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ABSTRACT

PROFILE OF THE AUTOMOTIVE RETAILER: AN EXPLORATORY
STUDY OF THE ORIGINS, GROWTH, AND OUTLOOK OF
SELECTED MICHIGAN AUTOMOBILE DEALERS

By

Stoakley Walter Swanson

Purpose
It has been the purpose of this study to explore

the origins, interests, and outlook of a select number of
Michigan franchised domestic new car dealers; to learn
something about the conditions surrounding their initial
entry into automotive retailing, and their pattern of
professional development thereafter; and to examine the
manner in which they view their position today, and how
they now regard their original decision to become auto-

mobile dealers.

Frame of Reference

While there is little, if any, published infor-
mation available on the franchised domestic new car
dealer as a private person, there have been a number of
studies of similar intent to our own which have been
written about American small businessmen active in the
manufacturing sector of our economy. And these studies
have served both as a guide to us in planning our own

research, and as a means of enabling us to examine how
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closely the experience of the franchised domestic new
car dealer has paralleled that which has been reported
in this earlier research about the manufacturing entre-

preneur.

Collection of Data

The data collected in this survey were obtained
from fifty-four of ninety-five franchised domestic new
car dealers located throughout the Lower Peninsula of
Michigan who were recommended to us by officers of both
the Michigan Automobile Dealers Association and the
Detroit Automobile Dealers Association. In each case
the dealers so named were represented by these officers
as being among the foremost of the automotive retailers
active in their respective communities. For the most
part, the background information obtained from our
fifty-four respondents was secured through the use of a
mail questionnaire which was circulated in the summer
of 1970, but follow-up telephone calls also were used
to clarify discrepancies in the questionnaires returned,
and to solicit additional biographical data, whenever it

was needed.

Major Findings

On the whole, our respondents did appear to be
pleased with their original decision to become the heads
of active automobile agencies. A majority of them also

indicated that they had spent the greater part of their
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occupational lifetimes in automotive retailing, having
discovered their interest in this field relatively early
in their careers. And, among the younger members of our
sample from major metropolitan areas, there also was a
high incidence reported of early specialization in sales,
with a typical chronology of agency employment consisting
of movement upward through the positions of new car sales-
man, new car sales manager, general sales manager, and
general manager, before a respondent from this portion of
our sample finally took the major step of launching out
as the head of his own automotive enterprise.

Of interest, perhaps, is the manner in which
these findings contrast with those of the earlier studies
concerning the manufacturing entrepreneur. For the most
part, that individual was characterized as having led a
rather unhappy and unstable childhood, as having undergone
some difficulty in finding himself in the world of work,
and in many instances, as having finally been drawn into
entrepreneurship as a result of simply having exhausted
all of his other alternatives (while in our study, none of
these observations was found to be typical for the great
majority of our respondents).

It has been the conclusion of this study that a
possible explanation for the differences between the two
types of individuals might lie in the nature of the fran-
chise relationship which exists in automotive retailing,

it seeming reasonable to suggest that a person with the
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type of background depicted for the manufacturing entre-
preneur would not be very likely to seek out the kind of
subordinate role which the franchised domestic new car
dealer is frequently forced to endure within his industry,
or would be very representative of the type 6f person in
whom a major automobile manufacturer would be likely to

place its trust.
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Chapter 1

INTRODUCTION

Purgose

Although the franchised new car dealer has been
with us now for almost as long as the automobile itself, he
remains, in some respects, at least, a relatively little-
known (and he might argue, little-appreciated) member of
our contemporary scene.

This is not to suggest that little or no attention
has been paid to the dimensions of his role within our
nation's retail trade. That has been, and continues to be,
a matter of well-documented public record, and the figures
clearly have established the franchised new car dealer's
right to be classified among the colossi of retailing men.
For instance, in 1970 approximately 30,000 franchised new
car dealers are credited with having conducted 15.4% of
total retail sales throughout the United States, although
as a group they constituted only 2.8% of all of the retail
establishments in our country.l Together, they were
either directly or indirectly responsible for delivering
nearly all of the 8,338,204 new cars delivered in the
United States during the twelve months of 1970,2 and are
estimated to have sold a slightly larger number of used
cars during this same period.3 In all, their dealerships
are said to have employed a total of nearly 740,000 people,

1



who received approximately $5.3 billion in compensation for
their services in the 1970 calendar year.4 Naturally, to
conduct business on this scale requires an appreciable
investment in physical plant and equipment, and, in fact,
the National Automobile Dealers Association reports that in
1970 America's franchised new car dealers are estimated to
have enjoyed a total net worth of about $5.5 billion.5

And so, as we have stated, it is not to the extent
of the role which he plays in our economy that we have
referred in suggesting that the franchised new car dealer
remains in some ways as little-known today as he was when
he first began in business some seventy years ago. That
aspect of his existence is readily identifiable, and leaves
little doubt as to his importance.

Nor would we wish to suggest that the franchised
new car dealer remains little-known in terms of his
struggle for survival in the difficult spot in which he
finds himself as a consequence of having to serve two
demanding, and at times capricious, masters: the rich and
powerful automotive manufacturers, and the seemingly hard-
to-please and frequently fickle car-buying public. His
predicament in this situation also has become a matter of
considerable public interest, and has served as a source of
much governmental, academic, and popular inquiry.

What, then, does remain about this American small
businessman that has not yet become a matter of disclosure?

Simply stated, it is the man himself. That is to say, we



still know relatively little about the origins, interests,
and outlook of the private individual whose name often is
emblazoned across the front of his dealership. We know
little about the conditions surrounding his original entry
into automotive retailing, and about his pattern of devel-
opment within the business thereafter. And we know little
about the manner in which he views his position today, and
how he now regards his original decision to become a
franchised new car dealer.

Accordingly, it has been the purpose of our
research to examine these and other questions about the
franchised new car dealer in the light of the data which
we have been able to collect through the co-operation of a
select number of franchised new car dealers regarded by
dealer association officers as being among the most
prominent practitioners of automotive retailing within
their respective markets. And it is our hope that the
findings which we shall be reporting here at least will
prove helpful in suggesting something about the manner in
which the franchised new car dealers of our contemporary
scene came ultimately to occupy the important positions
within their respective business communities which they

presently enjoy.

Scope of Study

An eminent marketing consultant once assured the
author that in any project involving field research, the

two most important considerations are almost always time



and the budget. While there no doubt are those who might
wish to challenge this view, nevertheless, it was just such
prosaic considerations as these which motivated us early in
our research to limit the scope of our inquiry to the
geographical area contained within the Lower Peninsula of
the State of Michigan.

While at first glance this might seem a rather
small segment of the United States with which to concern
one's self, on further examination it can be seen that
within this territory a considerable volume of automotive
retailing activity takes place each year. For instance, in
1970 there were approximately 1,200 franchised new car
dealers active throughout all of Michigan,6 and together
they are said by year's end to have concluded over $2.4
billion in retail sales.7 They are said too to have
delivered approximately 479,244 new cars to ultimate owners
during this same period,8 and to have employed over 32,000
personnel in their dealership facilities.9 And they also
are said to have paid their employees an estimated total of
$265 million in wages and salaries for the work performed
for them in 1970.%°

In all, these figures would appear to suggest that
Michigan must rank about fifth in the nation in terms of
its overall automotive retailing activity; and while the
focus of our study has been limited to the Lower Peninsula,

in view of the rather sparse pattern of settlement, and,

as of late, the reduced degree of economic vitality in
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Michigan's Upper Peninsula, it seems fair to suggest that
much of the business to which we have been referring was
actually conducted within the area which we have canvassed.
More perplexing, perhaps, is the fact that
although there were about 1,200 franchised new car dealers
in Michigan in 1970, we attempted to survey only 96 of
them. Frankly, we were prompted to sample this modestly,
as we already have indicated above, by both time and cost
considerations. However, it also is appropriate to suggest
that we were willing to sacrifice breadth of coverage in
order to achieve a certain depth in the data collected, and
we felt that a limited (and needless to say, co-operative)
roster of survey participants would be better suited for
such a purpose. And, an approach of this character also
afforded us the opportunity to concentrate on just those
franchised ne& car dealers who, as we have stated, were
considered by dealer association personnel to exemplify the
best traditions of Michigan automotive retailing within the
various communities in which they worked and resided.
Ultimately, sixty«-six of the ninety-six dealers
contacted took the one or more hours necessary to complete
our questionnaire, and it is to the returns obtained from
fifty-four of these sixty-six respondents that we shall be

making reference when presenting the results of our survey.

Frame of Reference

While there is little, if any, published

information obtainable on the franchised new car dealer as






a private person, we are fortunate in having available a
number of studies of similar intent which have been written
about small businessmen active in the manufacturing sector
of the American economy. And in our own research these
studies have proved to be of value in two siénificant ways.
First, they have been useful in suggesting the strengths
and weaknesses of the various approaches used to elicit the
basic data analyzed and reported in these undertakings, and
thus, in helping us to be more effective in charting our
own investigatory course. And secondly, they have enabled
us to add an additional important dimension to our own
research: specifically, that of exploring how closely the
early developmental experience and pattern of professional
advancement of the manufacturing entrepreneur resembles
that of our own franchised new car dealer, whom we already
have found to be one of the more important elements in the
retailing sector of our economy. And it is, in fact,
within this frame of reference that we shall be presenting
many of the major findings of our own study later in this
report. In this way we hope to be able to indicate not
only what we have learned about the dealers in our sample,
but also to relate how closely their own experience as
retailers has paralleled what has been learned in the ear-
lier research concerning successful entrepreneurs from the

manufacturing sector.

Significance of the Study

Given the narrow scope of inquiry inherent in our



survey, it would be presumptuous to imply that this study
affords anything more than a mere suggestion of what might
be learned about greater numbers of franchised new car
dealers in any research employing a more extensive sample
of respondents drawn from a broader geographical area. We
do submit, however, that it at least does accomplish that,
and, additionally, that it also has served the worthwhile
purpose of putting to test in the area of automotive
retailing some of the generalizations which have been made
in previous research concerning the personal backgrounds

and values of selected manufacturing entrepreneurs.

Limitations of the Study

While we suspect that, for the most part, the
limitations of this study are of sufficient magnitude to
be self-evident, nevertheless, we should feel remiss in
our obligation to the reader if we failed at this point to
acknowledge the reservation with which our presentation of
results should be received.

In the first place, as we have mentioned, our
sample was a modest one, and it suffers from the further
handicap of having been drawn from a limited geographical
area convenient to our home base of activity. Furthermore,
as we shall note again in Chapter 3, it also suffers from
the disadvantage of having been selected judgmentally by
officers of the Michigan Automobile Dealers Association
and the Detroit Automobile Dealers Association. Thus, no

claim for randomness is possible, and, accordingly, no



justification exists for generalization of results beyond
the dealers actually surveyed.

In addition, careful editing of all completed
self-administered questionnaires has suggested some of the
problems which can be encountered in attempting to use
such instruments to collect extensive biographical back-
ground information, especially when these questionnaires
are disseminated through the mail, and no interviewer is
present at the time a respondent completes his form to
answer any questions that he might have concerning various
aspects of it. As we shall see, a conscientious effort
was made by means of follow-up telephone calls to resolve
all discrepancies noted during the editing process, but
the reader still would do well to appreciate that some
response error inevitably must remain in the data which
will be presented concerning the dealers who co-operated
in our survey.

And finally, we should note that what we shall be
portraying here is nothing more than what we have been
able to learn about a group of successful franchised new
car dealers in Lower Michigan at a point in time, and that
the information which we shall provide is non-conclusive
in character, and intended only to describe what we have
been able to learn under the particular conditions that we

have specified.

The Organization of This Report

Having sought in this introduction to acquaint



the reader with the general objective of our research, and
with the parameters within which it was undertaken, we
shall seek next in Chapter 2 to familiarize him with some
of the results of the more applicable research which has
been completed up to this time in regard to the personal
characteristics and outlook of the manufacturing entre-
preneur. We shall do this in order to provide the back-
ground necessary to permit the comparison which we shall
subsequently make between these findings and our own.

In Chapter 3, we shall discuss in greater depth
a number of details concerning our survey design and
execution that we already have touched upon above, and at
the same time, we also shall develop a number of further
points relating to this aspect of our research.

In Chapter 4, we shall present the major results
of our study, and in Chapter 5, we shall offer our final
comments concerning what it is that we have done, as well
as what it is that we might have done, but did not, that

could have also proved worthwhile.
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Chapter 2

REVIEW OF RELATED RESEARCH

Introductory Comment

While the subject of entrepreneurship has long
been of particular interest to economists and other social
commentators, actual attempts at empirical research to
identify those aspects of personal background and outlook
most common to individual entrepreneurial endeavor in the
United States have been both few in number and of fairly
recent origin. As a rule too these studies have dealt with
rather limited samples of small businessmen drawn, on the
whole, from rather restricted geographical areas. And,
for the most part, the entrepreneurs themselves have been
men who were functioning at the time they were interviewed
as the managers of small manufacturing concerns. But for
all such limitations, a number of these studies would seem
to be of merit, and worthy of consideration in terms of
suggesting what special conditions of franchised new car
dealer background and development should be of interest in
any effort to identify at least a few of the more personal
parameters of successful automotive entrepreneurship at

the retail level.

The Enterprising Man

Foremost, in our judgment, among these empirical

10
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studies of U.S. entrepreneurial background and behavior is
The Enterprising Man, by Orvis F. Collins and David G.
Moore. This work, published in 1964, is based upon depth
interviews and projective tests administered to the oper-
ating heads of one hundred and ten Michigan manufacturing
firms (of twenty or more employees in size) established
between 1945 and 1958. While there appears to have been
some attempt at stratification founded upon geographical
density of industrial activity, the sample design seems to
have been based primarily on the judgment of the authors,
who themselves make clear the point that for the purpose
of their study, "... when we use the term entrepreneur, we
shall mean the innovating entrepreneur who has developed
an ongoing business activity where none existed before.“l
Professors Collins and Moore indicate that their
teams of trained interviewers were told "to interfere as
little as possible in the way the entrepreneur talked
about himself“z and were directed primarily to seek infor-
mation in five basic areas of concern: the nature of the
respondent's entrepreneurial activity; his family
background; the financial, sales, and employment figures
for his firm; the patterns of organization within his
enterprise; and the entrepreneur's plans for the future.
They indicated too that in addition, forty of their entre-
preneurs also were subjected to TAT projective test eval-
uation, as a means of providing a psychological dimension

to their study.
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The portrait of the entrepreneur which has emerged
from this effort by Professors Collins and Moore is, as
the authors themselves admit, a far cry from the rather
romanticized image of the swashbuckling empire-builder who
appears so frequently in heroic tales of early American
development. Instead, he appears to be, in modern terms,
a somewhat "marginal man." In all probability, his
childhood was not a happy one, but rather, beset with
"dangerous and difficult crises." For many the major
calamity was poverty, and for those so unfortunate, one of
life's first priorities became the escape from this condi-
tion, and from the insecurity associated with it.

The authors also report a high incidence of
disruptions in normal child-parent relationships. And of
premature parental death, broken homes, and rejection of
the father by the destined-to-be entrepreneur. They see
in some of this an early indication of a later need to
escape from the dominance of all authority, and feel that
this suggests the possibility that the entrepreneur "...
cannot live within a framework of occupational behavior
set by others."3

Nor does the formal education of the entrepreneur
appear to have been an especially happy experience either.
Professors Collins and Moore indicate that a sizable
portion of their sample deserted high school before grad-
uation because of needs for financial independence and for

freedom from parental supervision. Of those who finished,
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many reported having viewed high school as the natural
completion point of their training, or in some cases, as a
necessary termination point forced upon them by economic
circumstances. Among those in the sample fortunate enough
to have attended college, one-half did not gréduate, with
many of those who failed to do so disclosing that they had
voluntarily departed the campus in order to hasten their
entry into the world of work. On the basis of their
observations, the authors conclude that, "On balance, the
tendency for men to get off at an early age lay in no
small part in their own intrinsic restlessness, refusal to
accept routine, and dislike of adult figures in the world
of the student.“4

But whatever the level of the formal educational
attainment of their informants, Professors Collins and
Moore discern in the subsequent experience of their group
a fairly consistent pattern of personal development which
they have creatively conceptualized as "The School for
Entrepreneurs." They see this pattern of experience as
being composed of as many as four phases: Drifting, Basic
Dealing, Protegeship A, and Protegeship B. Drifting is
described as a period of "diffuse restlessness," in which
the developing entrepreneur "... displays strong
indications he will never be able to stick to any line of

work."5

During this phase of his preparation, the entre-
preneur is taught "... never to get overly involved with

people, and he learns the arts of avoiding involvements
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that he instinctively feels may hamper his present action
and overly restrict his future."6 Basic Dealing entails

the bringing together of ideas, people, and money in an
arrangement meant to be profitable to the entrepreneur, but
leading more often to failure and bankruptcy. This is not,
then, so much the exercise of actual entrepreneurship as it
is an abortive first attempt at performing some of the basic
functions of the true entrepreneur. Protegeship A implies

a frenetic period of learning from sponsors knowledgeable in
areas of business enterprise of interest to the developing
entrepreneur. This tutoring, while of vital importance to
the developing entrepreneur, nevertheless eventually ends
when he is compelled by his innate fear of superordinates

to dissolve the protege-sponsor relationship. Protegeship B
implies a similar period of learning, but one in which the
developing entrepreneur's fundamental characteristic of
emotional revolt leads ultimately (as well as inevitably) to
a more dramatic and unpleasant parting of the ways.

If all this sounds arduous, you may rest assured
that Professors Collins and Moore see the last final plunge
into entrepreneurship itself as being no less severe. The
authors state that the art of entrepreneurship first begins
with an idea for going into business. But, they assert,
the actual process of creation is only likely to take place
thereafter if there is concurrent with the formulation of
this idea a realization on the part of the aspiring entre-

preneur that he can never meet the demands imposed upon him
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by other people's organizations. This the authors describe
as "the period of role deterioration," a time of confusion
and distress from which the aspiring entrepreneur iron-
ically seeks his release through plunging into even deeper
insecurity by finally determining to give form and sub-
stance to his scheme for his own business enterprise.

The initial task of actual business formation is
depicted as "... that of gathering in and organizing
resources necessary to turn the projection into a line of
action.“7 This is called "Setting Up the Firm." Should
the aspiring entrepreneur succeed in this, he next enters
the phase of "Getting through the Knothole," in which he
endures "a period of long hours, low monetary return, and
almost unbearable uncertainty." Emergence from the knot-
hole may be either accompanied or followed by a period of
consolidation, in which the entrepreneur seeks to solidify
his hold on his organization through the elimination of
unwanted business partners or other elements who might
somehow threaten his right to sole leadership. Appropri-
ately, this procedure is termed "Getting Rid of Partners."
A concluding task in this process becomes that of "ration-
alizing the system," the nomenclature given to a time in
which "... the entrepreneur must begin to disengage himself
from the minute problems of the firm, sever his bonds of
close emotional involvement with the present, and devote
increasing amounts of his time and energy to the overall

reorganization of the firm and to planning for its future
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in the immediate and long range."8 Failure to make this
adjustment is said to mean the possibility of early firm
stagnation or atrophy. It is said to be a time when out-
side consultants or specialists can be useful in helping
to deal with the problems at hand.

Professors Collins and Moore refer to the final
phase of firm creation as the point of "On Their Way at
Last."” This is the period of the expansion, integration,
and internal structuring of the enterprise which the
entrepreneur somehow has managed at last to bring safely
into full-fledged existence.

Persons with a preference for statistical presen-
tations will find little with which to occupy themselves
should they peruse The Enterprising Man, for the authors'
portrayal of the entrepreneurial metamorphosis would seem
to have been drawn from the data in what would appear to
have been a highly impressionistic manner. Nevertheless,
the result is a captivating one, and as we now shall see,
enjoys the additional distinction of having served as a
point of departure for still further empirical research

in the area of contemporary entrepreneurship.

Corollaries to The Enterprising Man

Among those assisting Professors Collins and
Moore in their research for The Enterprising Man were two
graduate students at Michigan State University who subse-
quently used material gathered during the data collection

phase of that undertaking as a basis for their doctoral
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dissertations.

In The Entrepreneur and His Firm: The Relation-
8hip Between Type of Man and Type of Company, Norman R.
Smith reports on his effort to examine the nature of the
relationship between types of entrepreneurs and the types
of firms they build. Dr. Smith also has defined the
entrepreneur as "the individual who i8 primarily respon-
sible for gathering together the necessary resources to
initiate a business,“9 and he has based his analysis on
data recorded in fifty-two of the depth interviews of
entrepreneurial owner-managers performed in Michigan as
part of the field research for The Enterprising Man.

On the basis of the information provided in these
interviews, Dr. Smith has constructed a continuum of
entrepreneurial behavior which extends between idealized
conceptualizations of two polar representations of entre-
preneurial personality. On the one hand, Dr. Smith
presents the Craftsman-Entrepreneur, in some ways a rather
unappealing figure who exhibits narrowness in education
and training, a low level of social awareness and involve-
ment, and a limited or circumscribed time orientation. At
the other extreme Dr. Smith defines the Opportunistic-
Entrepreneur, a "more-with-it" soul who manifests greater
breadth in education and training; a greater sensitivity
to, and willingness to become involved with, his external
environment; and a greater capacity to sustain a logically

perceived future time perspective.
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Employing an elementary three-point evaluation
system, Dr. Smith has judged each of his fifty-two inter-
viewees in terms of how closely certain facets of their
reported background and behavior appeared to fit either of
his constructed profiles for the Craftsman-Entrepreneur
and the Opportunistic-Entrepreneur, on the basis of a
final, cumulative score for each entrepreneur, he has
arrived at a distribution of his sample members along the
continuum which he has established between his Craftsman-
Entrepreneur and Opportunistic-Entrepreueur polar repre-
sentations. The result is a configuration in which the
Craftsman-Entrepreneur characteristic appears to be pre-
dominant in about two-third's of Dr. Smith's sample.

Dr. Smith's firm portrayal also is accomplished
by means of a continuum, in this case one which lies
between two idealized constructions of polar firm types.
On the one extreme, the author presents the Rigid Firm;
on the other, the Adaptive Firm. By again employing
an elementary three-point evaluation scheme, he has
sought to classify each of the organizations managed by
his interviewees on the basis of the strategic behavior
exhibited by these concerns within each of the following
major areas of firm operating characteristics: customer
mix, product mix, production methods, dispersed markets,
and concrete plans for change. And here too Dr. Smith
has employed a final, cumulative score for each firm as

the basis for assigning it to a position on his firm
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continuum. In this case, approximately two-third's of
the firms evaluated were found to be more characteristic
of the Rigid Firm representation.

Dr. Smith concludes this phase of his study by
simultaneously plotting his entrepreneur-type and firm-
type continua on a rectangular coordinate system. The
result would seem to suggest that the owner-managers in
his sample who tended toward the Craftsman-Entrepreneur
profile also tended to lead concerns which were inclined
toward Rigid Firm characteristics, while owner-managers
who tended toward the Opportunistic-Entrepreneur profile
were more likely to direct companies which were basically
Adaptive in character. And, notes the author, sales
growth (which sometimes had to be estimated on the basis
of only limited data) of the Adaptive Firms in the sample
appeared to be dramatically greater than that of the
Rigid Firms for essentially comparable periods of company
initiation, maintenance, and aggrandizement.

Dr. Smith terms his research an exploratory
study, and quotes another authority to the effect that in
such efforts, "... the major emphasis is on discovery of

nl0 By taking this position, he no

ideas and insights.
doubt mitigates much of the concern that might otherwise
exist with regard to the somewhat subjective character of
both his entrepreneur-type and firm-type classification

procedures.

"Some Characteristics of Selected Entrepreneurs,"
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by John L. Komives, represents a similar attempt to use
data obtained during the field work for The Enterprising
Man to relate firm organizational characteristics to the
personal characteristics of firm founders. Dr. Komives
has limited his study to depth interviews of the initi-
ators of forty Michigan concerns located in the Detroit,
Lansing, and Benton Harbor metropolitan areas. He does
not specify whether or not these forty entrepreneurs (the
term being defined as "that person who has developed an

on-going business firm where none existed before“ll

) are
part of the original sample in the Collins-Moore survey,
or were interviewed in addition to that group.

Using insights gained from his interviews, as well
as his knowledge of the subject of management, Dr. Komives
has devised a corporate continuum based upon internal
administrative organization patterns which vary from least
bureaucratic ("bureaucratic" being used here positively to
denote rationality and order) to most bureaucratic, and he
indicates that he has been able to position his companies
along this continuum by using a six-point rating scale to
judge a firm's division of labor rational, hierarchy of
authority, system of rules regarding the rights and duties
of job incumbents, procedural systems for dealing with
situations, the character of interpersonal relations, and
selection and promotion criteria. He also indicates that

through an analysis of the educational and occupational

attainments of the firm founders in his sample, and of the
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same attainments of the fathers of these founders, he has
been able to distinguish clearly between entrepreneurs of
predominantly blue-collar experience and outlook and
entrepreneurs of predominantly white-collar experience and
outlook.

Dr. Komives asserts that further analysis of his
data has shown that blue-collar founders were more likely
to be operating firms with the fewest signs of a bureau-
cratic administrative organization structure; and white-
collar founders, firms which tended to exhibit evidence of
just such an internal design.

This, Dr. Komives suggests, may be attributable
to the white-collar entrepreneur's being better equipped by
background and experience to contend with the emphasis on
internal and external relationships which lies at the heart
of the bureaucratic process.

Dr. Komives also employs the expression "craftsman
entrepreneur," in this instance to refer to the men in his
sample of predominantly blue-collar background. And, his
description of these individuals closely resembles the
Craftsman-Entrepreneur advanced by Dr. Smith. There would
appear also to be some similarities between Dr. Smith's
Opportunistic-Entrepreneurs and the men of predominantly
white~-collar background whom Dr. Komives designates as
"organization entrepreneurs." But one of the differences
between the two studies is that Dr. Komives has not been

quite so graphic as his colleague in describing the precise
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sequence of steps which he has taken to assign individual
entrepreneurs and firms to his classification continua, and
then to accomplish his confirmation of the relationship
between the two.

Nevertheless, the conclusions of Dr. Komives'
research would seem to be logical within the limits claimed

for them.

In Support of The Enterprising Man

Still another doctoral dissertation to have derived
its initial inspiration from Professors Collins and Moore's
The Enterprising Man is a thesis entitled "A Comparison of
the Origins and Orientations of True Entrepreneurs, Other
Owners, and Business Hierarchs." This study was prepared
by Neil G. Soslow, who was acquainted with the authors of
The Enterprising Man during the time that he was a graduate
student at Michigan State University.

Dr. Soslow describes the purpose of his research
as being to expand the body of knowledge concerning
entrepreneurship by: " (1) extending the entrepreneurial
studies of Orvis F. Collins and David G. Moore through the
verification of some of their results in another context,
using different research techniques; and (2) directly
comparing the 'true entrepreneur' with the 'other owner'
and the 'business hierarch' in the industrial sector of our

12 By "other owner" he means an individual who

economy. "
purchases or inherits an existing business, and he depicts

the "business hierarch" as a person who seeks success in
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the occupational job structure of an existing organization.

The "different research technique" to which the
author refers consisted of a mail questionnaire posted to
959 recipients in Rochester, New York, during the months of
March and April, 1965. Out of the 780 questionnaires sent
to business owners, 209 ultimately were returned in useable
form. Of the remaining 179 questionnaires directed to
business hierarchs (all of whom were reported to be members
of the Rochester Engineering Society), 94 were returned in
a condition suitable for analysis.

The following are the specific hypotheses posed by
Professors Collins and Moore which Dr. Soslow has sought to
test through use of his mail questionnaire survey design:

1. True entrepreneurs have a greater tendency than other
groups to be either foreign-born or to have been born
geographically near their present residence.

2. True entrepreneurs tend to come from a lower socioeconomic
background as measured by fathers' education and fathers'
occupations.

3. True entrepreneurs tend to have had an unhappy childhood
which was manifest by economic hardship, broken homes, and
strained parental relations.

4. True entrepreneurs have a tendency to be less well-educated
than our other respondents and to view formal education in

rather pragmatic terms.

5. Those entrepreneurs having had military experience tend
to have demonstrated less service mobility than the other

groups.

6. True entrepreneurs tend to have experienced greater inter-
firm movement during their occupational careers than the
other groups.

7. True entrepreneurs have a tendency to work more sporadic-
ally and find work more fatiguing and less enjoyable than
the other groups.
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8. True entrepreneurslgend to be more authoritarian than the
other respondents.

In recounting the outcome of his investigation,

Dr. Soslow reports that there was indeed a higher incidence
of foreign-borns among his true entrepreneurs, and that
this group also appeared to be more "home grown" than did
business hierarchs. He also indicates a significantly more
humble socioeconomic and educational background for his
true entrepreneurs, and he notes a more pronounced rate of
job change among the members of this constituency. But

Dr. Soslow hws not been able to illustrate any significant
difference between entrepreneurs and non-entrepreneurs in
terms of military rank mobility and reported recollections
of childhood experience. Nor has he been able to establish
that his true entrepreneurs were significantly more author-
itarian than other business owners.

On the basis of his research results, Dr. Soslow
states generally that, "... it is evident that the typical
entrepreneur lacks the social background, the economic
background, and the education necessary to be a successful

. . 14
executive working for someone else."

An Analysis of Small Business Originators in Texas and

Georgia

Just as The Enterprising Man was made possible in

part by a grant from the Small Business Administration, so
too was a study entitled Characteristics of Small Business
Founders in Texas and Georgia, which was published under

the program supervision of Professor Lewis E. Davis by the
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Bureau of Business Research at the University of Georgia.

Professor Davis indicates that his Texas sample
was drawn from the 1956 edition of the Dun & Bradstreet
Reference Book, and was comprised of 1,059 successful firm
founders who had established their businesses in the Lone
Star State at some point during the years from 1947 to 1956.
Similarly, he states that the Georgia sample was compiled
from a listing of the 1958 edition of the Reference Book,
and that a sequential sampling technique was used to develop
an overall roster of 4,817 successful firm founders who had
initiated their operations in Georgia during the period from
1949 to May, 1958, and that from this number 521 personal
interviews were obtained, with an additional 21 interviews
being conducted with Georgia founders who had started their
firms in 1959 and 1960.

While Professor Davis does not dwell much upon the
operational details of how his data actually were collected,
it would seem that most of the information compiled for his
report was obtained in the personal interviews with the firm
founders who co-operated in his two surveys, and that the
interviews themselves were carried out by graduating seniors
in marketing at Texas A&M and the University of Georgia.
And, it also would appear that these seniors worked from a
standard questionnaire which they completed at the time of
the interviews.

Professor Davis reports that one of the first ques-

tions asked of his subjects was, "... what they thought were
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the basic differences between people who go into business
for themselves and those who always work for someone else."15
He reports that, "Well over 90 per cent of the founders
considered themselves a group apart, motivated to aggressive
action by stronger ambitions and desires for independence

16

than is to be found in the ordinary employee," and he adds

that, "Only 5 per cent of them believed that their ability
as such accounted for that difference."17

The professor also discloses that in both Texas and
Georgia the proportion of firm founders in his sample who
were married exceeded the proportion found in the general
adult population, and that all but a small percentage of
those who had married also had fathered children. He notes
in addition that the founders themselves had come from good-
sized families, and in many instances, from agricultural
backgrounds (which, of course, could be due at least in part
to the character of the two states in which all of the data
were collected).

Professor Davis further reports that over one-half
of the members of his two samples were energetic sports
enthusiasts, and that they were likely to participate more
actively in community activities than are members of the
general population--a tendency which the author attributes
to the belief "that membership in such organizations bene-
fits business."18

In analyzing the educational backgrounds of the

firm founders in his two samples, Professor Davis observes



27

that departures from the educational system appear to have
peaked at the time of high school graduation, and he notes
an admission of regret on the part of nearly one-fifth of
his combined samples that they had not received more formal
education.

In attempting to determine whether any relationship
existed between the level of education of the members of his
two samples and the size of the operation which they were
conducting at the time of his investigation, Professor Davis
found that:

There appeared to be little correlation between level of
education and size of business, when comparison is made of the
small and medium-sized companies. In the case of the consider-
ably larger-than-average and more complex type of company, how-
ever, there is a direct correlation between lsvel of education
of the founder and the size of his business.l

Another finding of interest was that more than one-
half of the parents of the founders were self-employed, and
that:

Almost identical proportions (half) cf both Texas and
Georgia founders believed that their parents had, by their
encouragement of independence and self-rséiance, influ-
enced them to undertake self-employment.

Among the other findings reported by Professor Davis
were that 40 per cent of the founders in his two samples had
owned an enterprise previous to the one which they now were
directing; that many of these same founders appeared to have
been somewhat indifferent to taking a scientific approach to
the establishment of their present operation; and finally,

that while the expansion of their business was considered to

be important by a sizable majority of these men, there still
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seems to have been little in the way of planning being done

in order to achieve this objective.

Small Business Surveys in Michigan and Ohio

At about the same time that work was proceeding on
most of the studies noted above, yet another survey was
being conducted by personnel at the University of Michigan.
The result of this undertaking has been reported since in
Management Factors Contributing to the Success or Failure
of New Small Manufacturers, a publication co-authored by
Professor William M. Hoad, a director of the survey, and
Peter Rosko, a member of the project's field staff.

As may be deduced from the title of this report,
this was not, strictly speaking, so much an examination of
small manufacturing entrepreneurship as it was an attempt
to note "why some new manufacturers in Michigan succeeded

while others failed.“21

But in endeavoring to answer this
basic question, the authors nevertheless have been forced
to include in their investigation some effort to evaluate
aspects of managerial background and experience which do
closely resemble the consideration afforded to these same
factors in the entrepreneurial studies which we have thus
far considered.

Contacted in this project were ninety-five small
manufacturers who initiated their businesses in Michigan
in the fiscal year ending June 30, 1960. The authors

report that each of these manufacturers was subjected to

at-length personal interviews on at least two occasions
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during the period 1960-1963. They further state that addi-
tional data also were solicited from time-to-time by mail,
telephone, and supplementary personal calls made subsequent
to the initial at-length interviews, until information had
been obtained on all of the following points:

1. How and why the owner-manager picked this particular
business, this locality, this site.

2. Age of owner-manager at start of this business, num-
ber and history of his previous independent business
undertakings.

3. Training (academic or other formal) and experience
in business; extent, duration, level, and kind of
training and experience received in this industry.

4. Amount of initial capital; how determined (budgets,
break-even analysis, etc.); how raised (equity or
credit, by type, source, and cost); initial balance
sheet.

5. Amount and quality of research, formal or informal,
preceding initiation of the venture; areas of
research or investigation; advice sought (profes-
sional and informal).

6. Legal organization and, more importantly, internal
organization structure; extent of advance plan-
ning, establishment of policies; recruitment and
training.

7. Marketing program, including organizationé manpower,
promotion, pricing, and market analysis.

Professor Hoad and Mr. Rosko note that by the end
of the three-year field survey period, thirty-seven of the
enterprises in their sample were judged to be successful;
thirty-three clearly had failed; twenty-two were marginally
successful; and three were dormant. They indicate that the
most important single characteristic of outright failure

23

was "inability to find a profitable market," a weakness

which they attribute to a lack of marketing initiative (and
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perhaps marketing familiarity and experience as well) on the
part of the owner-manager. They state that their conclusion
accords with the viewpoint that, "... hundreds can produce a
good product for every one who can sell it.“24

For the owner-managers of the successful firms, both
education and industry-related experience were found to be
helpful, and whenever a combination of the two was present,
success was achieved in 69 per cent of the cases. (On the
other hand, in instances where both education and experience
were lacking, failure was reported over 50 per cent of the
time.) Technical skill, good managerial ability, and owner-
ship of related businesses also were cited as sources of
executive success, and so were realistic plans for growth, a
capacity for hard work, and a willingness to use outside
consultants.

The results of an Ohio survey of similar intent have
been reported in Small Business Success: Operating and
Executive Characteristics. Dr. Kenneth Lawyer served as the
project director of this undertaking, which was conducted by
the Bureau of Business Research staff at Western Reserve
University at what also was about the same period of time as
the other investigations which we have been considering.

In all, the operating heads of 110 successful Ohio
metalworking plants were contacted by Dr. Lawyer and his
group. Personal interviews of several hours duration each
were employed, along with telephone call-backs for clari-

fication of uncertainties, to solicit points of information
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concerning small metalworking plants which might directly
or indirectly contribute to a development of the following:

1. A background of apparently tested business policies
and practices for firms in this size group.

2. The executive traits and habits that appear to char-
acterize the management of those companies.

3. A comparison of the operating methods of these firms
with those of larger organizations.

4. Materials for effective training courses and sem%gars
for managements of small metalworking companies.

Of special interest to us here are the conclusions
reached with reference to the leadership characteristics
of 50 of the 110 chief executives who comprised the final
survey sample. Together this small group constituted a
survey subsample who, in addition to participating in all
of the regular survey routines, also submitted both to
special interviews with an industrial psychologist, and
to the completing of a Responsibility, Authority, and
Delegating Rating Scale, as well as an Executive Positicn
Description Questionnaire. At the same time, each of
these fifty men consented to naming two or more management
subordinates reporting directly to him who could be (and
subsequently were) prevailed upon to complete the same RAD
Rating Scale, as well as an Attitude Survey Form and a
Supervisory Behavior Check List.

On the basis of an analysis of the data provided
by this procedure, Dr. Lawyer and his associates have con-
cluded the following about the chief executives in their

survey subsample:
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. They attempt to avoid confining themselves to one
area of their business.

. They feel they have delegated substantial authority
to their subordinates, a view not shared by their
subordinates, or by project personnel.

. They uniformly consider business control, concern
with markets and products, exercise of broad power
and authority, and short- and long-range planning
to be relatively important.

. In terms of their jobs, they vary most in the extent
of their direct responsibility for human, community,
and social affairs.

. They perceive the providing of staff service, super-
vision of work, and demands for personal conformity
to be relatively unimportant in their own jobs, and
in their firms.

. They are seen as being basically friendly, open, and
supportive in their relations with subordinates.

. They appear to be highly oriented toward achievement,
to desire autonomy, and to possess a strong drive to
complete work in progress.26
Please note, though, that these conclusions are with
regard to all of the chief executives in the fifty-man
subsample, without reference as to which of these men were,

in fact, "true entrepreneurs," as the term has been defined

in most of the studies noted above.

Entrepreneurship in the Greater Boston Area

In recent years there has been a surge of what might
be termed "technological entrepreneurship" in the suburbs of
university~- and think-tank-rich Boston, the result in many
instances of a desire to capitalize on the commercial appli-
cations of insights and ideas gained from government and
privately sponsored research being conducted at local insti-

tutions of erudition. And the specifics of this phenomenon



e
posguet

e
&

ar.

@

ey
S

N

)




33

in turn have become the subject of interest to a number of
master's candidates at the Massachusetts Institute of
Technology, including two students whose dissertations we
shall consider here.

The first of these, called "Entrepreneurial Success
Factors," was completed by S. William Linko in 1966. 1In
this dissertation, Mr. Linko has undertaken to examine the
relationship between enterprise success and each one of the
following: management's sensitivity to customer needs, its
position with regard to corporate organizational activities,
its attitudes and policies concerning the generation of new
products, and its own private reserve of talent, experience,
and capital.

Surveyed were the heads of eighteen small technical
enterprises located within a twenty-five mile radius of
Boston. All of the firms in the sample are characterized
as being full-time operations begun in 1960 or thereafter,
with initial capital of less than $20,000 per founder. 1In
addition, all are termed to be profit-making ventures.

Mr. Linko indicates that he acquired his data from
the heads of these firms through personal interviews, but
that he took with him to these interviews a forty-two item
questionnaire which, for the most part, was then completed
in his presence. The author adds that this questionnaire
was designed to elicit from each interviewee insight into
his firm's management behavior (in the four major areas of

concern just noted) during the firm's first two years of
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existence.

On the basis of an evaluation 6f the data obtained
from his questionnaires, Mr. Linko concludes that, "The
ability of an enterprise to extract information from its
customers and to properly interpret such information is

27 He further deduces that firm

vital to its performance."
success is more likely to be realized when an enterprise's
management approaches its internal operating tasks with a
sense of balanced administrative effort, and with a keen
awareness of the importance of cost. In the matter of new
product development, Mr. Linko reports that the ability to
perceive customer needs is probably the one quality which
contributes most to the assurance that any new products
which are brought to market will prove relevant to those
for whom they are intended. And finally, the author notes
that his data suggest that while lack of company capacity
can limit growth for a short period of time, an awareness
of such an inadequacy by a firm's founders at least opens
the possibility of their initiating action to rectify the
deficiencies in facilities or personnel.

In the conclusion of his study, Mr. Linko has made
an effort to relate the extent of firm quality in all four
of the major management areas deemed pertinent by him to
firm success with sales growth achieved during the period
of his investigation. He states that strength in all four
areas does correlate to a degree with a superior record of

sales growth.
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The other M.I.T. master's thesis of note is a work by
Harry Schrage entitled "The R&D Entrepreneur: Personality
and Profitability." As this title might lead one to suspect,
Mr. Schrage also is interested in relating entrepreneurial
characteristics to firm success. In this instance, he has
designed a survey intended to test the hypothesis that, "The
R&D company President can only be successful to the extent
that he veridically perceives his environment."28 This is
because that honest quality of perception is, in the view of
the author, imperative if the R&D entrepreneur is to make
the proper corrections in his firm's course as he guides it
along in what is, uider even the best of circumstances, a
trial-and-error fashion.

To test this major hypothesis, Mr. Schrage contacted
the president-founders of twenty-six R&D companies, of ten
or fewer years existence in business, situated within fifty
miles of Boston. He received promises of co-operation from
twenty-two of these individuals, and ultimately was able to
use the information provided by twenty of them.

Mr. Schrage reports that each entrepreneur was asked
to provide certain financial data about his firm. In addi-
tion, he was questioned as to the accuracy of his perception
concerning his firm's image, status, or posture (as appro-
priate) with regard to each of the following: stockholders
or directors, banks, credit agencies, internal accounting

controls, competitors, suppliers, customers, immediate sub-

ordinates, other employees, recent quits, and prevailing
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wage and salary conditions. Mr. Schrage indicates that he
accomplished this evaluation through the use of a four-point
rating scale, and that in this manner he was able to compile
for each of his entrepreneurs a veridical pe:ception profile
which then could be used for purposes of comparison with the
record of profitability achieved by that entrepreneur.

Mr. Schrage also reports that a simultaneous effort
was made to measure both the latent and manifest needs for
achievement of his R&D president-founder sample through the
administration of the McClelland Thematic Apperception Test
and an eleven-item question series, respectively. (It would
appear that the latter fell short of its objective, for the
author confesses that the manifest need for achievement data
obtained from it were so unspectacular that he was dissuaded
from including these measurements in his final statistical
computations.) At the same time, the members of his sample
also were requested to complete an adaptation of the Alpert
& Haber Achievement Anxiety Test, so that an analysis might
be made of the role played by anxiety in the job performance
of these technical entrepreneurs.

Mr. Séhrage asserts that even with the solicitation
of all of this information, each interview nevertheless was
completed within a period of two hours.

Mr. Schrage's comparison of each R&D entrepreneur's
veridical perception profile with his company's record of
profitability disclosed significant relationships in only

two of the eleven areas examined: customers and employees.
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But all the same, this still has provided the author with a
basis for concluding that, "The profitable R&D entrepreneur
perceives his customers and employees more veridically than
the unprofitable one."29

Mr. Schrage also reports that he has been able to
demonstrate that high achievement motivation relates to
high profits or losses, and that low achievement motivation
correspondingly relates to low gains or losses. And he
notes that he has been able to establish that self-reported
achievement anxiety is positively associated with veridical
perception and firm profitability.

In the concluding section of his thesis, the author
relates that all of his interviewees were college graduates
(six with Ph.D.'s), and that "practically every respondent"
claimed he had entered his R&D field, "... because in it he
found something important and challenging - a means of put-

ting his talents to use.“30

Firm Growth in Kansas

A final study which attempts to relate firm growth
to the characteristics of chief executives is a doctoral
thesis entitled "Relationship of Executive Characteristics
and Growth Factors of Kansas Farm Equipment Manufacturers,"
by Raymond J. Coleman.

Dr. Coleman selected as his population of interest
thirty of thirty-nine agricultural equipment manufacturers
located within the state boundaries of Kansas. He reports

that all of these organizations employed twenty or more
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persons during the year 1965, and that for each company he
constructed a composite growth profile for the years 1961-
1965, with this profile denoting the changes in firm sales,
equity, total investment, and number of employees which
occurred during this period.

On the basis of the information provided by this
profile, Dr. Coleman has designated fifteen concerns from
his population as "high growth" firms; and the remaining
fifteen, as "low growth" firms. He states that an evalu-
ation of the organizational characteristics of the firms
in each of these two categories has demonstrated that the
high growth firms tended to be of more recent origin, to
undertake more frequent and basic changes in technology,
to maintain more comprehensive programs for budgeting and
sales forecasting, and to pursue more aggressive and
effective programs for new product planning and develop-
ment. He also recounts that frequency of changes in
organizational structure, form of corporate organization,
and degree of willingness to utilize outside sources of
information did not appear to differ markedly among his
high growth and low growth firms.

To obtain the disclosures required to compile the
individual firm growth profiles, and to permit the study
of corporate organizational characteristics just mentioned,
Dr. Coleman used a number of special questions distributed
throughout a questionnaire completed during the course of

personal interviews held with the chief executives of the
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firms in his population. Also included as a part of this
questionnaire were many items designed to elicit data on the
opinions and personal characteristics of these chief execu-
tives. And, in his report the author states that these same
managers also were asked to complete Form A of the Sixteen
Personality Factor Questionnaire, so that some feel might be
had for the psychological dimensions of their personalities.

Dr. Coleman indicates that the personal traits of
chief executives which appear to be associated with high
firm growth were: more frequent membership in trade associ-
ations, and of attendance at meetings of these associations,
and fewer years of affiliation with present firms. The
author interprets these factors to be indications of greater
personal vitality, and of a search for improved methods and
ideas. At the same time, he reports that respondent age,
education, and attendance at management development confer-
ences did not appear to differ measurably among the leaders
of the high growth and low growth firms in his population.

Dr. Coleman also concludes that he could find little
difference in the opinions expressed by the chief executives
of his high growth and low growth firms with regard to such
subjects as: competition, products, problems of change, and
patterns of management. On the other hand, he states that
the chief executives of high growth firms were significantly
more expressive on the importance of firm growth.

Dr. Coleman's analysis of the results obtained from

Form A of the Sixteen Personality Factor Questionnaire has
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caused him to conclude that the chief executives of his high
growth firms were better communicators, more open-minded and
receptive to new ideas, and more supportive of participation
by subordinates than the chief executives of his low growth
firms. In addition, the author perceives these managers to
be better controlled, more socially informed, and more self-
disciplined than their counterparts in the low growth firms.
And he also believes these men to be more nearly akin in the
personality variables measured by Form A of the Sixteen
Personality Factor Questionnaire to their farm customers, as
an occupational group.

Finally, Dr. Coleman comments that while there were
these differences observed between the chief executives of
high growth and low growth firms, both groups of these
managers scored high in intelligence and tough-mindedness
when compared to the population mean for all persons in the
United States.

Regretably, Dr. Coleman has made no apparent effort
in this study to distinguish between those chief executives
who were founder-entrepreneurs and those who were simply
the current managers of their firms, for a differentiation
of this character could only have enhanced the relevancy of

this effort to our own research.

Concluding Comment

These, then, have been some of the results of a few
of the first efforts in this country to examine empirically

the personal attributes and experience of entrepreneurs from
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the realm of small manufacturing management, and in certain
cases, to relate some of their individual traits and manage-
ment philosophies to the effectiveness with which these men
have been able to manage their firms' operations. We again
note that these surveys all are of relatively recent origin,
and (as we warned initially) that they frequently have been
limited in their scope. In certain instances as well the
methodologies used may have left something to be desired,
and in some cases it probably is fair to conclude that the
project findings have been somewhat less than overwhelming
in their impact. But surely it would be appropriate to
suggest that at the very least, each of these exploratory
efforts has contributed something to our understanding of
contemporary entrepreneurship. And, of course, as we have
said earlier, they soon shall serve the additional purpose
of helping us to interpret more effectively the results of

our own research.
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Chapter 3

SURVEY DESIGN AND EXECUTION

Introductory Comment

While we already have made mention in Chapter 1 of
the rather limited scope of our own research, there never-
theless are a few additional details concerning the design
and execution of our survey which we should like to review
here, before proceeding with a presentation of our results.

We shall begin with a further consideration of our sample.

Selection of Sample

Our sample, as we have indicated, was based upon
the judgment of dealer association executives as to who
among their memberships were representative of the best
traditions of automotive retailing within their respective
markets. The two associations co-operating in this effort
were the Michigan Automobile Dealérs Association and the
Detroit Automobile Dealers Association. Each was asked to
provide a roster of about fifty dealer nominees who, in
its judgment, were men of both high integrity and superior
proficiency within the field of automobile dealership man-
agement. They also were asked to limit their choices to
individuals who either had founded their own dealerships,
or who, upon attaining ownership of an existing dealership,
had effected substantial changes in both the operations

42
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and the fortunes of their respective establishments subse-
quent to their assumption of control (in order to provide
some comparability with the criterion of "self-made men"
noted in a number of the studies on entrepreneurship which
we have cited in Chapter 2). 1In the case of the Michigan
Automobile Dealers Association, it was suggested further
that all of the dealers nominated be from Michigan's Lower
Peninsula (for the reasons shggested earlier in Chapter 1).

In response to our request, the Michigan Automobile
Dealers Association provided a roster of fifty-one dealers,
of whom thirty-six were selected from cities and towns of
various sizes throughout Michigan's outstate Lower Penin-
sula; and fifteen, from Metropolitan Detroit. The Detroit
Automobile Dealers Association nominatéd fifty-two dealers,
of whom fifty-one were from Metropolitan Detroit; and one,
from Ann Arbor. Of those dealers from Detroit, seven were
named by both associations.

As stated in Chapter 1, sixty-six of these dealers
determined to participate in our survey, and the completed
questionnaires of fifty-four of these dealers ultimately
were utilized in the tabulation of our results. Of these,
twenty-three were obtained from dealers in the outstate
area; and thirty-one, from dealers in Metropolitan Detroit.

Of the twelve questionnaires which were returned
but not used in the study, seven were rejected because they
had been submitted to us by men who had assumed control of

dealerships previously operated by relatives, and five were
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rejected because they had been submitted by men who had
indicated that they had taken control of their dealerships
at a time when they were already well-run enterprises.

Represented in this final selection of fifty-four
dealers were affiliates of each of the four principal U.S.
automobile manufacturers, with fifty-two per cent of the
group representing General Motors franchises; thirty-one
per cent, Ford Motor Company franchises; thirteen per cent,
Chrysler-Plymouth Corporation franchises; and a final four
per cent, American Motors Corporation franchises (with one
of the latter being a dealer who also was affiliated with
General Motors).

Interestingly, a review of the distribution of the
major domestic automobile manufacturer franchise affili-
ations for the combined membership rosters of the Michigan
Automobile Dealers Association and the Detroit Automobile
Dealers Association, as of mid-year 1970 (and, in the case
of the Michigan Automobile Dealers Association, omitting
those members from Michigan's Upper Peninsula and also the
Detroit metropolitan area), has disclosed a quite similar
pattern of representation. However, we also must admit
that our final sample of fifty-four dealers used in this
study would seem to have somewhat "over-represented" both
General Motors and Ford dealerships, at the expense of
Chrysler-Plymouth (which, by our calculation, constituted
approximately nineteen per cent of the combined Michigan

Automobile Dealers Association-Detroit Automobile Dealers



45

Association membership roster of franchised domestic new car
dealers for mid-year 1970, as we have defined it).

As might be anticipated, within the General Motors
portion of our final sample of fifty-four, Chevrolet dealers
were predominant, while at the same time, Fofd dealers also
were predominant within the Ford Motors Company contingent.
And, together these two groups comprise twenty-four of our
fifty-four dealers, with the remaining thirty dealers being
fairly evenly distributed throughout the various exclusive-
and multiple-franchise options which exist within the dealer
networks of the major domestic automobile manufacturers
(including the other franchise availabilities of both Ford
and General Motors).

From this it would seem reasonable to suggest that
for whatever reason, when both Michigan Automobile Dealers
Association and Detroit Automobile Dealers Association
personnel were requested to nominate from their respective
memberships those domestic franchised new car dealers who,
in their judgment, represented the best examples of contem-
porary Michigan automotive retailing success and business
acumen, they tended to think quite frequently of those men
who sell either Chevrolets or Fords.

In terms of annual new car sales volumes, our final
sample of fifty-four dealers was found to vary from men who
sold fewer than 100 units during the calendar year 1969 to
one dealer who sold over 4,800 units within this same time

period (the latter, needless to say, being headquartered in
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Detroit).

While in this instance too a fairly elaborate effort
was made to compare the distribution of calendar year 1969
new car and truck sales volumes within our final sample of
fifty-four dealers with that of the distribution recorded
for the combined mid-year 1969 Michigan Automobile Dealers
Association-Detroit Automobile Dealers Association member-
ship roster (as defined above), may we simply say here that
in the case of both the outstate and Metropolitan Detroit
segments of our final sample of fifty-four, we have found
ourselves to be confronted by a healthy incidence of men who
direct medium-to-large-scale operations within their respec-
tive markets. And as a consequence, we do appear to have
missed including in our survey a certain number (but by no
means all) of the smaller operators within both the outstate
and the Metropolitan Detroit portions of our final sample of
fifty-four. However, we submit that it would seem reasonable
to suppose that dealer association personnel familiar with
the Michigan automotive retailing scene would tend to equate
dealer "success" with a fairly high level of annual new car
and truck sales, among other things. And to us, at least,
there would appear to be a certain amount of logic in their
having done so.

A check with automobile manufacturer field sales
personnel familiar with the Detroit retail automotive market
disclosed that while a number of the Detroit dealers in our

final sample of fifty-four were situated in suburban areas,
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they all could be considered as competitive throughout the
entire Metropolitan Detroit area; and hence, no effort was
made to examine their incidence by central city, suburban,
or exurban setting.

A comparison of the distribution of the outstate
portion of our final sample of fifty-four dealers by size
of city in which located (based upon the final report of
the 1970 Census of Population) with that recorded for the
combined mid-year 1969 Michigan Automobile Dealers Asso-
ciation-Detroit Automobile Dealers Association membership
roster (with the Michigan Automobile Dealers Association
Upper Peninsula and Detroit membership exclusions stated
earlier) disclosed, as might be anticipated, a favoring
within that part of our final sample of dealers from the
relatively larger centers of population (i.e., cities of
10,000 inhabitants or more) within the outstate region of
Michigan's Lower Peninsula.

Thus, we might say in summary that the franchised
domestic new car dealers in our final sample of fifty-four
admittedly did tend, for the most part, to represent the
more popular automotive franchises, to own dealerships that
were located in what are most likely to be the more dynamic
automotive retail markets within Michigan's Lower Peninsula,
and to have achieved calendar year 1969 new car and truck
sales volumes which would seem to say that their operations
probably should be considered among the more active within

their respective markets. But at the same time, we should
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note as well that there also were present within our final
sample exceptions to each of these generalizations, so that
one might be justified in suggesting that a certain element
of diversity also was to be found within the ranks of that
select group of fifty-four Michigan automotive retailing men

with whom we are to be concerned.

Construction of the Questionnaire

The questionnaire employed to collect the background
information compiled for our study consisted, in its final
form, of two major parts. The first was a self-administered
inventory constructed almost entirely of multiple-choice
items. Accordingly, this part was entitled "Multiple-Choice
Inventory for Automobile Dealers," and it was organized into
seven subsections, each of which dealt with some particular
aspect of the individual background, personal viewpoint, or
professional experience of the dealer completing it.

The multiple-choice items in each of the subsections
were, for the most part, derived from questionnaires used in
earlier studies of entrepreneurs or corporate business exec-
utives with which we were familiar. And, although in‘almost
every case we accomplished a number of modifications in each
item before adopting it for our own study, and although the
overall organization, as well as the sequence of inquiry, in
that portion of our questionnaire were essentially our own,
nevertheless, we took the action of obtaining permission to
use the material which we had utilized here from each of the

authors or publishers who held the basic copyrights to the
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previously published questionnaires which had served as the
sources of inspiration for our own effort.

Initially, there were 184 items in this first part
of our questionnaire, of which 181 were multiple-choice in
character, and 3, questions in which the dealer was asked to
rank his choice of answers.

The decision to go almost exclusively with multiple-
choice questions was based upon a desire to meet two crucial
criteria: first, to make the completion of the inventory as
quick and as effortless as possible, and second, to provide,
insofar as was feasible, for a uniformity of responses which
would result in a minimum of difficulty and/or confusion for
ourselves at the time of the editing and coding of our data.

But even with this decision to proceed with the one
basic category of question format in order to accomplish our
twofold objective, we still finally came to the conclusion
that 184 items of what were at some points a rather personal
nature were a bit too many to ask of anyone, and especially
of a busy automobile dealer. And so, in our final revision,
we eliminated twenty-two of some of both the more benign and
the more impertinent of these items before determining that
this portion of our questionnaire was ready for publication.

The second part of our questionnaire also was self-
administered, and was designed to elicit a complete record
of each respondent's work history from the inception of his
first full-time job up through his current occupation as a

franchised domestic new car dealer. As a consequence, this
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portion was entitled "Career Development Profile," and in
addition to the section which was devoted to developing the
"Chronology of Occupational Activity," there also was a
section for "General Commentary," in which each dealer was
asked to respond to two open-ended questions: what some of
the more important considerations were that had caused him
to become an automobile dealer, and, if he had to do it all
over again, would he still elect to become an automobile
dealer?

During the first euphoric phases of the designing
of our questionnaire, there were in addition a third and
fourth portions (both of which also were self-administered)
which we anticipated including in our survey. The third
part was entitled "Executive Opinion Questionnaire," and it
was comprised of the following four short-form measures of
social-psychological attitude or outlook: (1) Selznick and
Steinberg's 1966 "Ideological Agreement with Goldwater,"
(2) Opinion Research Corporation's 1960 "Attitude Toward
Government," (3) Form and Rytina's 1969 "Beliefs about the
Distribution of Power," and (4) Survey Research Center's
1969 "Thrust in People" inventories. As set out in our part
three, however, none of these four units was identified by
its proper title, for as one can see, in each instance the
mere name of the inventory by itself probably would have
been sufficient to suggest to the respondent, at the very
least, the approximate character of its intent.

But even without their proper titles, these short-
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form measures of social-psychological attitude or outlook
still appeared on second glance to be somewhat menacing,
and hence, inimical to the spirit of trust which we hoped
to inspire throughout our sample. And so we reluctantly
decided to delete part three from our questionnaire. (And,
since in accordance with this decision no effort was sub-
sequently made to secure permission from the appropriate
parties to actually use any of the four inventories which
we have listed, it perhaps would be expedient as well for
us to emphasize here that merely because we have indicated
that at one point we had intended to employ these measures
in our own research, it by no means necessarily follows
that in every instance we would have been granted the right
to do so.)

Our similarly discarded part four was entitled
"Corporate Performance Index," and was, for the most part,
an original effort. It was designed to secure from each of
the dealers in our sample his estimation of the quality of
performance of each of the five largest corporations in the
United States with reference to their general management,
technical capability, marketing acumen, product quality and
performance, employee relations, dealer relations, civic-
mindedness, and profitability. Since three of the five
largest corporations in the United States at the time were
General Motors, Ford, and Chrysler (as ranked by Fortune in
its issue of May 15, 1969), it does not require a good deal

of imagination to determine that what we intended here,
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basically, was to note how a dealer affiliated with any one
of these three automobile manufacturers would evaluate his
company in comparison with the other two. Indeed, this
motive seemed so manifest, even to us, and the concomitant
danger of insulting the intelligence of the members of our
sample so great, that once again we reached the decision to
abort.

Typing of the final drafts of the first and second
parts of our questionnaire was accomplished on a computer-
fed IBM MT/ST IV typewriter system, which provided a rather
professional-looking, variable-spaced, variable-typefaced,
carbon-ribbon rendition of all of the basic body copy, with
major column headings and cover titles being added later by
Photo Typositer process. Since there was some concern that
not every respondent might wish to take the time necessary
to complete the chronology of occupational experience (as
indeed did prove to be the case), it was decided that part
one should be reproduced separately from part two, and this
was, in fact, the procedure which we followed. To distin-
guish the two parts from one another, part one was printed
on light-yellow stock; and part two, on an eye—-ease green.

In the case of both part one and part two, final
reproduction was by photo-offset process on 11"x17" stock,
with two pages of copy being printed on each side of each
11"x17" sheet. The six sheets constituting the first part
of the questionnaire, the multiple-choice inventory, were

then single-folded to form a twenty-four page, 8%"x1l1"
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booklet, which was then in turn saddle-stitched with three
conventional wire staples. The lone 11"x17" sheet which
comprised the second part of our questionnaire, the career
development profile, was merely single-folded to provide a
simple, four-page, 8%"xll" companion piece to the multiple-
choice inventory.

In Appendix B the reader will find reproductions
of both of these booklets, as they were disseminated to our
sample, except that in this instance they have been printed
on 100% cotton fiber, white typing paper, in order to comply
with Michigan State University dissertation binding require-

ments.

Collection of the Data

As we already have noted, our two-part questionnaire
was designed to be self-administered. We chose this format
in order to leave open the possibility of utilizing the U.S.
Mail as a means of collecting our data. Automobile dealers
tend to be somewhat busy people, or at least so we are told,
and we feared that any attempt to contact our sample through
the medium of personal interviews would prove difficult of
accomplishment - both in terms of arranging for the actual
interview dates, and of being able to maintain the undivided
attention of each dealer for the duration of the interview,
once on the premises.

The fact that Dr. Soslow had been able to use a mail
survey successfully in carrying out his own research in the

Rochester, New York, area, gave us confidence that we might
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be able to do as well employing this same approach. And, as
it turned out, our opinion on this was shared by the persons
with whom we were in contact both at the Michigan Automobile
Dealers Association, and at the Detroit Athmobile Dealers
Association.

And so it was that we experienced little difficulty
in finally settling on the choice of using the U.S. Mail as
the best means of reaching our sample.

Because our dealer sample was not a large one, and
also because a great amount of careful effort had gone into
the designing of our questionnaire, we determined that we
would not permit ourselves the luxury of pretesting it with
any of the individuals in our sample before contacting the
remainder of them. Instead, we took the two parts of the
questionnaire to the prominent Lansing-area Ford dealer who
was then president of the Michigan Automobile Dealers Asso-
ciation, to that organization's executive secretary, and to
a high-level marketing executive at the Ford Motor Company
for their consideration and review. A number of revisions
were then made in accordance with these three gentlemen's
recommendations prior to the printing of both part one and
part two of the questionnaire in the manner described above.

As we shall note again shortly, in spite of these
precautions, we discovered subsequently during the editing
phase of our research that a number of imperfections did
remain in our questionnaire, but whether all of these short-

comings would have become self-evident on the basis of the
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returns gathered in a limited pretest of it remains, in our
opinion, at least, open to some question.

The final printed version of our questionnaire was
mailed to the ninety-six dealers in our sample on the 16th
and 17th of June, 1970, and arrived several days following a
previously initiated advance postcard informing each dealer
that his co-operation soon would be solicited in our survey.
With each questionnaire was a letter of transmittal presented
on Michigan State University Department of Marketing letter-
head, and signed by the chairman of that department. This
letter requested the dealer's participation in our research,
and offered to answer any questions which he might have con-
cerning it. A second letter, on Michigan Automobile Dealer
Association letterhead, also was included, and it contained
a similar appeal for co-operation from the president of that
organization. Also furnished were a return postcard with
which the dealer could request that a summary of the survey
results be sent to him, should he desire this information,
and a stamped, 8"x12" mailing envelope in which the dealer
could place his completed questionnaire for its return trip
to East Lansing.

Two follow-up letters subsequently were sent to each
non-responding dealer approximately two and four weeks after
the initial mailing of the questionnaire, and enclosed with
each of these letters was a return postcard which the dealer
could use to ask for a replacement for his questionnaire, in

the event that he had lost or misplaced his original. (Six
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of our dealers did, in fact, return these postcard requests
to us, and of these, three ultimately completed and returned
the replacement questionnaires which we had sent them.)

In order to promote a sense of affinity, and of the
exclusivity of our sample, each of these communications was
individually typewritten - in the case of the postcards, by
hand, and in the case of the letters, automatically by means
of Singer Flexowriter (with addresses and salutations being
added by hand). Similarly, all of the letters of transmittal
were individually signed by their respective contributors,
and individual signatures also were provided for each of the
two follow-up letters (which were signed by the author in
his capacity as "survey director").

Interestingly (considering the time required to fill
it out), we received our first completed questionnaire back
in the mail on June 19th, only two days after our initial
posting, and between then and June 30th, the date on which
we dispatched the first of our two follow-up letters to each
non-responding dealer, we received another thirty-three
completed questionnaires. Between June 30th and July 20th,
the date on which we mailed the second (and last) of our two
follow-up letters, we were sent an additional twenty-nine
completions for our survey, and by July 29th we had received
the last three out of the total of sixty-six questionnaires
submitted to us by those dealers electing to participate in
our research.

In addition, we received a total of fifty-nine
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postcard requests for a summary of our survey results (of
which fifty-seven originated from dealers who also completed
and returned their questionnaires, and two, from dealers who
had not), suggesting what would appear to have been a rela-
tively high degree of interest in our program.

Copies of all of the correspondence to which we have
been referring may be found at the conclusion of this study,
in Appendix A.

Procedure for Editing, Coding, and Preliminary
Tabulation

While an initial examination of the questionnaires
returned to us disclosed a high degree of proficiency in the
completions, nevertheless, as we indicated above, there were
some slight imperfections in our questionnaire which caused
occasional difficulty, and in addition, there also were a
number of inevitable discrepancies, errors, and omissions to
be found in many of our returns. And so, in view of the
small size of our sample, we decided that it might be best
if we were to place a number of follow-up telephone calls to
our respondents in order to eliminate as many of these
unsatisfactory completions as possible.

We made the first of our calls on November 2, 1970,
and the last, on June 28, 1971. 1In all, we contacted forty-
three of the fifty-four dealers whose replies were employed
in our study, and placed a total of over eighty calls in
order to complete this correction process. We also corres-

ponded with one additional dealer by mail while he was on
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vacation in Florida during the month of March, 1971.

Quite frankly, this phase of our research proved to
be a somewhat trying experience for us all, and we would be
remiss if we failed to note the rather remarkable spirit of
co-operation which we encountered in our respondents when
phoning them for what was often rather personal information
about themselves and their families.

Coding took place after our preliminary tabulation,
which was accomplished by hand. In this manner we were able
to organize our coding not in terms of the distribution of
answers that we might have anticipated, but rather, in terms
of the distribution of answers that we actually experienced.
Special coding sheets were then prepared for each one of the
fifty-four multiple-choice inventories used in our survey,
and the data ultimately were transferred from these coding
sheets to standard eighty-column IBM cards (with four cards
being employed to portray the information derived from each
inventory).

Because of the generally open-ended character of the
second part of our questionnaire, the "Career Development
Profile," and the uniquely individual answers which were at
times contained within those chronologies returned to us, no
attempt was made to formally code and machine tabulate the
information disclosed by this portion of our questionnaire.
Instead, we simply reviewed each profile as it was received,
and recorded by hand the essentials of the chronologies and

career-choice observations as they were characterized to us.
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And, since we were working with a relatively limited number
of profiles, the task of doing this, and of summarizing the
results, really proved to be no more demanding of our time
and energy than the more mechanized technique which we used
for our admittedly more comprehensive multiple-choice inven-

tory.

Provision for Processing of the Data

In addition to simple machine tabulation, processing
of the data derived from the first part of our questionnaire
consisted of the creating of a series of 529 two—dimenéional
contingency tables, comprised of cross-tabulations of some
142 variables. All of this was brought about on a Michigan
State University CDC 6500 computer, using standard programs
developed for such purposes by M.S.U.'s Computer Institute
for Social Science Research.

This processing of our data was accomplished during
the summer of 1971, and was, as one can see, a relatively
modest effort, statistically speaking, in keeping with the
basic purpose of our research, the judgmental nature of our
sample design, the limited number of dealers in our final
sample, and the quality of information at our disposal (the

latter consisting, for the most part, of nominal data).

Concluding Comment

While more certainly could be said concerning this
aspect of our research, it is our hope that what we already

have disclosed has been sufficient not only to indicate the
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basic methodology which we employed in our survey, but also
to demonstrate as well what we suggested earlier are some
of the more obvious limitations of our study, so that these
limitations may be kept in mind when reviewing the results
of our effort.

And it is to a consideration of those results that

we now must turn.



Chapter 4

RESULTS

Introductory Comment

In Chapter 1 we observed that it was our intent in
this study to learn something about the "early origins, in-
terests, and outlook" of the franchised domestic new car
dealers in our sample, as well as about "the conditions sur-
rounding their original entry into automotive retailing, and
about their pattern of development within the business there-
after."” In addition, we also indicated that it would be our
further intent to explore "how closely the early develop-
mental experiences and pattern of professional advancement of
the manufacturing entrepreneur résembles that of the fran-
chised (domestic) new car dealer." And it is to this task
that we now shall proceed.

Our approach will be as follows: first, we shall
examine the similarities and differences that we have found
to exist between the experiences of the dealers in our final
sample and that reported for the manufacturing entrepreneurs
considered in the studies which we have reviewed in Chapter 2.
Next, we shall explore what the franchised domestic new car
dealers in our final sample have had to say about their pres-
ent roles in the automobile industry, and how they now feel
about their original decision to become automotive retailers.

61
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And finally, we shall reveal what we have learned about the
men in our sample as private individuals - about their per-
sonal life styles, philosophies, and points-of-view.

Here, then, in the order that we have just defined,
is what we have ascertained about the fifty-four franchised
domestic new car dealers who together have comprised our final

sample.

The Dealer as a Developing Entrepreneur

In order to facilitate the kind of comparison which
we wish to make here, we have taken the liberty of briefly
summarizing some of the more basic findings of the studies
of the manufacturing entrepreneur covered in our review of
related entrepreneurial research, as presented in Chapter 2.
As the reader will recall, these studies would appear to have
suggested that the manufacturing entrepreneurs in their
samples have evidenced:

* An unhappy childhood, characterized by poverty, insecurity,
and a high incidence of early parental death, broken homes,
and rejection of the father.

* An unhappy experience with formal education, characterized
by restlessness, desertion from high school or college, and
resentment of academic authority figures.

* An early job history of drifting from one line of work to
another, followed by periods of personal business failure,
subsequent instruction from sponsors in areas of business
interest, and a final, ultimately fruitful, plunging into
the formation of one's own enterprise.

And, in addition, the reader no doubt will also

recall these other commonly reported feelings:

* A tendency for entrepreneurs of predominantly "blue-collar"
backgrounds to display a lower level of attainment or



63

proficiency in education, training, and social awareness and
involvement than entrepreneurs of white-collar backgrounds,
and to operate their businesses with less demonstration of
adaptability to new techniques of internal management, and
to changing conditions in the external marketplace.

* A seemingly greater incidence of firm success being noted in
the case of those small businessmen whose education and early
work experience were most closely related to the character of
their final entrepreneurial effort; who were possessed of
good administrative ability and a capacity for hard work, and
who displayed a concern with using these assets to achieve a
sound record of firm profitability and growth; who exhibited
the greatest personal vitality, cosmopolitanism, and alert
receptivity to new ideas; and who most consistently manifest
the keenest and most astute appreciation of customer needs,
and of the marketing initiatives necessary to best meet those
needs.

While it would be nice to be able to report that in
every instance our own final sample of fifty-four franchised
domestic new car dealers has in fact evidenced the same kind
of experience or background, unfortunately such has not
proved to be the case. For example, most of the dealers in-
cluded in our final sample would not appear to have undergone
the same type of adverse childhood portrayed for the manu-
facturing entrepreneur. In fact, over eighty per cent of our
dealers specified living with both of their natural parents
throughout most of their early years, and only twenty-two per
cent suggested that they had come from households that were
economically depressed. At the same time, nearly eighty per
cent of our final sample characterized their childhood days
as being either "very happy" or "quite happy most of the
time," while no one bespoke of a childhood that was unhappy

in all respects. Along the same line, almost one-half of our

final sample of fifty-four franchised domestic new car dealers
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indicated that during the period of their childhood, their
families had lived longest in a residential section of town
which was of at least average quality, while another thirty-
five per cent stated that their families had resided, for the
most part, in either good or exclusive neighborhoods.

On the whole, neither do the members of our final
sample seem to have been subjected to a particularly unusual
or unstable course of childhood development. Over one-half
of them stated that they had lived in the same city for all
of their first eighteen years of life, and an additional
eighteen per cent dislosed that they had moved to another
city on only one occasion during this period. Seventy per
cent of them also indicated that they had attended church at
least three-to-four times per month, and all but two per cent
of our final sample reported getting along harmoniously with
people their own age or older throughout their teenage years.

At the same time, by the age of thirteen, practically
eighty per cent of our final sample had learned to swim, and
by the age of nineteen, almost two-thirds of our dealers have
indicated that they already had purchased their first car.

In other words, the picture we would appear to have
here is one of a fairly conventional youth, characterized,
for the most part, by relatively normal patterns of middle-
class background and experience (the main exception to this
perhaps being the rather high incidence of early first car
ownership, suggesting what might not only have been a reason-

ably secure financial position at the onset of adulthood, but
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what could also have been a strong manifestation of an early
interest in matters pertaining to automobiles as well).

Neither have the members of our final sample provided
much in the way of evidence suggesting that they were usually
"out-of-sorts" with either of their parents during their
childhood years. Indeed, fifty-six per cent of them have
stated that their mothers and fathers were the kind of parents
"that they would have wanted their own children to have"; and
another thirty-three per cent, that while in some ways they
believed that they had been better parents to their own chil-
dren than their parents had been to them, overall they never-
theless felt that their own mothers and fathers had performed
well as parents. At the same time, only seven per cent of our
final sample criticized their fathers for having taken too
little interest in their children, while a majority suggested
that, for the most part, their fathers were either easy:going
or about average in their strictness or moral outlook. As
for the mothers of the dealers in our final sample, the feel-
ing expressed towards them appears to have been one of even
greater warmth and appreciation, with fully eighty per cent
of this group recalling their mothers as "a person whose
primary concern was always the care and well-being of her
family."

In keeping with this general impression of good will
toward their parents, fifty-two per cent of our sample also
indicated that they had enjoyed plenty of freedom throughout

their childhood, and an additional five per cent even stated
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that they had been permitted to more-or-less run free. An-
other thirty per cent portrayed a childhood which alternated
between periods of freedom and periods of greater parental
supervision, while only seven per cent complained of constant
supervision, and resulting conflicts with their parents.

At the same time, sixty-nine per cent of our final
sample reported being rewarded or praised by their mothers
and fathers for commendable behavior as a child, and sixty-
three per cent asserted that during their late teens they
either rarely or never experienced disagreements or arguments
with their parents. Nearly sixty per cent also revealed that
their parents had taken an interest in their career aspir-
ations, and had helped them to plan what they had wanted to
do.

Thus, we can see that here too the experience of the
fifty-four franchised domestic new car dealers in our final
sample would not appear to have very closely paralleled that
reported for the manufacturing entrepreneur in the studies to
which we have made reference in Chapter 2.

In regard to their formal education, the members of
our final sample would appear, for the most part, to look
back favorably upon this phase of their early development.
Indeed, forty-eight per cent of our group stated that their
schooling has proved to be very helpful to them in life,
while another forty-six per cent indicated that it has been
"helpful for the most part," and only six per cent asserted

that "while it was interesting at the time, it has not



67

proved to be very helpufl since."

As concerns the amount of formal schooling which the
fifty-four members of our final sample completed, twenty-six
per cent have indicated that they are college graduates,
another thirty-three per cent have stated that they at least
have attended college, and an additional eighteen per cent
have reported that they are high school graduates. In addi-
tion, fifteen per cent of our final sample (of whom most were
from the outstate area, and from the ranks of the more senior
members of our body of respondents) have recorded that their
formal schooling terminated at some point prior to high school
graduation, while another four per cent have claimed post-
graduate study short of their master's, and a final four per
cent, the attainment of a professional degree (with all of the
dealers from these two latter groups being from the Metro-
politan Detroit area).

Our sample members' recollections of their former
teachers also appear to be basically favorable, with fifty
per cent of our final sample having disclosed that they had
admired either many or virtually all of their old mentors,
another forty-four per cent testifying that they had admired
at least some of them, and only six per cent alleging that
they had admired either a very few or none of their former
instructors.

As for the matter of early desertion from high school
or college, sixty-five per cent of those attending high

school have averred that the thought of quitting that
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institution had never even occurred to them, while an addi-
tional twenty-one per cent admitted to having entertained
such thoughts rarely or only on occasion. Thus, the possi-
bility of such desertion at that point in their academic
careers seems to have been a major factor in the thoughts of
only a small part of our final sample - namely, the twelve
per cent who did quit high school, and another two per cent
who completed their high school programs, but who neverthe-
less acknowledged having frequently contemplated quitting
their studies while in the process of earning their diplomas.
And, of those attending college, at least one-half did go on
to receive their bachelor's degrees.

Other indications of overall favorability toward their
formal education may be found in the high percentage of
respondents who felt that the work they had done in school as
children had received adequate recognition from their teach-
ers. Forty-eight per cent of our final sample felt that they
had almost always received such recognition, and another
twenty per cent stated that such usually had been the case.
An additional twenty-two per cent felt that their work had
received adequate recognition in a moderate way, and only ten
per cent complained of what they felt was something less than
adequate attention.

As pertains to conflict with academic authority fig-
ures during their formal schooling, the franchised domestic
new car dealers in our final sample have provided little evi-

dence of such problems in the information supplied to us. 1In
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fact, fifty-two per cent of those attending high school have
specified that they do not recall ever having experienced
direct and open conflict with their teachers during their
high school years, and the remaining fortyfeight per cent
have disclosed that they did so only on occasion.

And as for possible conflict with family authority
figures during these same years, here too we have been
supplied with little evidence of difficulty. For instance,
thirty-five per cent of those attending high school have
characterized their parents as having been quite lenient
toward them throughout their high school years, and another
forty per cent have stated that their parents were no more
or less restrictive of their independence than were the par-
ents of their friends. An additional twenty-five per cent
did admit to their parents having been "rather restrictive,"
but interestingly, no one accused their parents of "having
ruled with a heavy hand."

At the same time, neither do the great majority of
these same dealers appear to have experienced much conflict
with their parents over matters relating to their academic
performance. 1In fact, twenty-three per cent of them report-
ed that their parents were generally pleased with their high
school grades; an additional thirty-four per cent stated
that their parents were generally satisfied with their work,
although still feeling that they probably could have done
better; while still another twenty-three per cent indicated

that their parents did not complain about their grades so
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long as they had done their best. Of the remaining twelve
per cent of those attending high school, six per cent
disclosed that their parents had taken no interest in their
academic performance whatsoever, and only the remaining six
per cent confessed to having had parents who were displeased
with their level of academic achievement.

In the case of conflict over grades, however, perhaps
at least part of the reason for no great problem having been
reported here could be due to the fact that an appreciable
number of the dealers in our final sample were never really
in any kind of serious academic difficulty. For example, of
those attending high school, forty-four per cent reported
receiving above-average-to-distinctly-above-average grades,
and another forty-eight per cent, grades of at least average
quality. And of those attending college, only three per cent
indicated being in the lower twenty-five per cent of their
respective classes, with sixty-five per cent disclosing that
they stood within the middle fifty per cent of their respec-
tive classes, and a final thirty-two per cent testifying that
they had ranked in the top twenty-five per cent of their
particular groups.

Thus, in this instance too the picture would seem to
be one of a somewhat different pattern of experience than
that which has been reported for the manufacturing entre-
preneur. But in one respect, at least, there would seem to
be something of a similarity between the franchised domestic

new car dealers of our final sample and the manufacturing
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entrepreneurs considered in the studies which we have dis-
cussed in Chapter 2, and that is in terms of what they both
feel should be the principal benefit of one's educational
experience. For like many of the manufacturing entrepreneurs
depicted in the related research reviewed in Chapter 2, the
majority of the dealers in our final sample would appear to
believe that for the most part, education should have the
practical value of preparing a person to lead an active and
productive professional life. And thus it is that when asked
what they felt was the most important thing a young person
should derive from attending college today, fifty per cent

of our final sample replied that training for a profession
was the most important objective, while only twenty-six per
cent opted for general cultural knowledge, and an additional
twenty-four per cent, for either personal maturity or social
polish. And thus it is too that fifty-seven per cent of
those dealers attending college named business administration
as the subject which they enjoyed most as undergraduates, and
another sixteen and nineteen per cent chose engineering and
science and mathematics, respectively (with only eight per
cent citing the less demonstratably "vocational" humanities
and social sciences as their favorite subject areas). And,
even at the high school level this same preference for the
so-called "practical" curriculum can be seen in the major
subject area concentrations elected by the members of our
final sample, with forty-two per cent of those of our dealers

who attended high school undertaking most of their work in
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commerce or business administration, another ten per cent in
trade or industrial arts, and four per cent in agriculture
(with the remaining forty-four per cent undergoing the college
preparatory course work necessary to qualify them for further
education at the university level).

But aside from this latter point, as was found to be
the case with childhood experience, so too in the area of
education we would seem to be confronted by a lack of basic
similarity between the development and outlook of the fran-
chised domestic new car dealers in our final sample and the
manufacturing entrepreneurs considered in the earlier studies
which we have cited.

As for the matter of early job experience, to an
extent we shall be examining more of the specifics of this
aspect of the backgrounds of the fifty-four franchised domes-
tic new car dealers in our final sample in that portion of
this chapter devoted to the new car dealer as an automotive
retailer. But at this point it prébably would still be use-
ful for us to consider just a few of those particulars from
our dealers' early work history that will enable us to deter-
mine whether or not these gentlemen underwent the same pat-
tern of job hopping and early failure that has been depicted
for the manufacturing entrepreneur.

In one important respect, our dealers would seem to
resemble their entrepreneurial counterparts in the manufac-
turing sector, and that is with regard to the early age at

which they first began working regularly at some job for
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money. In fact, fifty-two per cent of our final sample
indicated that they already had taken this initial step by
the time of their fourteenth birthday. Another nine per cent
had done so by their fifteenth year, and another sixteen per
cent by their sixteenth year, and an additional four per cent
by their seventeenth year (with the remaining twenty-one per
cent dislosing first-job experience by their eighteenth year
or later). And at the same time, fifty-two per cent of our
dealers reported that they had attained these first-time jobs
purely as a result of their own job-seeking efforts, while
thirty-two per cent of those attending high school stated in
addition that their jobs during their high school years had
constituted the form of extracurricular activity from which
they had derived the greatest satisfaction.

But beyond this, any similarity with the manufactur-
ing entrepreneur would appear to cease, with only thirty-five
per cent of the members of our final sample indicating that
they had held a number of different jobs throughout their
working lifetimes before finally becoming franchised domestic
new car dealers. Of the remaining sixty-five per cent,
forty-one per cent disclosed having held a number of differ-
ent jobs, but mostly within the automotive retailing career
field; and twenty-four per cent, having held only a few jobs
within this same area. At the same time, fully eighty-nine
per cent of our respondents have asserted that they have
never been out of work for one month or more at a time,

seventy-two per cent have recounted that they have never been
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employed in any state other than the one in which they first
began working, and eighty-five per cent have noted that they
are, in fact, working today in the same state in which they
were reared (with fifty per cent actually living in the same
city in which they were brought up as children).

Insofar as the effect of "blue-collar"/"white-collar"
background on management practices and performances is con-
cerned (as generalized for the manufacturing entrepreneur at
the beginning of this chapter, based on the studies reviewed
in Chapter 2), there really has not been much<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>