the Allensbach pollsters concen-
trated on the buying attitudes of workers compared with the needs 
of the population in general. The data was often analysed in terms 
of the traditional categories of age, sex, class, and religious denom-
ination. As a result, the polls of the 1950s hardly represented con-
sumers as a new, active, social community, but hid them behind 
the traditional categories of social class. 

This focus on the attitudes and buying behaviour of workers 
was a result of the educational ambitions of the West German 
government and the Allensbach pollsters, and especially of Erich 
Peter Neumann, who acted as adviser to Chancellor Konrad 
Adenauer and Otto Lenz (1903-57), Secretary of State in the 
Federal Chancellery. In their view, the reconciliation of the 
workers with capitalism and resurgent post-war consumption was 
an important precondition for public acceptance of West 
Germany's orientation towards the West, and the workers were 
therefore considered a priority for public education. Moreover, 
market research revealed a great deal about future wishes and the 
desire for security, peace, wealth, and a better standard of living, 
and this could be reinterpreted for political purposes by the gov-
ernment. Sometimes marketing techniques were transferred to 
political campaigns. For example, coupons at the bottom of 
advertisements were usually designed to make it possible to 
contact consumers who were interested in the product. In 1956 
they were successfully used in the new West German army's cam-
paign advertising for volunteers.42 

Not only the techniques, but also the findings of market research 
were applied to political communication.43 For example, in the late 

42 Thorsten Loch, Das Gesicht der Bundeswehr: Kommunikationsstrategien in der Freiwilligen-
werbung der Bundeswehr 1956-1989 (Munich, 2008), w5-74; Allensbach Archives, IfD Report 
235, Die Gratisprobe: Eine Um.frage unter Coupon-Einsendern, commissioned by C. F. Asche & 
Co. AG, Lingner-Werke, Apr. 1953. 

43 Nikolas Rose, 'Tod des Sozialen? Eine Neubestimmung der Grenzen des Regierens', 
in Ulrich Broclding, Susanne Krasmann, and Thomas Lemke (eds.), Gouvernementalitiit der 
Gegenwart: Studien zur Okonomisierung des Sozialen (Frankfurt am Main, 2000), 72-w9, at 97-8, 
!05. 
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1950s Allensbach pollsters found that well-known and recognizable 
brands were seen as holding out the promise of safety and trust-
worthiness, and as a guarantee of continuity, reliability, and order-
liness. 44 In general, to assess how much voters trusted the 
government and consumers trusted products was one of the main 
tasks of surveying. The point was to reveal democratic attitudes 
and agreement between the people and the government in the 
crises of the Cold War.45 In this sense Noelle and Neumann 
regarded trustworthy brands of goods made in Germany as medi-
ators reconciling Germans with mass consumption and capitalist 
production.46 It was believed that branded products could help the 
individual integrate into the increasingly international and complex 
marketplace: 'From this point it may be possible to conclude that 
the development of brands with an international distribution could 
gain political and psychological significance during a period of 
international integration.'47 It was believed that brands directed 
and guided consumers, and regulated the marketplace. They were 
meant to create a satisfied post-war population that accepted the 
political and economic system. The socio-psychological dimension 
of brands was therefore regarded as supporting public education. 

The conversion of workers into consumer citizens of the welfare 
state was not compatible with the intention of creating citizenship. 
Rather, it was intended to establish conformity and unity between 
the people and the government, while still maintaining social dif-
ferences. But the position of workers was insecure in the 1950s, and 
not only because of their reservations about consumption, men-
tioned above. In 1952 and 1954, two-thirds of workers interviewed 
admitted that their standard of living had improved a great deal 
since the period of monetary reform.48 Despite this perceived 

44 Elisabeth Noelle, Gerhard Schmidtchen, Herta Ludwig, and Hans Schneller, Der 
Markenartikel im Urteil der Verbrauclu:r: Eine sozialpsychologische Untersuchung (Allensbach, 1959), 
33-5, 44-51. This study, commissioned by the German brand association, was based on 
three polls, each with a sample of 2,000 people, and conducted from July to September and 
in December 1958. Elisabeth Noelle repeated this interpretation of the meaning of branded 
products as late as 1975. Sec Elisabeth Noelle-Neumann, 'Markenartikel leben aus 
Vertrauen', Markenartikel, 37/8 (Aug. 1975), 305-12. 

<15 Ute Frevert, 'Vertrauen-eine historische Spurensuche', in ead. (ed.), Vertrauen: 
Historische Anniiherungen (Gottingen, 2003), 7-66, at 36; Elisabeth Noelle-Neumann and 
Edgar Piel (eds.), Eine Generation spiiter: Bundesrepublik Deutsch/and 195~1979 (Munich, 1983), 
76,. 

46 Noelle, Schmidtchen, Ludwig, and Schneller, Der 1',,Jarkeuartikel im Urteil der Verbraucher, 
52. 47 Ibid. 53. 

48 Elisabeth Noelle and Erich Peter Neumann (eds.), Alknsbacher Jahrbuch der ifffentlichen 
Meinung, 12 vols., i: 1941 1955 (Allensbach, 1956), 229. 
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progress in the late 1950s, there was no perception of social 
advancement among the workers. Many male employers remained 
uninformed and had reservations about the idea of the social 
market economy, democracy, and governmental decisions. 49 

Asked when workers counted for more, during the Third Reich or 
at present in the Federal Republic, 64 per cent in 1955 and almost 
49 per cent in 1959 answered that workers had had more social 
prestige in the Third Reich than in the first years of the Federal 
Republic. 50 Increasing consumption, even of branded products, 
had not improved social self-esteem. To increase acceptance of the 
economic system, it was believed that West Germans should be 
taught how to become consumer citizens, not only by government 
experts but also by entrepreneurs. 

In the early 1950s, the pollsters calmed the fears of businessmen 
and the Conservative government by pointing out that the Social 
Democrats could not take advantage of this dissatisfaction because 
most workers were not engaged in politics, were unwilling to strike, 
and were fatalistic and ignorant about politics. At the same time, 
the Allensbach pollsters and politicians such as Lenz and the Social 
Democrat Carlo Schmid criticized this lack of political engagement 
as posing a danger for national progress. They also saw it as an 
obstacle to the development of a specifically West German patri-
otism. As a consequence many entrepreneurs became politically 
committed. Neumann had already reminded businessmen of their 
political responsibility to persuade the people to accept the eco-
nomic system. 51 Businessmen founded the Gemeinschaft zur 
Forderung des sozialen Ausgleichs (Association for the Promotion 
of Social Balance) called Die Waage (The Scales) and spent a great 
deal of money on advertising campaigns supporting Ludwig 
Erhard's social market economy and the government.52 Some of 
the companies that were financially committed to supporting Die 
Waage and political propaganda commissioned market research 
by the Allensbach Institute. As they benefited from market 

49 Allensbach Archives, IfD Report 154, Das so::_iale Klima: Ein Bericht iiber Unifragen in 
Deutsch/and 1948-1951 (n.d.), commissioned by Gesellschaft for Gemeinschaftswerbung, 6, 
16; IfD Report 205/II, Die so::.iale Spannung: Bericht iiber eine Umftage (Nov. 1952), 
commissioned by Gesellschaft for Gemeinschaftswerbung, 37. 

50 Noelle and Neumann (eds.), Allensbacher ]ahrbuch der i!ffentlichen Meinung, ii: 1957 
(Allensbach, 1957), 368. 

51 Erich Peter Neumann, 'Die Verantwortung des Unternehmers for die offentliche 
Meinung' (unpublished paper, 1950). 

52 Dirk Schindelbeck and Volker Ilgen, 'Haste was, biste was!' Werbung far die so::.iale 
Marktwirtschafl (Darmstadt, 1999). 
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research Neumann took advantage of his connections with the 
marketing directors oflarge companies for his governmental prop-
aganda. For example, Franz Jager, Reemtsma's Marketing 
Director, advised Neumann to contact the famous poster-designer 
Herbert Leupin, who then created various political propaganda 
campaigns. 53 

Neumann himself, along with Lenz, had developed a number 
of political propaganda organizations such as Mobilwerbung, 
Deutsche Korrespondenz, and Vereinigung for staatsbiirgerliche 
Erziehung.54 Neumann also initiated advertising campaigns in 
favour of the social market economy and against the command 
economy that was preferred by many voters and consumers at the 
beginning of the r95os. One poster, entitled 'Die Planwirtschaft 
bekommt uns sauer, wir alle wahlen Adenauer', was published for 
the general election campaign of 1953. It depicted lively traders 
competing with each other for the favour of customers (see Plate 
4.r). The impressive and colourful world of goods symbolized the 
consumers' freedom of choice. Female consumers in the free eco-
nomic system were presented not as arrogant but as grateful and 
modest, and this behaviour was expected to create social harmony 
between the virtuous and honest traders and the grateful con-
sumers. In contrast to this, people buying goods under a 
command economy were ill humoured and discontented because 
the limited and standardized stock imposed immobility (while 
queuing) and uniformity. 

But this constructed ideal type of coherence between producers 
and consumers was not reflected in reality. Most West Germans 
feared rising prices and almost three-quarters of those who 
responded complained about the high price of meat, coal, bread, 
and shoes.55 Therefore many regarded not the free market but the 
welfare state as the guarantor of social security in the face of 
unleashed capitalist forces. 56 Reactions were ambivalent on the 
part of the public education authorities. On the one hand, not only 
increasing prosperity but property for all was the aim of economic 

53 Allensbach Archives, Erich Peter Neum;mn Papers, Correspondence I, Franz Jager, 
Reemtsma Cigarettenfabriken GmbH to Neumann, 15July 1952. Claudia Steinfels, Herbert 
Leupin 1916-1999 Werbegrefiker: Sein Leben, sein Werk, seine Bedentung (Zurich, 2003), 27. 

54 Grube, 'Das lnstitut for Demoskopie Allensbach und die "Deutschen Lehrerbriefe"', 
275-6. 

55 Noelle and Neumann (eds.), Allensbacher Jahrbuch der ifffentlichen Meinung, i. 233; ibid. ii. 
233, 234. 56 Allensbach Archives, IID Report, Wohlfahrt (n.d. [Aug. 1957]). 
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policy, leading Neumann to warn that the Germans' desire for 
security might produce a nation of early retirees instead of free and 
active entrepreneurs taking responsibility for managing their own 
lives.57 On the other hand, Neumann advocated governmental 
interventions to satisfy the common need for social security by 
keeping prices low. He addressed these plans to Chancellor 
Adenauer and captains of industry in 1957, the year of a general 
election.58 By doing so pollsters such as Neumann encouraged the 
people's expectations that the government could control and guar-
antee a secure and better standard of living.59 At the same time 
Neumann and many Conservative politicians, such as Lenz and 
Heinrich Krone, warned against hedonism and the unintelligent 
materialism of consumers. 60 Neumann himself feared that people 
coddled by the use of domestic appliances might be unwilling to 
work, motivated only by the desire to enjoy life.61 

These inconsistent strategies in public education arose out of 
the contradiction that the new consumer practices observed and 
initiated by pollsters were to be controlled in order to limit any 
negative consequences of unconsidered mass consumption. From 
the perspective of pollsters, consumers appeared either resistant 
to the new market, or materialistic. However, in the 1950s, 
Allensbach market research presented consumers as passive 
buyers requiring orientation and direction from above, that is, 
from the government, entrepreneurs, and advertising campaigns. 
Not until the 1960s did Allensbach pollsters accept that consumers 
were free actors capable of surveying the range of goods on offer 
and taking advantage of it. 62 A re-run of the brand article study 

57 Erich Peter Neumann, 'Die sozialpolitische Aufgabe: Notizen fur ein Referat', 
unpublished paper (n.d.), 8. 

58 Allensbach Archives, IID Report 552, Das ,?,entrum der Krise, Mar. 1957, 3; Erich Peter 
Neumann Papers, Neumann to Adenauer, 6 Aug. 1956. 

59 Eckart Conze, 'Security as a Culture: Reflection on a "Modern Political History" of 
the Federal Republic of Germany', German Historical Institute London Bulletin, 28/ I (2006), 5-
34; id., Die Suche nach SicherheiL· Eine Geschichte der Bundesrepublik Deutsch/and von 1949 bis in die 
Gegenwart (Munich, 2009), 177-9, 200-2; Veronika Magyar-Haas and Norbert Grube, 
'Sicherheit: Anspruch-Versprechen-Utopie', So;z:iale Passagen, 1 (2009), 35-48. 

60 Lenz, Die so;z:iale Wirklichkeit, 16; Heinrich Krone, T agebiicher, ed. Hans-Otto 
Kleinmann, 2 vols. (Di.isseldorf, 1995), i: 194s-1961, 439. 

61 Neumann, 'Der tatsiichliche Lebensstandard', 8. 
62 Kai-Uwe Hellmann, 'Werbung und Konsum: \,Vas ist die Henne, was ist das Ei? 

Konzeptionelle -Oberlegungen zu einem zirkularen Verhiiltnis', in id. and Dominik 
Schrage (eds.), Konsum der Werbung: ,?,ur Produktion und &;;:eplion van Sinn in der kommerziellen 
Kultur (Wiesbaden, 2004), 33-46, at 36; Sigrid Baringhorst, Veronika Kneip, Annegret 
Marz, andjohanna Niestyo, 'Verbraucher und Unternehmen als Burger in der globalen 
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in 1968 revealed that young, female, and wealthy urban consumers 
in particular made their own decisions as to whether to buy brands 
or not. 63 They were mostly well informed and did not need to be 
guided or oriented by brands, as the Allensbach pollsters had 
assumed in 1958. But the study also showed that older, immobile, 
and less intelligent consumers, especially in rural areas, did not act 
as freely or as independently as the well-informed younger gener-
ation at the beginning of the television age in West Germany.64 

Pierre Bourdieu stated that voters or consumers with less cultural 
and social capital preferred branded products as a guide to correct 
consumption and to avoid actively having to make a choice.65 The 
new generation of skilful and active consumers again put pressure 
on those displaying traditional buying behaviour. 

IV. Targeting Consumers.from the 1960s to 1980s: A Vain Attempt to 
Measure and Predict Buying Behaviours 

These new findings of Allensbach market research concerning 
skilful and active consumers in the late 1960s were the result of 
new demands on the part of company directors, publishers, and 
the government. For example, Ludwig Erhard, who himself had 
been a co-founder of GfK in the 1930s, addressed 'problems ... 
to public opinion experts' at the joint congress of the European 
Society of Opinion and Market Research (ESOMAR) and the 
World Association of Public Opinion Research (WAPOR) in 
Baden-Baden in 1961.66 Instead of simple data about 'what was 
consumed', he wanted to know whether increasing prosperity and 
consumption would change the mentality of ordinary citizens in 
the future. 67 To what extent would they strengthen the freedom 
and personality of mankind? Erhard asked market researchers to 
provide information about how consumption shaped lifestyle and 
Mediengesellschaft: Biirgerschaft als politische Dimension des Marktes', in eaed. (eds.), 
Politik mit dem Einkauftwagen: Untemehmen und Konsumenten als Burger in der globalen 
Mediengesellschaji (Bielefeld, 2007), 7-28, at 19 point out that the new media landscapes (TV, 
internet) change information literacy and therefore consumer attitudes. 

63 Noelle-Neumann and Schmidtchen, Verbraucher beim Einkauj, 12, 24-6. 
64 Allensbach Archives, Im Report 1489, Auswirkungen des Fernsehens in Deutsch/and: 

Lebensgewohnheiten, Interessen und Bild der Politik vor und nach der Anschojfang eines Femsehgeriits, 
commissioned by SDR/SWF (1968), 5. 

65 Pierre Bourclieu, Das politische Feld: ,?,ur Kritik der politischen Vernurifi (Constance, 2001), 
71. 66 Ludwig Erhard, Problems Put to Public Opinion Experts (Allensbach, 1962). 

67 Ibid. 15. 
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attitudes towards life. Poll data was to reveal a social imagination 
'that does not yet exist, that is not yet tangible or recognizable by 
the individual, but is of decisive importance for the formulation of 
social policy'. 68 Erhard demanded nothing less than for market 
researchers to observe mankind developing into the homo oeconom-
icus later analysed in Foucault's studies of governmentality. 
Although Allensbach pollsters had claimed to project develop-
ments into the future since the foundation of the Institute, they 
now tried to improve the accuracy of their predictions, possibly 
in response to Erhard's request. For example, in 1964 Allensbach 
pollsters tested new questions, asking people about their expecta-
tions of the standard of living in the year 2000. Between 76 and go 
per cent expected to possess a TV, a refrigerator, a washing 
machine, and their own car. But most were doubtful about better 
educational opportunities opening up new cultural spheres, as 
Erhard envisaged. The pollsters played the ball back into the 
politicians' court, demanding education and leadership from gov-
ernment. 69 It is arguable whether the pollsters could give Erhard 
the information he wanted because they could only observe a 
selection of contemporary social developments, and therefore at 
times of crisis they always discovered the basic problems too 
late.7° For example, in 1966 and 1969 market research for the teen 
magazines Bravo and Twen revealed that teenagers had different 
attitudes to clothing from their parents.71 But these new tastes in 
fashion and music had not been predicted as indicators of the cul-
tural revolution of 1968 that was also a revolution in consump-
tion. 72 One consequence of this double revolutionary change was 
the generation gap between parents and youth as indicated in the 
late 1950s (see section II of this essay). But pollsters recognized 
these indications of value change only in retrospect. 73 

68 Ibid. 13. ,;9 Allensbach Archives, lfD Report II09, Gesellscheflsbi/d 1970, 142-5. 
70 Helmut Schclsky, Ortsbestimmung der deutschen Soziologie (Dilsseldorf; 1959), II5-18. 
71 Allensbach Archives, lfD Report 1391, Junge Kiiufer: Ergebnisse einer marktsoziologischen 

Studie, commissioned by Kindler & Schiermeyer GmbH (Sept. 1966), table 8; IfD Report 
1428, 'Twen'-user: Ergebnisse einer marktsoziologischen Studie (Sept.-Oct. 1966), table 8; IfD 
Report 1621, 'Twen'-user: j\;feinungifiihrer in einem neuen ubensstil (Aug. 1969), 12. 

72 Elisabeth Noelle-Neumann, 'Der Staatsbilrger und sein Staat', in Helmut Hammer-
schmidt (ed.), :?:_wanzig]ahre danach: Eine deutsche Bi/anz 194.11965 (Munich, 1965), 79-104, at 
96; Siegrist, 'Konsum, Kultur und Gesellschaft im modernen Europa', 43; Reckendrees 
and Pierenkemper (eds.), Bundesdeutsche Afassenkonsumgesellschqfl, 23. 

73 Elisabeth Noelle-Neumann, Werden wir aUe Proletarier? Wertewandel in unserer Gesellschqfl 
(Zurich, 1978). 
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The 1960s can be seen, rather than as the period when market 
research started, as a time of deep uncertainty among pollsters. 
They quarrelled with motivation research experts such as Ernest 
Dichter about methods, and with each other about the accuracy 
of quota versus random samples.74 In 1963 Neumann noted that 
pressure of time and clients' limited budgets meant that pollsters 
could not interpret their data carefully. Sometimes, he suggested, 
they did not even realize what they were measuring. 75 

Recognizing that old variables such as sex, age, and especially 
class and income were not adequate categories for analysing and 
describing the tactics and practices of consumers in the 1960s, 
pollsters and market researchers tried to respond to their clients' 
demands by developing new questions and research techniques 
(such as scales) to map the different attitudes, wishes, and com-
munications of consumers. 76 This new research design in part 
rejected the old hierarchical belief in passive and manipulated 
consumers, and to some extent revealed the agency of consumers. 
Therefore, from the beginning of the rn6os, the Allensbach 
Institute tried to see communications between consumers in a new 
light. Not believing in the existence of equitable communication, 
Noelle, along with Lazarsfeld, supported the hierarchical concept 
of opinion leaders who influence others. Commissioned by the 
Henkel company, the Allensbach Institute drafted a survey of 
female opinion leaders in the field of detergents as early as 1960. 
But this first attempt to identify active consumers was abandoned 
after only two years because the concept of opinion leaders was 
considered too 'authoritarian', as Noelle wrote to Henkel's mar-
keting division. 77 

74 Elisabeth Noelle-Neumann and Thomas Petersen, A/le, nichtjeder: Eirif/ihrung in die 
Methoden der Demoskopie (Munich, 1996), 263; Ernest Dichter, 'Was ist Motivforschung und 
Tiefenpropaganda? Motivation Research and Depth Communication', in Stiftung im 
Grunen (ed.), Motieforschung und Tzefenpropoganda, 69-82, 127-41; Stefan Schwarzkopf and 
Rainer Gries (eds.), Ernest Diehm-Doyen der Verfahrer: Z,um einhundertsten Geburtstog des 'Vaters 
der Motivforschung' (Vienna, 2007). 

75 Allensbach Archives, IfD Report 1006, Die soziale Mentalitii.t 1962: Ergebnisse einer 
Repriisentativ-Um.froge (Apr. 1963), 2. 

76 Thomas Osborne and Nikolas Rose, 'Do the Social Sciences Create Phenomena? 
The Example of Public Opinion Research', British]oumal efSociology, 50/3 (1999), 367-96. 

77 Allensbach Archives, letter from Elisabeth Noelle-Neumann to the marketing division 
of Henkel GmbH, 10 Mar. 1962. Similar doubts were expressed by a psychological 
researcher at the Allensbach Institute, Erp Ring. See the note from Ring to Elisabeth 
Noelle-Neumann, 15 Feb. 1961. 
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This was the beginning of a research project, lasting more than 
twenty years, to identify active consumers who influence others. 
Pollsters applied psychological strategies such as Rorschach tests, 
tree tests, and associations tests, used modern techniques such as 
factor analysis, and developed new scales or used established ones 
such as the Guttman scale. 78 Contradictory concepts were devel-
oped. Rejecting the initial assumption that respectable people 
such as doctors, lawyers, and teachers influence others, special 
scales were developed to detect sensitive individuals among con-
sumers. 79 But finally Noelle returned to the concept of opinion 
leaders and developed a scale of personality strength for the 

TABLE 4. r Scale ef personality strength 

Variables for constructing the 'strength of 
personality' scale 

I usually count on being successful in everything I do 
I am rarely unsure about how I should behave 
I like to assume responsibility 
I like to take the lead when a group does things together 
I enjoy convincing others of my opinion 
I often notice that I serve as a model for others 
I am good at getting what I want 
I am often a step ahead of others 
I own many things others envy me for 
I often give others advice/ suggestions 
'Strength of personality': Categories of the 10-item scale 
Strong 
About average 
Moderate 
Weak 

Applies 

13 
14 
15 
17 
15 
16 
14 
18 
15 
12 

Score 
Does not appfy 

7 
7 
7 
8 
7 
8 
7 
9 
9 
6 

Score 
111-149 
91-110 
81-90 
75-80 

Source: Compiled by the author from data in Elisabeth ~oelle-Neumann, 
'Identifying Opinion Leaders', Paper presented at the 38th ESOMAR Congress in 
Wiesbaden, 1-5 Sept. 1985. 

78 Erp Ring, Signale der Gesellschafl: Psychologische Diagnostik in der Umfrageforschung 
(Giittingen, 1992); Noelle-Neumann and Petersen, A/le, nichtjeder, 5301 . 

79 Allensbach Archives IID Report 1268/II, Respektspersonen: Eine Umfrage unter Ar;:;ten, 
Rechtsanwiilten und Geistlichen im Bundesgebiet (1965, 1966), commissioned by the governmental 
public relation office. IID Report 2737, Aef der Spur der Sensiblen und Meinungefuhrer: Bericht 
iiber die Entwicklung eines /nstrumentariums (Mar. 1981), commissioned by Henkel & Cie GmbH, 
Dusseldorf; Elisabeth Noelle-Neumann, 'Aktive und Passive: Eine neue Zwei-Klassen-
Gesellschaft? Active and Passive: A New Two-Class Society? Les Actifs et les passifs: une 
nouvelle societe a deux classes?', Sonnenberg /nternatio11ale Brie.fe, 93 (1980), 35-48. 
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Spiegel publishing house in 1983.80 This scale consists of ten items 
as shown in Table 4.1. 

This scale of opinion leaders was also used for election polls to 
detect future voting behaviour. But Allensbach election research 
in 1998 showed that this scale was not a reliable indicator of 
voting behaviour because in that year the opinion leaders often 
changed their opinions, ultimately pref erring the Christian 
Democrats who lost the election.81 Failed election forecasts in 
2002 and 2005 confirmed this finding and underlined the fact that 
it is almost impossible to infer future actions from poll answers. 

This example shows that pollsters and market researchers 
always have to adjust their methods to measure target groups and 
consumers in a diverse society. But this is a race against time 
because attitudes and buying behaviours change so rapidly that 
producers and market researchers complain about volatile con-
sumers and voters who act differently from what the polls 
announce. Pollsters are captured in a spiral of acceleration to 
satisfy the complex and urgent requests of clients. Therefore they 
observe consumers almost daily, using telephone or online ques-
tionnaires, instead of improving methods of measuring. This per-
manent observation intensifies the pace of competition between 
the institutes of market research, which have become part of big 
public relations corporations and holdings trying to take each 
other over. 

V. Conclusion and Outlook 

Compared to current developments in the market research indus-
try, the approach and educational ambitions of the Allensbach 
market research of the 1950s seem rather quaint. But although 
Neumann's propaganda organizations were disbanded in 1966, 
the Allensbach Institute has not abandoned its aim of educating 
consumers and citizens, as the study of value change reveals. It 
was conducted in 1977 with the financial support of clients such as 
the foundation Benevolentiae funded by the clothing store C&A. 
Results were published as Die verlet;::,te Nation (The Wounded 

80 Allensbach Archives IfD Report 2936 Spiegcl-Verlag (ed.), Persiinlichkeitsstiirke: Ein 
neuer Mq/Jstab zur Bestimmung von ,?_ie!gruppenpotentialen (Hamburg, 1983), 414-15. 

81 Elisabeth Noelle-Neumann, Hans Mathias Kcpplinger, and Wolfgang Donsbach, 
Kampa: Meinungsklima und Medienwirkung im Bundestagswahlkampf 1998 (Munich, 1999), 194. 
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Nation). 82 As early as 1962, a large-scale study of attitudes towards 
tidiness commissioned by Henkel was intended to provide the 
basis for a big advertising campaign, and to popularize civic 
virtues. 83 Similarly elevated ambitions can be observed in current 
Allensbach polls about the significance of the family, undertaken 
for Vorwerk, a producer of domestic appliances. 84 

These educational ambitions were pursued by the first genera-
tion of pollsters in West Germany in particular, people such as 
Neumann and Noelle, who were not only socio-scientific inter-
preters and experts, but also critics of consumption. They saw con-
sumers as minors in need of orientation and guidance. Their 
partially inconsistent educational ambitions can be seen as a 
symptom of uncertainty and as a confession that the surveying of 
consumers, and especially the prediction of consumption, is imper-
fect and the opposite of panoptic. With reference to Foucault's 
views outlined in the introduction to this essay, market research as 
a preventive instrument for calculable market exchange seems less 
powerful than supposed. Producers' intentions to introduce new 
products often came into conflict with the traditional habits, prac-
tices, and experiences of the consumers. Pollsters, entrepreneurs, 
and politicians commonly regarded these practices as symptoms 
of weakness that legitimized educational attempts. Given a differ-
ent media landscape, it became increasingly difficult to measure 
active consumers reliably. What has been called the take-off of 
market research or the definitive establishment of public opinion 
polls in the intellectual sphere in the 1960s is,85 in fact, more of a 
take-off into big business than scientization. It is the task of future 
research to investigate whether, in the same period, scientific 
methods for detecting the other-directed and wayward consumer 
improved reliably. 

82 Elisabeth Noelle-Neumann and Renate Kocher, Die verletzte Nation: Uber den Versuch 
der Deutschen, ihren Charakter zu andem (2nd edn. Stuttgart, 1988). 

83 Allensbach Archives, lfD Report 1210/I, Sauberkeit 1964-" Eine Repriisentativbefragung iiber 
die Nonnvorstellungen der Beviilkerung (Nov. 1964). 

84 lnstitut for Demoskopie Allensbach, Vonverk Familienstudie: Ergebnisse einer repriisentativen 
Beviilkerungsumfrage zur Familienarbeit in Deutsch/and (May-;Junc 2007). 

85 Hoeres, 'Aneignung und Abwehr der Demoskopie', 83. 




