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PREFACE

‘ Th1s study, funded in part by the Facu]ty Research
L]
" Rwards Snd Fellowships Program in January, 1975 is a

4

cu1m1nat1on of over eight years of work. #Prior to thts

formal research project, an informa1 study was‘éohducted

r

in a Busineés Communications course where skits were used
as.part of the televised instruction. The s¢udents rated

the use of ‘skits the highest of all the rated items. The

.

-resuits of the informal study gave the researchers;the
" & ’ . . - !

fmpetus to pursue further study of the innovative use
. v ) : : .

of skit lectures in televised instruction.

\ . ) ‘ v J

&



__’!__7____,_———————’_’_—’-1:-'

ACKNOWLEDGHENTS

Appreciation is’ g1ven to the te1evis1on teacher,
Profehsor Ph1111p A. S1nc1a1r of éhe Univers1+y of To]edo
) Commun.ty and Technical College, who wrote and presented
the eight teiev1s.on lectures. Professor Sinclair repeat-
edly taught the Market1ng course for-three years to pro-
vide the necessary data for this study Appreciation is
also extended to’ Dav1d E. Kennedy, who assjsted in the
'research design and anaTyzed_and.interpreted the statis-
tical data. Mr‘ Kennedy was'a Lecturer ‘at ThetBon11ng .
| Green StuteyUniversity during the t1me the- D1rector of 4%3”-'
the prOJect was wrht1ng the study. And last, my persona1 |
appreciat1on to my 1ov1ng wife, Bonnie, who managed to »
“~'cope with a]? of my frustrat1ons and problems during the

time this study was bedng conduEted and wrftten, ' A T

T, | ~.F.R. (Bud) Kdontz, Project Director
| © December, 1978 |




' TABLE OF CONTENTS
LIST OF TABLES .
CHAPTER. . . o v v b et e
1. INTRODUCTION . . & .
NEED . . ‘
STATEMENT OF THE PROBLEM .
' DRAMA DEFINED .
SURVEY OF LITERATURE . . . e
PURPOSE o v v v vra e o o o
-LIMITATIONS. . . R

_\

BASIC SUPPOSITIONS AND DEFINITION OF:
TERMS., .~ : . .

19, PROCEDURE. . . vu . . .. . C e e .'.
" -~ ACQUISITION OF STUDENT ATTITUDES . N
| \PREPKRATION oF TELEVISLQN/tECTUKES

’ THE ATTITHDE SURVEY. .*u\, »
~_ADMINISTRATION OF THE»suﬁ\EY R
MEASUREMENT OF LEARNING P
© _TEST FOR-COGNITIVE GAIN. . . . . . .. . .
TEST . DESIGN . |
N A 2 . |
TESTING. v v o oo e e e m e v o B
i1t s
AR . B
' v - e

Nede]



N |
IIT. DATA AND ANALYSIS. . . . . . . . . .. s0
JSTUBENT DATA | Rt U T
THE ATTITUDE-SURVEY, " - Y Vi
" ANALYSIS OF ATTITUDE SHIFT . . . . . . 18

FACTOR  ANALYSIS OF ‘ATTITUDE SURVEYS. . A2

TEST ADMINISTRATION.AND SCORING. . . . 83

QVALUATION OF MULTIPLE 6ﬁofc§ TEST . . a1

IV. SUMMARY, DISCUSSION AND CONCLUSIdNS, . ar
' ~ SUMMARY. 5;,;3';.# C e e e e . 920
"Z/EBNCLUSIONS AND DISCUSSION . . . . . . 102
2 RECOMMENDATION FOR FURTHER RESEARCH. . 108
BIBLIOGRAPHY. . ' 112
APPENDIXES | T B \

S A. SKIT LECTURE §€RIPTS.tv: T T \:

- B. THE STUDIO SET FQR'THE SKITS . 166
€. TELEVISION NOTES . ; C 87
7 D THE ATTITUDE SURVEY. . .. . . . . . .. ;4
1 CELTESTS, .,K\; Ce e 88
i - o ”

iv )

=
»

&



-,

.Tab}e

P W N

LIST OF TABLES

A Y

Student Pefs%qg] Data, Fall Quarter 1975

Student Personal Dataz, Fal} Quarter 1976

Student Personal Data, Fa]j\Quartér 1977
® : "

. Student Personal Data, Fai]'Quarters,

1975, 1976, 1977 . . . .. w .o .

. :AttItude Survey Data by Factor. . . .

Att1tude Survey Data in Order of State—

sent Presentation, Fall Quarters,:
1975, 1976, 1977 . . . . . . . . ..

Summary of Survey Data. . .. & . i ..

Factor Analysis of First Survey Data. .

o

Factor Analysis of:Second Survey Data .

Factor Analysis.of Third Survey Data. .
Student Scores on Multiple- Choice Teéts;

by-Section Groupings R
t<Values. for Theatr1ca1 VS, Expository
Group Test Scores by fTasses, "En-

- vironmental: Marketing" and "Posi-
tioning" Preaentat10ns e e e e e e

Page

52

55 .

58

61
67

91

P
\ ,



Chapter I
3 . : INTRODUCTION
The student of today has an awesome responsibi?itﬁ’toi

get the neces;ary_educationél training to prepafé for

"life's work:in our complex society. ‘He must learnm more,

‘have more educational experiences and take more courses in

‘a shorter‘period of ‘time.to keep up with the -constantly

oy L :
chang1ng and expanding techno]ogy._ Instructiona] televi-

sJon, -in part has been emo]oyed to meet some of these
essential educational needs by br1nﬁ1ng the reah1a of our’
complex society into the classroom in a. way that would not
otherwise be p0551b1e./2"2pe sole purposekgf using fe]ev1--
s&on is to make teach.ng and ]earn1ng better than they are
w1thoqt te]ev1s1on, tu'expand theuscope and depth of/educa-
tién;ﬁ. ; ."] Buf for aJ] the'ianstment of mdneyfitimef.
“and eféoft, for all the instructional té]evisi@n departments_'
'avaijable; for ;11 the‘réseaféh hesﬁltsfshowing no signifi-

cant difference in learning when te]eyision_is'used, for

“the mediated instructional experience available at all edu-

cptionalflevels, instkuctionai television is still periph;
‘eral to_{nstwuction, and is still too sparingly employed,

particularly {n‘highér education. ’'Faculties aré‘genera11y?

NE
LI : . *



'inpqtf‘as well ‘as by unrealistic budgets. . . .°

room teaching,',ﬁhgre tﬁéfe }s significant-différeﬁbe,,it

p 2

apathetic toward its use.?

“The qu}ity of the instruc-
tional teieyi%joq\program is still hampered by a lack of

sufficient and intelligent academic and professional media
. 3 .

Tt fs.singuiak]y evident there'afe bn]y isolated cases
of, television being used for instructional purposes employ-
ing a §ystews-d¢sig; approach containing contentvspeciaih
ists,-instructioda1 dgsigﬁers,‘broducers, writers, research-
eré, film, graphic, audio, print and‘desfgn specia]iSts,
etc., to work on an individual [TV ser{es.4 And sad]& th;s
typé Qf progrémming will only be viewed by a sma]]_aud#ance,

Television used for instruction has been researched

>

more than any teqﬁhing tool yet innovated, Millions have i

"been spent acquiring information describing what happens

“when television is used as a teaching dévice;s The;éffec-’

. : : o s
tiveness of television has now been demonstrated in hun-

dreds of_separate'comparisons conducted ir many paftgiéf‘
the world at levels from pre-school to adult® education:

using a grea?.variety.of methods and subject matter.

‘-

- There is no longer any doubt fhat children and é&u1t$ learn

a'greaﬁAamo%pt from instructional television.’ *Summaries

i

‘from research show_thét in the majority ofléomparative

"studies, there is:'no signifﬁcant difference betwaen learn-
. . oy . . k [ .

"'\: ”

| ing from television and-%earning from COnventiona1fc}ass-.

«
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3
i; 1ike1yfto be in favor of te?enised instructton.®
Research alse suoquts there are several cases in which
te]evtsed instructton has increased learning and the number’
of such cases appears greater than would be expected by -
chance.? Ohe of the significant findings about the 11tera;
ture is that the teachers who 1nstruct on te]nvision put
add1t1ona1 time into the prepg{ation of the1r Tessons
reqard]ess of whether it is te]evised on open ar c]osed cxr-
cuit: The te]evision ]esson is neverthel*ss fn 101 view

for both students as well as ‘the teacher s co]1eagues. The

, additional- preparation, ‘therefore, does appéar to make a.

difference in the qua11ty of the instruction and the amount'
10

o

of,1earn1ng that takes place. \

Most research studie% 1nvo1v1ng the use of telehision m
for 1nstru tional purpos s from the early 1950" untit- the
m1d 1960 jiwere compdrisgns of 1ive 1nstructiona] activity

in the ancsroom_w1th the same live and/or video- taped

'1nstruction u ing te1e§ision There were very few ttfempts K

during this period to 1nve§¢1qate the unique quaYities te]e-‘

an

vis 1on may possess for 1n=truction Most research facts

- were difficu]t to obtain due to the lTack of pub]icat1on.

 -Most rese:rch was ava11ab1e only;.nﬁm1meographed reports."2

was not unt11 1955 that the f*rst compr]ation study was -

comp]eted by Kumata]3 who found research answers to contem-

porary questions of that time. Kumata conc]odedlin part
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that television students do as well as cunventionally taught

stgdents; that students do'learn from television; and that
sthdents' attitudes toward:television should be 1nternreted
14 '

,cautiou57y. A]so included in this report was an extensive

15 “In

bib]iography and synops1s of uert*nent Titerature.
_]959,;Hohmes'6 compiled a simiier study that surveyed Drac;
tically every known>th§tructiona1 research study dealing
with instructional television. This' study provided other
researchers and prattitﬁoners-with'pertineht factual infor»

:.metien‘ghat tou]d be appTied and used to sqﬁe extent to -

desjbn_ihstrectionai éoftware. N | 'AA' )

: Inétructional.teﬂevision then .had en_acceTerated'growth

ra:e beginning in the mid—]Qéﬁ's dee to the tremendous'ih-_
crease 1h-studeﬂt popu?étion.‘? Investfgatfons durinc'

z. this era were st11lgpr1mar11& interested 1n the basic
question does learninq ‘occur when te1evision 1s used as a ..
$each1ng tsol? This research’ was ‘also encouraqed by sken-

_ tics and by'those'1n che teach1nq profession. who felt )

N threatered: by this nes teachinq device.. Tn 1968 Chu and'

~

SchrammT8 pub]ished a third study combininq the findings of ’
-Kumata ;nd Holmes plus contemporary research For the first
time, re%earch f1nd1ngs were "grouped 1nto specific eategor-
ies’ with a descr1pt1on of the prob]ems, a, brief rev1ew of

h .. the availabie Titerature and conclGsions,



Despite the avaitSbility oFf studies and the}r S-eC]ffc
conc]u51ons: t;e productlon of 1nstruct1ona? te!ev1s10n did
not 1mprove w1th programnlng technlques and pra ;1ce>.7

'fsttructlonai telev1510n was d1fferenttated from commPrctal
programs by be1ng p»aced 1nto the categor% of "nen- anter-

tainment." This des1gnat1on_unfortunate?y Was genera]}f

true. Instructional programs of—tgléfessons, as they are .
y. ’ . . - f

bccasVonaTIy Eailed; are frequently dull, boring, 'and hedaqg
tic,]9 -Too many ITVY programs are Iittle‘mqre than "taliing.i
‘heads" - thatvfé;’thé.télévision instructor rac{tigg'a'lgc;

! .
\

tuTefihat could he. read'1n1a mimebg?aphed ?eport or &

'book 20_ wr1tang a ¥ecture as. a te]ev1sion 1esson requres

*

,gooU organ1zat10n of cUntent mater1a1 and 1nterest1ng JUP~
1. 21

>

port materia Not all ITV programs, fortunately; Cangbe

.'judged.as-dull. Some ]esson content is h!gh y 1ntere$ting
| and maintéihs student attent1ono' The ntrpose awd sett1n9

' customar11y 11nked to txad1t1ona] concepts ot an educa~'

¢

,t1ona1 format are respons1b]e for the frequent dreary
‘fqua11ty.ZF . . L , L o s

In many ways, ITV (because it is free of the stric. -
,tures of commercial broadcacting) is one of the freest
places in the world of modern communicaytions for inno~
.vations. But in the fusion of* educatwon Q&practice and ~

“television techniques, most ITV. 1essons will .follow
general formats which represent, {n fact, an attempt by '
telecasters to emulate "tried and true“,educational - pro- .. -
 cedures,?23 _ R T

'There-are'qn}y'a'wsmqll rumber of-studies dea}iwg with

. . . . . e -
- B Lo . Bt . . 4 .l p . 4
' gt o L . o . . o ..
PAraiitex: provia g .. - . ' LT v ST ' . . . ’ v S R
. = EEN LT . ; . ) - AECEE N T A .
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'? ;product1on varia“!es or variation Jn methods of orqanizinq “%
n.'and presenting the program content w24 The vast majority |
ERENE'E & Stud}ef have been concerned with comp aris;ns of overall
effect1vnness and nat with researching te}ev1sion s own vir-

25

. . . N . L . /
_tues by varying prnsentatzon methods. "However the "two

far—reaching substantive and 1mpressive Sucress. stories,

© the Chi?drpn s Te1evisxon workﬁhop : h Open Jni-‘
/7’A ;rsityw'are serv1ng asAhafbinge riné-in thE'LQ
_;"’ o . ) - o

:*”-‘electron1c and edacatinna? vineye. wo.ois for future

r n :’ we 6 A - .

Ne oLl

) v‘development,AA _
s S ! Thrbuqh Sesamn Stveet‘ and 'Thp p}uQﬁt:L Company’
[ . CTW has - given 1TV three tmportant legacies. .First,
" GTW showed: acaﬂeuicians, adminisirators and fundinq
‘ Lagencies that "a- majnr capital {rvestment in design ..
" and production is necescary to achieve glality. -
S coursewara. | Second}y, CTH.-was the. first-to depart -
. from the teleylsed instruction format. - where telex
yision was an-add-on to content treatment - to adopt -
"~ -.an Instructional. tetevision process designed spe~ ..
cifically to the medium. And thirdlys CTH showed
that Ceitieni, réseardh and prnfessiona1 Droduq}?on :
“can be effecrive!y cnmbined 27

\‘"

"’*esame Street‘ Was created with th& aim of prepar%ng _:
‘Achildren for schoo'i"'z8 .rnm tne beginn1ng\ thn membars of
f_‘CTH were concerned that thg\proposad show be prfmarily 1nte1

'lectual 1r content “but use entertainment as a ‘means for pre~

S
\

’nﬁsent1ng the 1nformat.on.?9

- Despite’ criticism,‘“&esame Street“ was evalua-- A
ted.as highly successful in terms of’ 1ts stated goals. <«
- The program deserves far more than mere 3ust1f1cat10n* S
it broke the ground in: educational- programming,’ . . v .
fSesame Street', therefove, should not be considered -~
‘a b1ueprint for future programs; rather, it {s a model-
of ‘the creativ1tv and innovatinn that will be required if

-
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were concluded with positiye_re~‘§ts‘

dleee Program~and offers/no credit. 33 ‘

E S ’ " "’"7 |
B N \ C -
_ﬁte;e.?siOn is: to realize 1ts potént1a1 elevi=- -
sion can be a:vital force in awakening the int rests of
'ch11dren, but to do the job .correctly, the creators of -
~the TV programs, as well -as educators and’ parents, must
work toward ‘the same-goals, re1nforcin8 and bu11d1ng

:mpgn contributions for other sources. .

- ¢
\‘\»

the readlng program "Electric Company®. It too used enter-
tainment as a means of conveying information. The experi-

- ments conducted -to assess the effects of in-school viewing

~ 2
S

he. a:uUud success story 03 - - - uritain’s.
Open Un1vers1iy

| fhe 1n1t1a1 and cont1nuing success of the Br1txsh
. 0pep/Un1vers1ty\are likewise an ITV m11estone, -and -

~u( “sgr»e as a-prime stimglant to renewed .intérest of higher~'

cation in the medja.and to oepn learning, p]anning
and development in every section:of the United States.,
JThe OU course development: team, which. brings. academi -
¢ians, 1nstructional designers dand mediﬁ professionals ‘
' together to develop’ med1ated 1nstruction addréssing spe~ -
- cific educational ob3ect1ves will be emulated for years
. to. tcme.3? L e '

The surcess of the Br1t1sh Open Un1vers1ty prompted al

»s1m11ar system din the UnntedﬂStates. The Un1vers1ty of de-'

'nmerica was’ 1ncorporated 1n‘Ju}y Qﬁ 1974 on K non profit

i .
A . N

' basxs spec1f1ca11v to undertake the reg1ona1 productlon and f
fdissem1nat1%n of open 1earn1ng courseware.’ The Universnty

of Mid—Amerwca 1s not a un1vers1ty an the usual-sense since *©

’)
L

it has no resident facu]ty/or campus. -1t has no external

“



g

Un1vers1ty and the Un1vers1ty of M1dmAmer1ca are. des1gned

‘fu1ty or degree programs.;-:'- . NS

t 8 ‘ "\

UMA has a specially designed course development
process, which includes different approaches to both

~design and team-composition. ° L
- The complete and systematic 1nstruct1ona] design -

* nrocedure can be summarized in five steps: design, pro-
duction, field.testing, re-design and re-production. A
resident content specialist, aided by a senior content
advisory panel, is joined by an instxuctional designer,
‘a producer, writers, a researcher-evaluator and televi-
sion audio,:film, graph1c, print and design specialists
for the Tife of the course. This enables. content - '
design, production and evaluation to work together Cre-
atively as an “integrated. team 34

\ .

~

This new rebirth. of research.fhoweVer, is not particn-

larly,aimed;a;“the col™ un1vers1ty 1eve1 "Sesame'

- —

Street" and'the "E]ectr. v ny"'are specif1ca11y des gned .

i

for pre schoo] and n'lementary students The Br1t1sh Open ;_TA

®

ﬁfor post secondary edﬁ%at1on w1th no campus,_re31dent fac-

\ . i _,--/‘/

R

e

There is an urgent need for much research in 1nstruc-o

tional teJev1s10n presentat1on var1at1ons "Slnce 1964,

,wr1ters have cont1nued to stress the need for research 1nto

the effect1veness of- telev1s1on presentat1on techn1ques "35

. In 1966,_a report.1ssued by Leeds Un1vers1ty Centre for ;

7te19v1s1on research conc1uded |a'therens st111r1acknng,_h9w-
W R

ever,‘a set of pr1nc1p]es, ver1f1ed by nesearch, to thCh

_p]anners and producers of educat1ona1 programmes can refer

for gu1dance jn”select1ng and organ121ng teaching,materua]s

for'teleyision presentations."36 In addttiqn, ;/

2
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9

' effectively by te]eyision.38 o

J— S — i AU S S

\ o : i . . ¢ . R -

‘Mielke (1968) observed that a television producer
‘ wou]d not find & goldmine of production principles in
" the research Titerature. He emphasized thz¢ the
poverty of research dealing with television production
strategies. stood in strikihg contrast to the plethora

- ' of gross med1a effectiveness compar.sons that left ,

message treatment variables . unana1yzed &7

After Chu and Sch ranm,*na]yzed hundreds of research

stud1es Poncerned Wﬂtn teach1ng bj te]ev1s1on up to 1968,

the vital question sti1l remaining was how to teach most

L Ty . ' : ~
. ‘ - -

Statement of Problem L ' . .;?// ’ _fmi“f*

'Une ine: Lo ‘ayision techr G g 13
g y

-

studJed has been’ the use of drama 1ncorporated 1nto tng pre-

SN S

se"tat1°"' “"The power pf the ‘drama to sharpen and g1ve:7

1mmed1acy to 1nformat1on ha’s been 11tt1e exp1;>red._...“.\"39

‘o~

However, te]ev1s1on, by virtue of 1ts ab111ty to 1ncorporate'

'numerous resources . 1n a s1ng]e te]ev1s1on 1esson, may very

well. st1mu1ate the use of drama in the teachina/]earn1ng

process. 40

fsents 1nformat1on 1n a dranatic foﬁm that is 1ntended to

¢ ' - K : - . )

.~

& . . A
Th1s study exp]ores the deve]opment of an 1nnovat1ve

,1nstruct1ona1 techn1que, pecu11ar to telev1s1on, that pre-

e 4 o
&

@

'

_be more 1nterest1ng and atten£1on compe]]Tngqthan trad1—‘*3'

tional fprms of presentatlons. . 3 .
r . S { .
Instructiona] te]ev1s1on is natura]]y suited for inno-

vative teach1ng techniques that cannot be 1ncorpd&ated ﬂnto
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L "; 10 ”<if o L

traditfonal classroom teaching or_other forms of mediated

J ‘instruction. Television-transcends the boundaries of time
.. ‘.l . . ] n ‘ ] . { . } ) . . - . .
and place, and can present realistic settings. A unique

example of incorporating drama into instructional televi—_

sion is the series "Practical PoTttics" produced by tne 21

41

Inch Classroom. This‘series of foUr fifteen-minute pro- .

\/

gg‘ grams te]]s a story of a young cand1date campaign1ng for

N\ the off1ce of state representat1ve.— Each program presents
\‘.

a prob]em to be solveq Th% story, however, ends‘at the’

point where"a decision must be made. The class then dis-

'Fusses the prob]em and c“fe  its own sohuxionl42
. A ‘ _
z,fﬁi;, Thls ser1es was pur)osely deS1gned to make students»nhhégj

<‘ :

aware of the po]1t1ca1 process and 1nd1cate how 1nd1v1dua1r--‘

\

”can part1c1pate. It was a]so des1gned to st1mu1ate th1nk--

. 1ng‘and d1scuss1on.43 -

-
i

Te1ev1sed drama was. chosen, 1n th1s case, as- the

med1um which best showed character mot10es, j\terp]ay

‘ between characters and the essent1a1 hu anness\bf po]1t1ca1 -

act1on.44 By watching these programs rhe student had the

opportun1ty to come c]oser to the rea1§t1es of practqcal

i c
s i ‘ { ~

po]1t1cs and to rea11ze some of fhe Jnder1y1ng problems off

o : ' ) o. 7 3 N ‘_
_“m_wws_pol1tnca1‘J1fer9§_ B “44 . e _‘ SRR S

Hence, the ‘use: of drama can create exc1tement and
br1ng rea11ty to te]ev1sed 1essons. The med1um can and -

.does affect students as they \earn from 1t 46 "Rroper]y’
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Wf' designed and ut1l1zed 1nstruct1ona1 ned1a can make students
I ' -t
'happy,/exc1ted 1nterested, even creat1ve. Med1a 1anu- -

ences a whole realm oT sub)ectxve behavtors that ps;cho1o-
.gists call att]tudes."47 The compar1son of events and
1nformat1on thatn1s part of the dramaturg1ca1 style, a]]ows
the audience to w1tness events p\ ayed out in m1nutes wh1ch
-mjght Vave taken days or years to be p1ayed out in reai
11fe. The tlife process 1s gnemphatac, wh1!e drama ist

‘demphat1c.f§

N '~\\~ -"Tne wordfdrama cOmes'from-the.Greek 'to-dct or toi
. _ . \ . / e
7”fj';”do;, In a formal sense, ‘a drama refers to a one- act or fu]]-a-i

;\ ! .
_Jé gth p]ay . "49 “Drama is he.ghtened Tife. It is a'

.a'

- eompar1son of the most 1mportant e]ements of a s1tuat1on.“50 .
H ' D / :
st e . \

f«Drama also 1s essent1a11y a commun1cat1on process, in wh1ch

~

'} botn tne part1c1pant and spectator are engaged.*' lne sub-
'ns;mm;jeci matter of drama is genera]ly st1rr1ng and attent1on
- rcompe111ng and as such,*s not eas11y forgotten. The
fobserver or aud1ence 1s 11ke1y to retain a great deallfrom
fa dramatived exper1ence 1n wh1ch he 1s absorbed Dramat1za-}
t.ons may ‘be memorable commun1cat1ons or events that const1i

-,tute rich exper1 en"c'é;‘."SZ""““"'"";"""'“ -

<

Drama used in a telev1s1on lesson wou]d be wr1tten

esSentiajiy'jn'the same traditional dramaturg1ca1 style with
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/ Variations and nodifications to make this type -of dmama_ a

suitable for purposes of teleVised instruction.
: r
Drama written for a typical ITV lesson would be zhort -

A} [

(245 minutes), and would present'a.single'concept ih 2 L

| simplified plot. " The perticular conteqﬁﬁof the . lessoﬂ

, chosen for dramatization must be suitable for dialoiYe._The
v | v
conflict typically found in drama would be el inated since

.the primary concern of the skit would. be to teach c/ncepts

y
- rather than\resolve character-conflicts.' Fhus the skit

'1 would move q ickly from the expOSition to the resnlution

[

Without the Liauycional stages of conflict, complication
rwt: :and climax.} If a conflict is needed for purposes of\stimu-l
2 ‘ilation and/or gaining attention, time: limitations would\

reduce the conflict to w minimum allow1ng more time for the

"fdevelopment of the resolution where the rontent would be-

' taught- - f S SR . : {_ .

-;IQSuryeyuof Likerature -

The compilation\studies Dy Holmes53 in 1959 "d Chu

54 .

band Schramm in 1968 contain much information about stu-

W

,L#15§ dents feelings toward ITV and abouc the amount they learn

"< from ITV. presentations . . s

.2'.. 3 . ..\_-\ o ) ) v’,/ . Q’
- In reference to s_tude'nts1 attitudes, Holmes concluded
,-Ttheﬁfollowing'. B .v . AU # -

"Face-to- face.interaction produces morg - posPtive _
'changes in group structure, attitudes, and socialiiation

.“l » e .




,than does one-way te]ev151on, but telev1s1on can- st1mu--xx
. Tate and- enhance.the process. : -
In gross comparisons between "te]ev1s1on“ and "con~ 2
K R
ventignal” conditions, the maJo?ltx,of studentsﬂgfgfgr
- conventional conditions. - ,
‘Most studies indicate that students -opiniohs of
. teleyision: became more favorable after exposure than
~they were before-exposure. |
- There is a positive reTat1onsh1p between: preference
and the commun1cat1on tonditions to wh1ch students were .

. - exposed.
N - Students genera]]y prefer “h1gh1y visualized" rather
o * ., than "simple™ television presentations. -
o - - Students prefer separate periods of te1ev151on pre-

~sentations’ and conventional discussion cond1t1ons,-
,jrath r than splitting a single period for a short tele-
E ~vision presentation and a: short discussion.
f*"—“"“”“"“”““Iﬂ“the”opwnrnn of-etudentsysmall clusseS are Moy e
' TRpdr bant Zng ,he Lommunitation cond1t1ons, i, e., they .
-“«ﬂ-——~——:p#e¥ee«mmf B : : =Y OONT =
‘large lecture- halls.: ‘
‘Students prefer. to have ]écture notes prov1ded under ..
"all” Commun1cat1on cond1t1ons, although this is of re]a-f'
Ttively” minor 1mportance oonpared to thé 1nstructor and
tlass, size. .

) In the apinion of sjudents, "known" or. exper1enced
instructors are more ¥mportant than - the Communication
'cond1t1ons, .e., they.would rather receive’ te]ev1s1on
'presentat1ons from an experienced instructor,, than .have"
inexperienced "instructor in a convent1ona1 c]assroom.'

- .  There is a positive re]at1onsh1p between: students’

. \ .

—opinions of the instructgr—and” the1r op1n1ons or tne
.7 % , Communication conditions. N
Lo o Instructors are,greater 1nd1ces of student Learn1ng
PRI than are the Communication conditions.
b .. The intelligence of the student is a ‘greater pre-
B dictor of 1nformation gain than are“the Commun1cat1on_.
’ ' cond1t1ons
There is no re]at1onsh1p between students fa11ure'to_v
‘ complete a course-and the Commun1cat1on cond1tions, i.€%,
teleyision does not cause a ‘greater "drop out" rate.,
. ‘Students!: attitudes toward "television™ .are. more
accurate]y described as attitydes toward jpother elements -
“involved in the ‘teaching- 1earn1hg process, e.g., the
" Instructor, the: 51tuat1on, and the Content.

Chu and Schramm drew these’ conc]us1ons




b

e Teachers and pupt]s are more favorab1e toward the use of
- 1nstruct1ona1 te]ev1s1on in e]enentary school than in second-
‘ary school and coI]ege :
- " At the college’level, students tend to prefer sma]1 dis-
- 7+ cussion classes to te]ev1s1on c]asse te1ev1SIon classes to
- Targe lecture’ classes. o
There is evidence of a Hawthorne effect among student&
beginning to use instructional television, but no firm evi-
dence that attitudes towa{g the medium necessari]y improve or
worsen with time:
Favtraale attitudes are d1str1huted widely enough anong
.different televised courses to cast doubt on the ass: *ion
- that some academic subjects, per se, may be dislike: e
material for instructional televisin:
Liking ins*vuciiona’ teieriuie, oot aiways correlated
w th lear, ing fvrom it.
Armong the factors that. determine teacher att1tudes
toward 1nstruct16ha1wte1«y1s1gn are h ejye____;_
the degree of threat to the classroom teacher, (b) how: ‘they
_estinate the 11ke11hood_Qf_neghan1zed_1ns¢ructlon_xeplaclng_;
direct contact with students; “(c) howvthey estimate. the..
effect1veness o#‘1ns¢ruct1ona1 te]ev1s1on, (d) the d1ff1cu1-
" ties’ they see-in the way of using'wodern techniques; (e). how
_conservative they’ are,_and whether tney trust or. dJsIrustﬁﬂﬂ;;

“1?sc 9:educac10na1 exper1mentat1on.',
. Among’ the factors that detern1ne pupa]s attttudes toward
Ci-:. ot dnstructional- teYevision are (@) how much contact they think

‘they will have /ith -a teacher; (b) how they compare the re1a-
Lo tive ab1]1t1es/or the studio and classroom-teachers; (c)'
" ~whether they f1nd 1nstruct1ona1 te]evms1on bor1ng or. 1nterest-
ing; (d) the “nature- of the te]ev1sed projrans they have seen,.
A (e) the cond1t1ons of v1ew1ng 6-

- “
- < T
R N
/ .

Ihe second part of th1s research stud/ is, concerned w1th

1earn1ng that occurs when v1ew1ng a te1ev1s1on ]ecture conta1n---

J‘x .

1ng sk1tS“*'Holnes conc]uded .the fo]]oy1ng about ]earning fron :

LS :\
A
]

te]ev1s1on e L B BT

v Students,,who rece1ved Content by neans of te]ev1s1on, n
‘ "~ evidenced Learning in every type examined; -(1) Cognitive
_______siructune_Lachlevenent.andmcrttmcal—th1nkang91—£2)~Mot+va

~tion (Tike or . dislike), (3) Group belongingness- (soc1a11za‘
“tion, author1tar1an1sn), and (4) Psychomotor-skills. ~— &
> The overwhelming majority., (almost’ igi) of .gross comparw-g‘

g

sons between television and conventional Communication con-". " -
T ditions show no substant1al d1fferences in. ach1evenent and”
lnformation gain. = S
~ The relatively tggﬁ;ompar1sons wn1ch have 1nd1cated P,
dlfferences in ach1e Pent ‘and 1nformat1on ga]n show S S
ST R R R R
N PR » Y S I

S
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“tnat.‘(i) smaii disrussion type ciassés -are slightiy
~-favored over one-way television, (2)

ne-way television
is slightly favored over large- iectUZe type classes, (3)
small-discussion type classes are qr atly favored over
television with audio feedback, (4? 'small-discussion
type originating room is about equal to- teievision with

. audio feedback, (5) < discu551on tvpe :s .favored

over small-discuss:on tyen e iginating r.a, 'nd (6
one-way teTeYisior is " :hily favored ¢« rrinted
material.

For the presenta gt ©F afarmation, !-oe straight
talk e.ture produces yreater information gain han .
does a discussion, in which students do not activeiy
participate but merely observe; : ‘

An equivalent or greater gain in 1nformation can be

‘effected in a shorter period of time when the Content

is presented by means of television, compared to conven- .

- tional conditions. «&\‘

: unen~immediate—pest~tests“are administered students
generally exhibit the same or greater information gain

_li___;;___;ﬂﬂdﬂﬁ_IelﬁlisuuLwﬂndlti&m&iuLime¥~dO—g&gggjagngm::———f?

»

tional conditiens. :
No definite conclusions can be reached ‘as to which

T',portion of -a television presentation produces the great- -
‘.est achievement: first, middle, or Tust.

“There is o spec1fic uide”as to - how. much information‘]

© ~can be .contained in a te ev1s1on presentation and

-

1earned by students
"There-are no- signiffcant differences in 1nf0rmation

4_'gain attributable:to-the size of the receiving room,
wwhen the total of students per.receiver approximateiy

equals in number the screeh-size “in inches. o
- There .are no SIgnificant differerices in achievement
among-students-.placed 'in the front, middle, or“rear of a

7f———f—-—_—te4ev1svnn“receTving“rodm**wﬁ—n“fHE‘m inimum disfance

e

from the screen 1s apprOximately screen 51ze expressed -
in feet. I
There is no Significant difference in stidents’ i
attendance patterns between conventiona] and teievi51on 7-
classroom’ conditjons: . /
"Greater achievement is - chown on information tests by
students who receive "simple" television presentations,#

" 'as compared to 'highiy visua]ized“ ‘presenptations. . N
Nhen both television and conventional presentaﬁions)
‘are "maximized," there-is an indication that teievisxon ,
produces greater information ga'in, but for the most j .

“part there are no-significant differences.

*—Tnere—rs'strehg evidence that tests, measure princrf

?,naliy verbal Content-and that Visual tests are neeoed

- to measure visual’ content. ..

No significant differences {dn- achievement resuited
from the amount of supervision in. the receiving rood
“from fuil-time to none at all. -

., TR ' ' ;
L f) D e . B SR
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'television presentation. T Vo e
_ Low-'group students, who are given a refresher of the
~ Tontent, score as well as_high groups which do not:

: receive a refresher.

No significant differences were evidenced between
males: and females due to receiving information under
televi ‘on or conventidpal conditions. i

Aud g -bility produced no significant differences
in _ach e :nt under conventional or television condi-.
tians. »

.- Group. of :high socioeconomic status Yearned more
~than low groups under felevision conditions.
-~ There 1is significantiy greater gain in. critical,
thinking and-problem-soiving under conventional condi--
tions than there is under one-way televi51on, particu-
Tarly for high intelligence students.. - .

Students’ concept of Content can be changed through
"television presentations. o
- Television students .develop psychomotor skil]s as -’

‘well as conventionalTy=taught— stodentst—orovidfng”tnﬁf““
.'they have equaiwaccess to any equipment which is: to be .

h

ll

There is Tittle re]ationshlp between students infor-
mation gair, and ;heir attitudes toward the Communica- o
. .tion conditions 5 . S : T Cee

O .2 SO N e s g v o

Chu and Schramm drew these concluswons concerning

student :earning when telev1sion was used for instructional

w0

s I R L . - . .
/ - . . ar

Given- favorab]e conditions, children 1earn effici-? D
ently. from /instructional television. = . B
By and /large, instructional television can more
€easily be used effectively for primary and secondary
school tudents. than for college students. -
N ar-as_we_can.tell _from. present. evidence,. telev1-'
51on ¢3n be used efficiently to teach any subject . mat- .
‘ter, nhere gne way commun1cat1on w111 contribute to““‘““
-le rning : ‘

B purposes

,.v@‘»' .

"":j Rock Duva and Murry (1950a4 1n their study to _ ‘v (

/

.m ésure 1nformation gain compared—(l, television and iocaTﬁ

A

- /instruction, (2) teieV1sion and teievision recordings or

'kinescopes, and 3} teievision recordings and loca1

instruction.59 'Approximately 350 Naval Offirer Pilots and”*

,

jr.ff- 1350 eniisted Naval Airmen participated in the study 50 ~5,.'<

The men were d1v1ded 1nto three groups One group of Naval
. l,.._ .

[ P
i

ey T e
DS R R R P i e




1”'i\'lr Rese.vists watched Tive te1ev1siodxprograw* broadcast

from a. spec1a1 gftwork The second gr up of trainees saw

/

A
kinefcope record1ngs of the same te]ev1i;on program The

third group rece1ved convent1ona1 c]assr om 1nstruct1on basedg

on the same lesson p]ans as fhe teuev1rion programs G]

Two

o

series of e19ht 1essons each were used in the. expenlment@]:r
training program One series was a refresher course for

officer p1lots, the other baS1L tra1ninq course for en]isted

62

airmen A1T tralnees were tested immediately before and -

. after each tra1ning session, 63

After each lesson, the tra1nees were asked to )

B wr1te ‘comments - favorable or unfavorable- abouttheprograms

they had Just watched . A11 comments were ana]yeed by *he

64
T Eva]uation Proaect Staff

.")

The resu1fs of thls study showed (1) te]evis1oh

Ty was as good as or better than 1oca1 1nstructors., (2‘ the \y”

B N kinescope record1ngs were as good as or better than 1oca1
|nstructors,65‘and (3): the k1nescop cor a*ngs were as geod.T
as the "live" te]eV151on presentations.S? - f :"" .

o To f1nd out. why some’ programs were better than

ll .

others, the,Eva]uation Prolect Staff conducted an analys1s

68

of the te]eV1s1on programs The staff suggested that when

the instructor ta]ked d1re“t1y to the trainees and no drama- ,
Ki

tization was. used the te evis1on programs tended to beﬂ.-

vﬂjisuperﬁormto—iocat“fnstru tﬁon”““Second S the combinat1on of“'-—“~
ST dramatic act1on dnd na;fation was. not as effect1ve as dwrect
‘ narration “However, Vhere were'cﬂ' tinu c1rcumstances '

that created thls suggest1on The researchers reported that .

N

) . Ty : D

. v . s : M B - ;
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' .i;f two programs that spent much t1me\dmamat121ng the lesson
material had producxion problems | There was L3 lack of con- |

1°ct?on between what was on the screen and what was on the f

\

sound track The same two programs were - a}so cr1t1cized for

not show1ng close up shots when needed and fer not always

showing what the 1nstructor Wwas talk1ng about ;69

-

’ ] There 1s a lack of ev1dence, however, on the part o.
’researchers,~to suggest direct narratlon 'is more ef‘ect1ve
‘than dramat1zat1on,and the comb1nat1on of dramatlc acttonv
and narrat1on is- not effect1ve The purpose of the research
prgaeft was to ‘measure the effect1veness of instructlon by
:.telev1s1on, telev1s1on record1ngs and convent1ona] classroom N
procedures It was not designed to evaluate dramaturgical '
Hlesson styles ) There 1s no evidence of exper\mental and/or
formal control in the development of lesson styles For the .

c1zed because of’ oroductlon problems and not the dramattc

1
t.

form in Wthh they were presented ‘ . L
;k ‘ '»v-, A second study conducted by the same authors (Rock .
Duva and Murry,.TQSOb)70 measured learning and ;:tent1on.
Eight one hour lessons were telecast at weekly 1ntervals to
’ m0re than 3 000 Army Field Force Reservists All reserv1sts
:g'?if were tested imMed1atel& before and after each of e1ght tele—
Hl,: v1sed lessonc ’ Tests were deswgned to measure how muoh the T

"

men learneu and how much was remembered from preV1ou5”les~_—*—

sons.?’- B T o ,ﬂ ;'3"-;0 R

-

The telecasts formed a s1ngle story caﬂled "Command

‘ Post“ and told how a typlcal 1nfantry d1v1sion of the United

o

e ‘ . X E ::l o t ‘.)__ ‘
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‘;States Army he]ped to repel a hypothettca1 1nvasion Pfdfés?;f’
sional actors presented the narrat1ve parts whuch explained
72 s

el

'7d1f|erent phases of the encounter. | . _
_ The researchers concluded thac te ev1sion Was g 900d

teaching method and that the subJects tested d1d reta1n the

presented 1nformat10n 73

The Te]ev1slon Eva]uat1on PrOJect staff suggested after h.
-”ana1yzing tne televrsion program,h"NARRATloﬂ PLUS MEANINGFULG‘:
FILM and NﬂRRATION COMBINED WITH DRAHA ShOwEd the 18T985t

a ount of ga1n, 1ndicat1ng that the most 1earnimg takes P‘ace

when the. v1sua1 presenfat1on suppiements the mean1ng Of the ";f

k]

N i The researchers in th1s second study reversed their -

| ear11er suggest1on that the combination of dramatic aCtiDn 3
o 75 -
',_ and narration was not as: effectlve as direct narratioh. su

AT

' \In this. second study~ the researchers stressed that narra- ,
tion comblned W1th drama showed the Iargest amount of 1nffr-fah
I m3ﬁ1on gain 1nd1cat1ng that maximum 1earn1ng does take D1ace

: when the "visual presentat1on suppiements the meaning of the

materlal “76 ' ‘ _'_ {f | ". ) 3gma +

-\.

As in the flrst report of Rock Duva and Murry, this.e;;,#

study Was des1gned to evaIuate Iearn1n9 and retention and“'
not to measure 1esson var1at1on The dramaturgical 1esson

sty?e was not experimenta1iy contro]]ed in 1ts preparat1on ,i‘

or testxng The data col?ected to evaluate th s 1e550n

sty1e were obta1ned from subject comments that shou1d not be

77

considered ‘reliable.’ 1he suggestions drawn in eitber of

L ov
- .

.‘ . .‘. “
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these studies concerning/dramaturgtcal preaentation style,
“,J should be limited to these two particular.studies.

Blain (1956)78 studied the effect1veness of presenta-A’
tion types uszng expOSTtory n&rratvon and persona]ized—
dramatxc narration on the 1earn1ng éf factual 1nforma110n
related tc the life cycle of the Monarch butterfiy, whxch
was presented to fifth and exgh*h grade seudenté 79

The researcher set up guxdeXrnes for each type of nar-
rative sty?e For examp!e,_the exposztory narrat!on omvtted.
words,.phrases or sentences. that might have 1nvolved thé
viewer in the act1on on the screen or which wouid give the

~viewer a fee.1ng he-was pa't of the actton“ Phrases were
aiso om1tted that would direct the viewer's attention to the

8o

vxsual presentatwon  This type of narration concernxng

R hhe caterpzl]ar 15 exemplified in the fol]owing paragraph

- It crawls to the ‘end of the ?eaf.' its weight causes .
the ieg to bend down. In this way, the caterp*’]ar
hzdes from its ‘'enemies which feed on . the 1eaf

" For the yersona1ized dramatic narrat1on, Blain used

L

' words, phrases, or sentences to 1nvolve ‘the. viewer 1n the

L]

act1on “nd d!rected the pupﬁ!s attent1on to the vis ual
82

pres ertat%on An example of thls sty!e is iisted beiow

. Now where's the caterpi!1ar gozng? Out to the ead of -
‘the leaf. Down goes the leaf . . . bent down by the
caterpi1lar s we)ght What a- way to hide froml1ts
~enemies while it feeds on the leaf,83
Blain: concluded that the _personalized- dramat!c narra»
: tion was found to. be srgnif1cant1y more effective wuth the
_eighth grade pupils than themore forma], straightforward
narration 4* The.type of narration did not s1gn1f1cant1y"

. R . . * t . o . . .
K . ) °
R .
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ntd?fect the 1eirn1ng of factual 1nf0rwat1on by the f1fth qrade

85 - ’ - T
86

‘students
’ Ry

Lumsdain2 and Gladstone (1955) compared an~eprsit0ry
film presentation of “Seasbns* with a dramat1ca]1y produced_

‘iTm bv the same name us1ng a father with two cha]dren sup-
87'

j.plyang the dz:logue The effectiveness of the expos1tory
and dramatic’ vers1ons were ‘compared usxng'pupi1s at the
.fifth and N1nch ggade 1eve1s;. Each class was divided by-a
‘random procedure dnto~two groups each, i.e., one half of tne
-th and 9th grade class- vfewed the exposrtory version of the -
’5, f11m whi]e the second group vieWed the dramatized vers1on 85
| The resu’t of . the 1nvest1aat1on revea]ed 9th graders |
’scored higher than the 5th graders (as: would be: expected)
:a1though thé{11fferences between the two vers1ons (exposi-
tory and dramut1c) at each grade 1eve1 was slight Tne._
fresearchers fnund however, that 5th~grade_students had'a
greater degree oﬁ;interest for the dranatic'iessonysty1e’
than did the rinth grade class. 89 ¢ 1is possible then that
‘tne use of drama, i,e., a story in dia]ogue form, coqu
' potentially centribute to effective 1earn1ng,~as_1ong.as
distracting influences; such as the personaitties.df the
| actors, be reduced or om{tted'tO'alﬁow tne:student to con-

centrate ¢n the 1nstruct1onai1y relevant mater1a1s 20

- Kazem>!

1

(1960) compared the- effectiveness of view1ng
“two- types. of films, an 1nformatiana1u°xpository and h1stor1-
:ca1 dramat1c, upon the understanding of the scientific’ |
"method by tenth grade- students enro]]ed 1n first semester

col]ege preparatpry bioiogy cTasses.gz
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- The 1nformationa1-expository films referred direct1y to
the elements of the sc1ent1f1c method 1g the narrator 3 |
script, the actors' dialogue and/or subt1t1es The histori-

~cal-dramatic films depicted the work and dlscoreries\gj;pio-
neers‘in science: theirvthoughts,and methods of’solying T
~problems.. - In these films, no direct~reference‘was'made in
'”the narrator's script, the actors' dfa]ogue, or in the sub-
titles tQ‘the-elenents of ‘the scientiftt met‘hod,93 .
| Tehnth grade classes were divtded;tnto four quups:‘thef
first group viewed twd informationai-expositorymfi1ms; the
: second group v1ewed two h1stor1ca1 dramatlc fx]ms, the-
third exper1menta] group v1ewed a comb1nat1on of one

<

1nformat1ona1 exp051tory and one historica1 dramat1c fi]m,= '
wh11e the fourth v1ewed no fa]ms 9&
Kazem. conc1uded q?1 the expos1tory 1nformat1ona1
the historjcal-dramat1c}f11ms and the two types,of f11msA44
in combination signifiCantly increased'the understandingoéf
the scrent1f1c method (2) the expos1tory 1nformat1ona1
xfalms contributed a greater understand1ng of the sc1ent1f1c
_method than d1d the hlstor1ca1 dramat1c f11ms, and (3) the ;h
1nformat1ona1 expos1tory f11ms plus the h1stor1ca1 dramatic
Q’f11ms made a greater contr1but1on to the understandlng of“
 the élements of the sc1ent1fic method than d1d the
4 h1stor1ca1 dramat1c f11ms aJone,‘although this super1or1ty
-did not prove to be sfatist1ca11y s1gn1f1cant 95
MacDona]d96 (1966) 1n\estigated television drama

“

preference'choice The study s main’ purpose was to deve]op'

T
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" jstic content, nonaction content rather than action con-

1n instructionai treatments, presenter types and 1earner

becomes an actur in ‘n instructional vanette is more effecw

zadditiOu, 1t was hypothesized that achievement and | f\“

23

a reasonably compvehens1ve theory to exp]ain te]ev1s1on

drama preference ch01ce, such as taste and appea..97' ) .
o develop the theory, Lav 1nterre1ated questions were

eiam1ned~ a question asking what traits within a v.ewer

. cause him to be attracted to one television drama and not

v

another; and a questiOn-asking what ingredients in a te]evi%

51on drama cause it to be appeaiing to one v1ewer and - not
98 R v
another , : _— e } .

-~

A series of persona] 1nterv1ews, questionnaqres and

.

attitude surveys was administered to ascertain the viewer's -
- ¥,

percgptive eva]uat1ons of te]ev1s1on drama, thereby suggest-
’ h \\_‘— 5 v \ :f B ) ' o ..
ing viewer traits which might affect,preference'choice;gg}

MaCDonaid conc]uded as age and education increase,"’

3

spec1fica11y from grade 7 through co]]ege, there is an ’¢/’/ﬂ
1ncrea51ng demand for- 1nformative content rather than non:

informative content, realistic content rather than unreal-

¢ -

tent ] 00 . 'L‘, ) A | ' : . e oo /:’; 7 7,,/.

(WIS /

Brown, Brown and Danielson]O] (1975) were 1nterested

K characteristics as- Sioniflcant variants in 1nstructiona1

102

A |
television for aaults. The hypothesis germane to this /
: !

study Was. "a +eia;isaon segment in which the presenter , /
,1

t1ve than a chmew= wz‘h .the same content in which the sam#

! "'..‘ l
presenter is a narrator apart from the v1gnette «103. in /

vﬂ o ) -~ . . . ¢ / .

IS
N
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att1tud1na1 gutcomes wou]d favor the segment in. wh1ch the
presenter was a part of the v1gnette ovér. the segment in

. which the presenter was apart from the v1gnette 104

“The authors found reTat1ve success us1ng v1gnettes for
instruct1onﬂemp1qy1ng the narratgr in an actor §>ro]e 'The
uiewers found the>vignettes more believable with the pre-
senter as’ part of the vignette. These f1nd1ngc suggest _
that us1ng a presenter as an actor in ansdnstruct1ona1 v1g-

fnette -can be,successful 105°

However,-segments with the
4*presenter apart from the vignette became d1stract1ng to the
viewer. 106 The authors pointed. out that v1gnettes are ne¢
appropr1ate for every 1nstruct1ona1 goa] and should “§§~b?
used for every obJect1ve they may fit. 107
As1de from formal research stud1es applicab]e‘to this
“report, a cursory rev1ew of . other 11terature revea]s that
*dramaturg1ca1 techn1ques for telev1sed 1nstruct1ona1 pur-

, 108

poses are being used in various forms G111ate prdposed

that unt11 another techn1que 1s designed the use of a dra-
mat1c sketch rema1ns ‘the best method the producer has for

. teach1ng the Engl1sh 1anguage to fore1gn s+udents G111ate*
produced a. ser1es of Eng]1sh language teTev1s1on programs
for NHK s Educat1ona1 Television in Tokyo and ELTV 1n s
'Jordan us1ng sketches to present Eng]1sh lessons. ., |
| ’hdhar]09 also used dramatizat1on to teach the

:Engl1sh 1anguage to Hebrew speak1ng students 1n Tel Aviv,

l’-h Israel, T1dhar div1ded a n1nth grade c1ass into two

' dgroups one group rece1ved the conventdona1 classroom

'instruction while the second group received Engl1sh



o

N
o

¥
\Janguage 1nstruct1on supplemented by te-ev1s1on programs'

which presented the: spoken language 1n a skit form.
Tldhar concluded that the n1nth graders who received the
med1ated 1nstruct1on in skwt form v1a te]ev1s1on showed a

&

better understand1ng of the Eng11sh 1anguage than the con-

-

1ent1ona1ly instructed group
Dramaturgical techn1ques have also been 1ncorporated
into documentaries (Adams). "Televised "docu-dramas" have
been used to intens%fy’audience involvement usiné,a castf-
of "real“'peop]e‘confronted;wfth a,"reai"nprisis.‘ The
o docu-drama is an effort topoomhine.a play with an“in
7ggf{epth examdnation of a;contemporary'issue; TheefocuS'is'
" on the ways in Which'euents determine the roles peopﬂe

111

V'p1ay or fee] they must adapt 'Actors perform using

r11tt1e or'no ‘scripts and responding to what they think

| -~ and feel about the s1tuat1on.”2 ;The purpose of the

docu-drama is to enWighten the audienoe and not dictate
solutions about contemporary_issues’and prob]ems.

113,

Vail ~advocated that the cha]]enge'of'mafntajning

audience attenticn could be. met by Msingedramatizationsd<
andLro]e playing. One-act'p]ays} when carefully
rehearsed and recorded, can fasclnate an aud1ence

‘Dramat1zat1ons may be used in Eng].sh, read1ng and

41anguage~art§,‘,51mp1e narrat1ons and.dther forms ofmw;gjﬂpt
‘mediated instruction may be enhanced by rolenplaying 114
Vail. adm1tted dramat1zat1ons and ro]e play1ng cannot be

;‘used for a]l 1nstruct1on However, when it 1sAp0551b1e3‘
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dramatiza“~ions should be used to maintain and increase

audienca attention. ' . L . BN

Purpose

Th1s study was concerned with (1) measur1ng student
afi1tudes toward rece1v1ng 1nstruct1ona1 telev1s1on .
mater1a1 in skit form; {2) measur1ng the amount-of learn-
1ng that occurs When v1ew1ng the tele]esson conta1n1ng
s.1ts, and (3) designing a systematlc approach to,produce

skit-]ectures.'h

Limitations

This research was limited to-the. evaluation of four

-~ expository and four:skit-1ectures=deSigned specifically
for this study.. Th1s study does not, however, exam1ne or
..1nVest1gate educat1ona1 methods, des1gn procedures, or

- productjon technlques used by_profess1ona1“ageneqes that >

1ncorporate theafrical skits in their instructipna] tele-
v1sion course series, e. g Time/Life,-I nc. :These agen-

c1es, in some vnstances, employ profe551ona1 wr1ters

(many-of\whom are un1vers1ty_and cd]]ege professors),

professional producer/directdrs, actors and . teTevisidn

crews: The 1nstruct10na1 programs are preduced 1n com-

",merc1a1 te1ev1s1on fac111t1es and are marketed

: a

Bas1c Suppos1t1ons and Def1n1t1on of Terms o 4 v

The fo]]owwng suppos1t1ons were formu]ated concern-

1

rc the att1tudos of the student toward the course,

1nstructor,ntelevis1oh;notes,.multipPe—choicestests and

3

, .
-, o r) 3
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-the method of 1nstruct1on

Course Att1tude The students agree that the market1ng

coursg is interesting and a worthwht]e_course to-take;

" the course material is useful and-not difficult to

understand

. Att1tude toward Instructor The teacher for the market-

ing course presents the course mater1a1 clearly in

both -the c?-ssroom~and the-televis1on lessons;the

-~

1nstructor is cons1dered a good teather

Multiple-Chuice Test: The gtudents prefer tak1ng the
10—question; mu]tiple-cho1ce test 1mmediate]y after

watch1ng the te]ev1s1on 1ecture, there is enough tlme’

gfor preparat1on for. the test the examination is fair

' cons1der1ng the material to be 1earned; and the test .

questidns are an appropriate measure of the content of

"the lectures.

,tTelevisioh Notes: ' The outlines for the television

loctures are he]pfu], compnet 1§ the fil1fin outline

is nozdifferent.th_q takin ourse notes.

ua
®
«Q
- h\
omnd
W
5
a
W’ T

. Method of Instruction: - f o \\\g :
A.'Attitude toward te]evisiOn lectures: Te]ev1sx n-.

‘lectures are just as °ffett1ve as c]assroon 1ec-
tures, more 1ectures shou]d be te]ev1sed, students
generally prefer-telev1s1on ]ectures over classroom

4 s

lectures.” 4 S L .

B. Attitude -t'dm)ard use of 'skits: The skits. 3n the

te]evis1on lectures - were rea]ist1c and good, stu-

dents prefer televis1on 1ectures containino skits.'ﬁ

oA
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C. Attitude toward skits as a teaching tool: The
. . v

skits in the television Tectures explained course
material clearly; itbwas not difficult to !earn the
material: contaxned in the skits; the skits. were not

d1stract1ng or confus1ng

D. Attitude toward learning fr%y'sklts The matertal
presented in the skits was easy to learn, it was- an
enaoyab]e way to 1earn;=skits are a pieasant,d1ver{n
sion from the~rest of the televtsion 1ecture; and |
it is Just as easy “to- ]earn’from the sk1ts as it is
~from the te1ev1s1on lectures |

‘ For the amount of cogn1t1on that-occhrs when a stu-

~dent is given infprmation in skit fo Fm‘itvﬁaS‘hjpothesized{

that there is no s1gn1f1cant difference in Tearning when -
viewing an expos1tory instructional 1esson or an 1nstruc-
tional te]ev151on lesson containing theatr1ca1 sk.ts

- The terms exposatory lecture and skit- 1ecture are

- key terms g1ven to the "two types of telev1sion 1esso1‘er

‘prepared for' this study and. are det1ned forthwith 'Ahi‘?:

EXPOSITORY LECTURE 1s an 1rstructiona1 te]evision 1esson

'1nstructed solely by the teacher who presents eXp1anatory

information of facts and 1deas of the course content A

.SKIT LECTURE is an 1nstructiona1 television iecture pre- f
| sented by .a teacher which also contains several short ‘

. dramat1c ep1sodes or sketches 2~ 5 minutes 1ong having a

single plot that presents the 1ecture 1nformation in’dia~

'1ogue form by actors

RARD o
: / “u,x),
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Chapter II

PROCEDURE

vjzn order te pnoceed.with,this study, these research
tools were‘snecifically pnepared;,(lf four exposifbfy ITV
lectures; (2) fonr skit-;ectu}es, (3). an attitud survey,
(4) telev1sion fill-in notes, and \5) four 10- question

.mu1t1p1e-cho1ce»tests.

ATQUI TION OF STUDENT ATTItUDES

Preparat1on of Television Lectures

'

Expository-kectures. Two te]evision 1ectures, each con-. .

tainfng two 35 ninute segments were produced by;Univers1ty
-Television'Services for Retail Manketing 706-134,-a'c6Urse
1n the Un1vers1ty of Toledo' s Commun1ty and Technica] Co]-'
lege. These te]evision 1essons were used as 1nsﬁruct1onal
materia1-pe[ta1n1ng to super“market pnactiees andstrends
0 of "environmental™ marketing and tne "positienjng” dfe o
:Aproducts in the consumer's m1nd e
A systems approach was used to develop the tetevision
lessons, i.e., (1)*1nstructional obJectives were estab-

1ished (2) the entry 1eve1sof the students were eva]uatedﬁ.

’»(3) dveilab]e resources for the television rasearch~

A\

J—— _._s;._______#u e - .‘ Ad
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DroJect were surveyed, and {4) ava1lable resources were E

] combined 1nto the televislon presentatlons.1
/ :

The lesson n@s then organized%with an 1ntroduct1on to
~the subJect content,,the main polnts, and a summaxy : The

introduction contained some form of attent1on getting

*

devlce, i. e., a startl1ng statement, personal experlence,

or the results of an 1mportant survey " The main points of ;
_the teleVISlon lesson were extracted from the 1nstructional
obJectives and were reinforced by several forms of support

material, such as analogies, examples, quotat10hs,-compari~}

| sons, or stat1st1cs. Various forms of V1sual re1nforce- _

! ment were employed graph1cs contalnlng definltion of
='}érms, formulas," charts, graphs, statistics, ident1f1ca-~
tion of key words, abbr§v1at10ns, as well as 35 mm sl1des.
During the lesson,“summaries were made at the conclus1on of
aeach'main point and a complete summary was made at the end
of. the lessdn.ﬁ | h
¢ : Skit?lectures The experimental television- lessons com- .

&

taining sk1ts were also produced in the television studio als
’ of Univers1ty Telev1sion Serv1ces. (see appendix A) These

four lectures were developed using. the follow1ng gu1de- o
-.lines. (1) each lecture contained identical information as"’(‘#'i
presented tn the expos1tory lecture, (2) all theatr1cal i
' scenes were wr1tten as an 1ntegral part of the lecture con-

tent and synthesized 1nto the 1nstructlonal objectlves




“written for the expos1tory 1ectures, (3) each skit was/”j
: s : ]

”-written not to distract the students from the content { o
. / ]

being presented' (4) the scenes were appropriately/written

<

\
- for the entry 1eve1 of\the student, and (5)/;;?/theatrioal

.scenas diicained the sa e forms of reinforcem nt deVices/as

. - N o

o were used in the production of the exposité?y teievisiq"
- : 1essons. _ .o C e '”'//

\

The theatrical scenes were groupéo into three ‘cat i
fgories (1) scenes containhjﬁ straﬂght expository 19ct/
f;material delivere by the acton/or actors assuming th
B r' : ro]e of | charac er, (2) stinuﬁative scenes containing -
-;:;**_*—*TnstructTonai(materraT—pvesented-by—the actor 1n & pr blem

o

~format w1th the’ answer/ﬁeing given in sequence formwas
the Tearner would have/to‘complete the sequence to sdlye
the problem; and (3) humorous scenes containing instruc--.
'.tional materiai,ﬁresented in a comica]fway'that_noulﬁiche-
ate a diversion from the continuous,flow of information,
Seiection'consioehations were established tor the,
lecture material to be written 1nto dialogue form. The

reinforcement of 1ecture content by the skits was the

«

first and. most important criterion established.: Thefe-

-”fore. most of the content for the skits was selected from

examp1es. ana]ogies. or hypothetical situations. Next, .

e

-skit location, or pacing.-was examined . Each skit- lefture

| contained six scenes. each from one to five minutes 1&ng.e

\
A




Grocerxfstore set for Skits

- ;'%38 .

The:skits were, when possible, evenly distributed tHrOUQh-

, 13

out the lecture to susta1n student 1nt§rest One third of o

.the entire program was in the form of sk1ts to ensure

there would be ample mater1a1 for eva1uat1ng their educa-

.-tionaf‘effectiveness and effect on student attitﬁdes. Ease

A

of conversion from lecture format 1nto d1a1ogue format was-m
' . 3
’also cons1dered To av01d confus1ng the stuqent, ccmnlex o

material, such as the explanation of tables formu]as, and

statistics, was not put iito the skits.

. S1nce most of che 1nformation 1n the 1essons concerned

¥ |

—‘————-—grvtery‘stores—and“supETmHTkEtS“‘H“SEt was_constructed—ixr‘———r

[ SO

fand empty cans of food and boxes were stacked on ' she]ves.'

resemb]e a-simple general store in the mid- 1920‘s with no ref-

erence " to any geograph1ca1 ]ocation (See appendix B) An -~

atmos her 1m1lar to that in the te]eviswon series "The

.Naltons“ and "Tﬂc L1tt1e House on the Pra1re" Wwas created

throﬁgh'tne_use of props borrowepwfrom“thewThEatre-Department,

such as old'-fas‘hioned scales, art'i'fici'a'l :'fruit,( and-"ool'ts of .

c]oth For authent1c1ty, ais]e d1sp1ays, posters, po]e stack-f

ers, banners, and an old cash- reg1ster were borrowed from

"local supermarkets, Varaous hang1ngs were placed on the wa]ls,

W4

'Characters in skits . - 3

el

The main- character was Jed. a successful, middle aged




o |
o grocery store nanager; Since the passiﬂg of hxs father who

had founded the store in the m1d 1920 s, Jed had been in. chargev
He»was qu1te knowledgeab]e about the grocery store business and |
current marxetlng pract1ces._ Becky, the cashier and stoch
gir!, was 1nserted to faci]1tate d1alogue in the skits. To

bring in 1nformation about present marketing techniques as well

]

.

as to prov1de a natural trans1t1ona1 element to discussion
‘ " such techniqu Ss the character of R1ck was created As the

store's stock boy, R1ck was a]so a retail market1ng najor at a

S \ -

nearby un1vers1ty.' Dur1ng the maJority of skits, Rick asPed

3

- dJed to- he1p h1m better understand: 'ar et i1g concepts being

' d1scussed,1n his classes;---

. ,:/. ’ ’ [T ' . . (LA

Construction of'TeTeVision Notes'

To help the student 0110w the lessons and identlfy
main points in both types of te]ev1sion 1ectdres, ffT] in

*fpe otes were prepared and then distrlbuted to all stu-

~ ) k3

' dents one class period prior to viewing the lesson._ (See -

-appendix C) These notes ‘were prefaced by a brief orienta-_

tion to thé/content of the 1esson.. As they watched the'l
»programs. the students took notes simply by f111ing ln the.

b]anks on the form These notes served as a review of the

tele]esson prior to the students taking the ]Ofpoint mul—

tiple choice test.

[ 1%
oo
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' The Attitude Survey

; Qesign. An attitude suruey was des1gned to s o]iéit stu—‘
dent att1tudes toward receiving information from the teTeeh
vision Tessons written for this study.2 (See append1x D)

'EA number of avaiTab]e attitude surveys were reviewed for

/‘ 1tems that were pertinent to the surve§ under cons1dera- |

tion.3 Other items were spec1a11y constructed The sur-
vey was prepared with-a vary1ng number of statements:
'Trelated to areas of cons1deration 1n the study. _A set of

5. statements.yas used to‘measure attitudesvfor each factor'

under-study 4

Listed below are the survey. factors ~The numbers
1 beside the 1tems correspond to . the actua] numbers of the
1tems as they were Tisted in the attitude survey (See
appendix D) The survey items were grouped 1nto the fol]ow~

1ng areas: att1tude toward (1) the course itself, (2) the .

instructor, (3) the mu]tqp]enchojce examinatlon.‘(4) o 9

| te]eVisTon notes, and (5) the method-of instruction. -

”’“f”‘“f”GBneraT“COurse Attitude” |
'.J. I think marketing is & bor1ng suhqect SR 0

'31. I genera]]y enjoy attendlng class sessions.‘»

) 8 Merketing shou]d be a requirement for a]] students. _? '

10. The mater1a1 taught in this course. 1s genera]]y useless. N

13 This courSe 15 too diff1cult for me,’

4
¢
7




(‘“Attitude‘Toward=1nstructor4
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34. The ievef.of‘theihaterialetaughteiﬁit is

-

o)
M
U

[¢] _:-
(<]
. ﬁ-.'.

too elementary. = -

A4;,The instructor makes sure .everyone understands thév'

N _ S - e
material. . s L oo T

s 6. The instructor-does not make many points clear .to me. -

| ;14;fThe'instructor.does not present course material

‘clearly on television.-

& {1

#22 The instructor is a good television teacher.

B SN

16 Classroom lectures by the instroctor are not too good

‘25; In_the. classroom..the instructormgenerally does a, good e

Jogxof teaching._.

The Multiple Choice Test

2 More time should be allowed to study before taking |

the test on the television lectures. - o

29, It's a good idea to take. the test immediately after :

) watching the te]evision iecture.

« P

| 3 ~ The =tests weren‘t fair, considering the materﬁal we’f"

3

were supposed to have 1earned

' 15 nThe test questions were appropriate measures of the ;

content of the lectures.‘

Te]evisﬁonVNoteso

"(i

T The'outiines or. the televisiOn Iectures are helpful

st




1!;_$ﬁﬁ'%é; thé“‘;"ines'Were Qorth1e?§:4 | |
]2;.1t S too difficult to f111 1n the outline while view- #‘

: Metﬁod.ofv;nstruction

.,ing the sk1ts in the telev1sion ]ecture.

F1111ng in the out11ne is no different than-taking

L

;}/
/"

otes.

- . - . . . LI

5. Television lectures are just as effective as classroom °
 lecétures. ~

~

9. I general]y prefer c1assroom 1ectures.

'_;L8 In general, the skits in the television 1ectures ;ﬁf%

R ‘c.

explained course materia1 clearly

23, In the telev1sion lectures. the sthS‘detracted’from:

~ the mater1a1 being taught I o S , > _f

‘19. The sk1ts qn the television 1ectures were not rea'H:s‘cic,‘:,‘:ji

29ﬂ In genera1, the sklts in the te1evls1on lectures were

good

‘Lf _30. The <k1ts 1n the telev1sion 1ectures were an;eﬁjoyabie ' 

oy way ta learn.‘nf” T

.‘5

;321. For me, tre skits 1n ‘the telev1sion lectures made it

difficu]t to !earn the nater1aﬂ

A

S

mater1a1 more confus1ng.
..\ : ’

‘ieeuv: ftff"'f ‘;i”, ,._.;F?ffi.ﬁ_?




;éd{jin~genera1, I pre{\r television 1ectures containing

- ;theatriea1'sk1ts._

&

. 28. In the television l:exures, I prefer more 1ecture ;Q _

. . N St
. -. ‘\ . N . )
. and &ewer sk1ts \\ : ) ‘ ?

126,{If L had-a choice, 1 wou?d\prefer television 1ectures
. without theatrical skits. 'kf L o ,y'ﬂf::
_35{jThe skits were a plearanqujbersion from the rest of

7 the te1ev1sion lecture. .. | o |

32.‘1jw1sh more tectures had:beén teleyised. . ~'v\gf'm

. I iearn just as easily from skits ad I do from lec-

g
[ -, }

tures.

l.'."_v, 4 . ' B vl—: RN

A forced choice Likert scaIe was established, in which
W _
,'the students eithér agreed or'disagreed with the given

' statement.s 'A "no opinion“ response was not 1nc1uded I
,Statements were assigned the value of strong1y agreef= 1,,,

’ agree~— 2, disagree-~ 3 and strong]y disagree 4, "Thereér, .

L fore, the lower\fhe score, the more positive the attitude

was toward the evaluated statement 6

Adninistration of the survey. A’ rotated group techn {cihé"* e

b fwaS’used-to eCQuire the. data.. The selection of students
;for each group was determined through tne use of a. tab?e |

of rondom numbers. The‘fol]owing schedule was constructed

'“for viewing,the.expository_endfskitflectures.~_




’Lééiuéeda7 'l‘ - Groupflf,i R Group 2 BRI
}'ALeEture }. Part 1 -Skitjéeioerioenta]) Expository (control)i”lu
Lecture 1 1, Part 2 1£xoository»(oontroistkftm(experimeotel)>;Qﬂ;

. Attitude survey #1 -Attitude Survey #1 : |

Lecfore 2, Rart-l Skit (exp@rimentaﬁ) Expository (control) v  

. Lecture Z,féaro.z Exposwtory (control) Skit (experimenta1) 1E
o (Slrvey #2 P sorvey $7 9*:t”

Review of Study ° Survey [Z TR Survey aa

After the students viewed one expository and one skit
}ecture, the fir° attitude survey was administered Thea_~r"'

.fstudents were- given careful instruction as to how the sur-al;'ﬁ%

1'

- vey uas_io_he_ﬁompleied_and;Lhenmmuﬁhu;zﬂtjjnr1mxms:agI££4___
.;.strong]j agree, dlsagree and strongly disagre%. The stu-:V
dents were 1n5tructed to lanswer all questions._;y _ .ﬁ 'if
:_ The :bhﬂl_g,ﬂf the television !essons were scheduled .
' during the, fourth and eighth weeks of the quarter; A‘g:

"g.meeting after the students viewed the second two part

S 'ﬁecture., This second sorvey permftted a comparison of

attitude responses with the first survey to determine if
"eeatggtudes toward the television lessons changed with

o dditiona? viewing After th second attitude survey was

' ~,Aadm1nistered the cla%s was 1nformed of the purpose and ‘
Tf obJectives of the research prdﬂect Immediately fo11ow1ng EEIY

dthis presentation, the attitude survey was administered

. |" "—"'. - > R
- 4
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‘e

for the third time. The purpose of this thxrd survey was 'f;
. to ascerta1n if there wd% any shift in student attitude
;ﬁi;_;. touand necetving instruction in- skit form- affér 1isten1n§ 5"§{f
_ to the explanatiﬂnvof;the research in progr&ss. ‘ . | ;

Eva1uation of aﬁtitude surveya The responses from the

attitude survay were recnrded on IBH ccanning sheets and

coded onta key punch cards. The ‘data collecyed were then

submitted to a princ:pal factor analysis thh 1tera-

1

tions us1ng varinax ?otation,7 This ana1ysis of intercor- Y

". o

'relat%ons of the items was used as a- means of determ1n1ng

"'which items contrihuted significantiy to- tne ove ?? ?a¢¥ﬁuf. 3;
s tor structure for each survey administration.8 o
e e R
In additvon, nean scores for each survey 1tem were -

':calculated after epch survey administratxon.- These scores

»

were used to provwde an 1nd1cat10n of tne students over-

al1 agreement or d1sagreement wwth each survey item.

MEASUREME?NT OF LEARNING

)

Test for Canxtive G i .M;v,QZJQ;W,'?WJEAj;W;wwmxwwMM;me4;;

T e T i . . hd
. ‘

The second phase of this study was deszgned to 'la”
~ o

neasure an/ d1fference in 1earn1ng by students who view

eﬁther expasitory or skit- Iectures.,wi“ff“"”

To measure cognitxve ga1n, 3 ?0 quest1on multiple-

[ ) -

ch01ce test was constructed from the estab]f%hed 1nstruc~ B

. }, .

tfonal object1ves.- (See appendix E) One test questﬁon if g




“ta

was construuted tc neasure learnipg from each ofvthe six  §;_¢;
N theatrical skits inc]uded in the television 1ess§n while L
four additfcnal fest JGuestions wers ce nstructed to
measure'learhing in other areas-of the lessona This nrouﬂ~
;7éégu£é Was useq to eﬁsure Fﬁe students would not pnepara
'thémSﬂives for the tést by-studying only the 1ﬁf0rna£fca._
contained in the- skit%.'QSince the student wou?d be . taking .
~the test on!y 7-10 minutes after vxewing the te!evisxon
lesson, test questinn= were desagned to measure generai o
understandrng of concepts rather than specific 1tems that :

TeoNas

» wou1d entai! memorization._fi!

[

L Fl

Test design. The constructioﬂ 7f the 4 examinations fol-u-‘;:;f
1owed severa} guidelines‘ (1) simp1e rather than difficult r»’ib
Ianguage was nsed (2} ambiguous wording, clues, sugges~ ?. 
'tions, catch words were avo:ded, (3} general ru!es govern;1n‘! 
1ng good questxon constructia1 were fo11awed and (4)

questions were written in object1ve form.gf Since this

was 2 multipib~ch01ce test the foilowing guide11nes were

;QQQ “ used for the construction of the answers. (1) answers weregii°”i

written us1ng para!l&? language, (2) distraétors or incor4 

rect options that wOu1d appear plausib]e were designed

(3) five options were Tisted for each questioﬁ (4) cor-“’“m
5 rect ansuers were: randonived, and (5) marginal and terminal

responses were 1nc1uded 10

- . T O S . Ty w . P e
TR PN RN, S SEL SN BT SSARTRU P B e el T R i SR SR :



,'17-Procedure.' A split~rroup, rotated techn:que Was emp‘oyed

:to obtaiﬂ the data, i.e., the sxperimental television ;

group and contral gToup.

Lecture © Growp #1: ,.,uroup w2

L, EREELIRIRRY. & ¥
L . ‘ o
. . S e .

; s: i I

LT

Y

~1esson contaxning-skits was introduc&d\ta bozn.ﬂroups;,

_ hence, each grcup a!ternate?y ocame f&n ﬁxperiﬂental

1‘ 1h1$~prﬁcedare wasrused to ,7

'ﬁxnose any group differences that mlght make one - group
. natural*y fuperior to the other. 1. ee, if one group had a

-higher mean graﬂe point averagp 1t wauld be noted in both ;if?ffﬁ

the control and expe:imentaz grcup twscur&sq-f

" Lecture 1, Part ﬂmmposifory {eaatro]) Skit (experimenta]lv

;_ Léctﬁre;1},Péft 2 Expositary, .  ,~” ;*:Skit

'uf ‘éééghg. At the conclusion of the :el&vision 1es'on, the' .
’  .udentsvwere a1iowed te review their television note< fof"ff%
WMTffgpproximately 7- 10 ninutesab The test Has then adminis«l? ‘ff
J fltered ' Four 10- question multiplﬁ ohoice tests were given;!f“Tf

'tﬁTest scor@s were subnitted to aJconmon L~ teqt fov 1rdapen~;jk'

i*jf(contrai) and the skit (experinerta?) groups." 1h1& t";'

.mefesg §;wwﬁ . -Test #1,

A .
]

<

CTestd2 . Test y2

»FQCtUPE‘z, Part 1 .Skit (expgp‘mgnt“]) 'EXPOSitOPy (CQ“tFOI)?G'ﬂ?

- Test £3 Test 43
- Leéture'z; Part 2 ﬁkit ' o | :‘,erxpository '
e . ;Test Bg - o Test #4

c‘) .

": dent means, which is destgned to detﬁrmine nhether ther~ ¢7{f:;'“'

“vﬁexists a significant dafference bgtneen the expas‘tory

; 1’ oo

ke tgle
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Chapter II1I
DATA AND ANALYSIS

Student Data
, 3
There were 142 students surveyed during the three fall
quarters of 1975, 1976 and 1977 as repbrted in Tables 1-4,

The mean age of the students was 22 years and 7 months. The

mean age range was 1G.5 years for a day class to 24.5 years

]

for an evening class. “The data reveal younger students (m

'
v
2%
CNeery
BV
Ha
Ha o
D
3
[
ke
Y]
Gz
N
Eae]
[T}
wn
-
o
=3
wn
=
=
-
—
(12
2l
—
wde
w0
-+
]
<
o
-—
Q.
(12
-3
wn
.
| =
Q.
(12
=3
ot
w
—~
=3
[}

24.25) attend evening sessions.

The majority of students (71.8%) was enrolled as full-
tjm_ students taking a minimum of 12 cred{t hours. The aver-
age number of quarters attended was 3.923 quarters."The'
average number of accumulated credit hours (m = 37.6) would
academically qué]if} the majority of students as third'quar-
ter freshmen.' Twenty-eight percent of the part—fime students
enro11éd for approkimgtely 4 to 8 credit hoﬁrs‘per quarter.
The number of hours averaged 11.1, 1ndicating‘mofé éart—time
Students‘th;n full-time students #n the classes. A fu11;timé
sfudent is defined és taking{]? or more duart .Eours.A;Tﬁe '

mean grhde point average for all classes in thfs study was 2.38.

Q ' ‘ . . SP .
| whboe
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One hundred'fortﬁ_students or 98.6% he;d no co]]ege
degrees wh11e one student held an associate's degree and one
held a bache]or s degree, S]1ght1y over ninety-~four’ percent
of the students p]anned to graduate whiie two students 1no1-7
cated they were not planning to graduate and 6 were undec1ded
Y One hundred twenty six students or 88.7¢ were enro]]ed 1n
the Un1vers1ty of Toledo Community and Techn1ca1 College assoe
c1ate,degree programg-]Z'students were enrolled in the bacca-
laureate Program while 4 students were undecided.
- The majority of studentsg (81.7%) werehemployed.- Seventy-

one had full-time JObS work1ng 42 4 hours per week wh11e 45

vstudents had part‘t1me JObS averag1ng 23.5 ‘hours per week

| fhe majority of students or 54.2% hadgnever used te]evie
sion for 1nstruction 1n'eTementary sehoo1, high.schoof or in“
college. Sixty-five students or 45.7% had some experience
with instructional te]evision, f;e;, 58% in co}]ege,'47%'ﬁn
high schoo1, 20% in etementary scnool while 6% were instrutted‘r

. 3 ] .
. by television while in. militarywtraining _The mean percentage

of prevwous usage of television for 1nstruct1on in the c]ass-
‘room was 13. 99 percent The use of te1ev1s1on in elementary

and h1gh schoo] 7s based on a 36 week year wuth approx1mate1§.
25- 30 hours of classes per week. C011ege c]asses are 10 veeks

in 1ength and students attend rlass ‘4 hours per week for one

course, Therefore the percentage ef use 1n a co]]ege course

would be greater than the percentage of use in e]ementary or,
\ .

h]gh school. I o N
| - : ———— ) ‘ ' (S . \\.
EMC ' _ ’ L o .LlJ',l . . N

AN




TABLE 1

STUDENT PERSONAL DATA

\
FALL QUARTER, 1975
— TN T S S D
SURVEY QESTION (10 2. m) 01 an) (5:20-7:0 pon) 107 _
N0, OF STUDENTS N = 13 Wew e 26_ =63
AGE OF STUDENTS ™ M= 22523 ° M =195 940 1= 22,063
FULL-TIHE TU0, 79,923 FT 24, 1008 F-T 7, 26,923 F-T 41, 65.079%
PART-TINE p-T 3, 23,0765 P-T 0BT 19, 750065 BT 22, 34,9208
A0, 0F QIR R L
HTTENOED - 4709 3,200 He4308 ¢ W= 308
AU 10 0F SRR
HOURS N G806 ML H=3 T L= 39,52
N oFQR \ - . |
TAKING = 12.806 114067 N = 8,923 RN
GRADE POINT . ;.
O = 2,165 W=2.475  M=2314 % MN=2,085

ACUMx

First quarter freshm_,enl'werﬂe excluded, -



TABLE 1 CONT'D

SURMEY QUESTION SECTION 1 SECTIONZ _  sectuhs  ToL . |
CORSSOC 1, 6335 ASSOC, ¢ SO0 ASSOC 1,1.507%
CORREESHELD BN O BOL 1, 0066 BAL 0 won 1 1

NONE 12, 9.2307 NONE 23, 95.838%° WONE 26, 1008 NOKE " 61, 96,8263

-

VES 0, 806158 VES 23, 95.833% VES 23, gB.46i YES 57, 90,4764

PLAN T0 L O Moo
© GRADUATE? o | [} | o
| UMD T3 UM 1, 167 WD 3, 153 UNL 6, 9,549

€S

CRSSOC 12 923074 ASSOC.TS 6255 ASSOC.S 96.T5H¢ ASSOC. 2 B.54

TIPE OF DEGREE BACK. 1 7.693% BAGH. 7 29,1665 BACK. 1 3.8065 BACK. 9 142860
- PROGRAK o . R

G W 2 e e o NN 2 3

¢ o - ‘ ) e




CTBLETCMTD

. SURVEY QUESTION  SECTION} SECTION 2 SECTION 3 - TOTAL

. HORKING STUDENTS VS 11, 64,6155 VES 19, 79.1665 €S 26, 96.1565 YES 55, 87,300

N0 20153054 MO B, 20,8345 MO ), 3.8465 MO B, 12.6988

FLLTIE AR BT 7 63,6360 FT 5, 20,3168 F-T25, 1005 F-T 37, 61273
PART-TIVE J0BS S - |
o RT 6B BT TRE0H BT 0 AR RT

JEAK KO OF RS, RT M35 FT 0o T e 84 FT B ALEY e
HORKED PER K, - :

TS RS RT B 0 BT Readm

CUMMENOS IV IS AR IV 9, LS N6 0 IV, 36
cIPERTENCE - | - " -

S TG N6 005 RO T 20, 769 TV, 68283 T

ECATIONL  COLLEGE ¢, 60%  COUEGE 9, 1008 COLEGE. 4, 66,6664 COLLEGE 17, 854 _
WVELOF IV WS. 1,208 WS, 1, TGRS, 2, BIBENS, 4208 0
CEM 1,208 ELE O L. 2 B33 EN 3,05

" 5.0 CLASS |
CTAUGHTWITV =9y

N S TR R 1Y

. " . n_:u»ll‘

(. ‘ll
v . {'.‘L., .
Cu




’ TABLE 2
. STUDENT PERSOMAL DATA i

Va EALL QUARTER, 1976
- SECTION | SECTION 2 TOTAL
SURVEY QUESTION - RITRY - 5:30-psm. | -
0. OF STUDENTS =2 . N2l T
AGE. OF STUDEATS EREC R R U R R X1
FULL-TIME F-T 26, 1008 RT3, 480085 FT 39, 62 2643
PART-TINE P-T 0 R 1, 51,8528 b- T, 2. 416
N0 OF QTRS. ; ' ; .
NTENDED. = 3,846 1= 4,333 e 4,094
ZAccun NOOF o . o \\; |
HURS = 39,538 13500 =) :
0. 0F QT h | | -
ThKING M 13,308 = 6,925 M = 19,057
{sRADE POINT ACCUY . - W= 2,308 < 2,805 M= 2,569

L, .;

First quarier freshmen were excluded,




TABLE 2 CONT'D e
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I3, 208 BT 0, 1T PTIE BN

MR KO, OF RS, R
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SECTION 1

SURVEY GUESTION

NO. OF STUDENTS

AGE: OF STUDENTS

He22.153

; FULLATIYS F.7522,84,615%
PRRT'-TI.H_E PeTz -43,15.3.35%'-;

e L‘.,;, e e

3
i

N0, OF QTRS.
ATTENDED

41,423

ACCUM. MO OF HOURS

KR

-~ NO.OF QTR. TAKING

© He12:3 T

'GRADE POINT ACCU

fgxcora FRESHHAN NEkE OHIT’ED
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!

DEGREES HLLD

T OPLAN TO GRADUATE?

TYPL OF UDEGRLE PROGRAM

| SURVE;\;E§§L10N -

CHONE 26, 100

up. 0

ASSOC.\O

BACH. [0

fES 25, 96.154%

OO 1, 3.846%

i’ §E¥T10N ]

oy

BACH. 3, 11.538%

MOME 1, 38468

©ASSOC. 22, 64.616%

—_
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TAUGHT WITH ITYV

TABLE.3 COHT®D
SURVEM®QUESTION SECTION 1
WORKING STUDENTS J YES 16, 61.539%
| NO 10, 38.461%
FULL-TIME AND F-T 4, 25%
PART-TIME JOBS
- P-T 12, 75%
| N \
- MEAN NO. OF HRS.  F-T M = 40.5
WORKED PER WK. o |
BN | P-T- M = 22.9°
‘ |
PREVIOUS ITV \ 1TV 16, 61.539%
KPERIENCE ) | R
| o NO ITV 10, 38.461%
EDGCATIONAL COLLEGE 8, -50%
LEVEL OF ITV ‘ H.S. | 8, 50%.
- ELM., 4, 25%
OTHER 4, 25%

M < 16.312%

. ’-‘



TABLE 4
STUDENT PERSONAL DATA

FALL QUARTER, 1975, 76 6 77

SECTION |

~ FULL-TIME

L]

OPARRTINE .

 ATTENDED

ACCUM, NO OF

GRADE POINT.

- ACCUR,

M= 3,904

= 2,235 0=

=T 41, 65,0099 F-T 39, 73,5854

P-T 22, 34,921%" P-T 14, 26,415¢
i = 4,09

= 37,302

2,560

F-T 22, 84.615¢

- 4, 15,385

= 3,423

=335

e 12,3

= 2,819

} I
 SURVEY QUESTION FALL QUARTER 75 FALL QUANTER 76" FALL QUWTER 77 TOTAL
10, OF STUDENTS 1 ¢ 3 Ny e = 102
JGEOF STUDENTS = 22089 0= 2806 H=200 N - 20

F-T 102, 71,8314

T 40, 28,169

M= 3,923

HIRS 1= 39,50 /, ,‘ s 30,59
N0 OF QR, S | | |
TAKING WILS s 10,05 ERIRTI

He 2,363

. M”
VR

, 179
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SURVEY QUESTION  SECTION 1 SHTON? SETIN3Tow

- ISSOC. 1, LTS OASSIL 0 ASSOE 0 RSt ,.734% |
LT o o
CUDRREESHELD OBCA L LEOHOBA 0 B 0BG 1,
CNONE 61, 960260 NGNE 53, 100 NORE 26, 1008 ONE 140, 85028
. ' d ‘ | ’ ‘J . ) i

COMMTO WSS, 06 Y %, 018 B 25, %6150 G
S L (R PR PO S B X Y0 R AR T
O T U1

ASSOC. 52 8254 ASSOC 2, 98,1138 ASSOL, 22, B4.6164 ASSEL. 126687308

- TVRE OF T T
DEGREE PROGRMY BACH, 9, 14,2664 BACK, ¢ BAE 3, 15 A T2 8l

MONE 2, 30T NOIE T, T.0GTENORE 1 3846 ME 428
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RN AORS P N
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NO ITV 13 68, 253% NO I 24 48, 283% N0 ITV]O 38, 461 N ITV77 54 225%

OUATIONL  COLLERE 17, 654 COLLEGE 13, 44,328% COLLEGE B, 50 UL 3, 58,4624
LEVEL OF ITV HS, 4,200 S, 19, 655175 B, 8, 508 S, 31, 47,696
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Summary

The students surveyed in' th1s study were sl1ght]y older
students averaging gz.b years of age,hav1ng been graduated
from high school for nearly 5 years. Day students were found
to be younger than evenlng students. There were nore full-
time day students than full.t1me everning students. The

ma30r1ty ofe even1ng students attended part- t1me, he]d ful]-

At1me JObS work1ng approx1mate1y 42.4 hours per week and were

'taking approx1mate1y 8 hours of course cred1t per quarter.

The grade point aVerage ranged from a low of 2.165 for

aﬁproximately one—ha]f grade higher than day students.

‘r‘one of the day classes to a high of 2.805 for an evening

: c]ass. General1y, the ciass grade point average ranged‘frqm‘

average fo high average (C to C+) with even1ng students earning
The majority of students had no ekperience using televi-

sion. Of those who had exper1ence, approx1mately 13 99 of .

~

: the 7nstruct1on was te]ev1sed

0

The Attitude Survey

The att1tude survey, des.gned to obtain student att1tudes !“

R

?toward rece1v1ng 1nfornat1on from te]ev1s1on was d1v1ded into .

five categor1es; general course att1tude, attitude toward the
1nstructor, the mult1p1e choice test; television notes; and

method of_1nstruct1on. A forced ci .ice Likert sca1e was eftab-

1lished, in-which students wére'foreedhto‘agree or disagree wi'th

- ) o 7
) N " ¢ q
¢«
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ﬂthe giVen stateménf. 'A "no opinibnf fespbnse wésvomitted,t'
Stafements wefe ass jgned the value of: strongly ag}ee = 1;-
= - agree = 2; disagree = 3; and stfong1yvdisagree =.4, Therefore,
the'interpretative procedure would be: theﬂlower the_score;
the more positive‘thé attituﬂé is toward theAstatement,fand
convérsely, the higher'the score, the mofe negative theAattie
tude. . - ' | I f ',"" \
, lhe iﬁformation which-follows,is a compilatidn of’the :
_data défiVed from“fhé statfstical‘analysis of the;resbon?és(df

studigt subjects to the attitude Sfatémeﬁts on the survéy’qon-

.'tainéy in'Table;>5 and 6. Meﬁn score§‘ére repo;ted for each
sfatement for the three:fa11 QGartersiof tgsting, lThe_atti-:
tude-ahalyéis is.based on-tﬁe following sca]é:;.

1.000 - 1.333 STRONGLY AGREE
1.334 - l.BEGAMODEﬁATﬁLY STRONG‘AGREEMENf
. , 1.667 - é:000 AGREEMENT - | \
C 2.001 - 2.433 SL£GHT‘AGREEMENT\-" o \\‘
- S 2.334 - z.ees'NEpTRAL . '._' ; ,. R -
' 2.667 -,3;00p'SLIGHT:DISAGREEMENT g
g 3.001 - 3.333 DISAGREEMENT  ~
o 3.334 - 3.666 ﬁODERAIELY.STRONé DISAGREEMENT

| 4

3.667 - 4.000 STRONGLY DISAGREE |

General Course Aftitude'

-

1. There was diségreémeht (3.13)‘thét marketing is a bor-

ing subject.




. 65' Ly )
31}.There.waé eiight agreementf(Z.OI) that studerts gen-
era]ﬁy enjo& attending e1ass eessions.' _ ' ) 3
| v8.,There was a neutre] attitude (2;66) thatamarketihg' :
should.befa‘requjrement fer ali students; | |
-10. There was moderately srrong disagreemeht (3. 34) that
the mater1a1 taught in th1s mgrket1ng course waslgenera11y use-
18554 :', ; ' Y N ; - o
13. fhere'has‘disagreemenf‘(3.09)~tha% the coﬁree was toe,e'
difficu]t . | | | |

34. There was d1sagreement (3. 16) that the ]eve] o? the

mater1a1 taught in this course was ;00 e]ementary. _ .

Attitude Toward'InstrUttor

‘ 4. There was an :ttitude of neutra11ty (2 37) concern1ng

whether the 1nstructor made sure” everyone understood ‘the

.»materra1. ‘r:- : ;” e -
: 6..%here was dieagreemeht (3.0)7fh?£ the instructpr'did
" not make many iecture p01nts c]ear to the students." o ;.7
14 There was s]1ght d1sagreement (2 94) that the. 1nstructor .
did_hot presentvuue‘eouree mater1al clea “¥y on te]evms1on
22. Thers was agrﬂemt t {2.0) the instructor was a good
-television'teacher. -
| 16. There was'sljght dieagreemen; (2.94) the c]a;sraom 18-
tures by the instructor were not Qoqd.. |

25. Thererwas agreemert {1,92) the instructor genera11y‘

does a good job of teaching in the classroom.
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FALL QUARTER 975 1976, 1977

{

]

| ,Survey
v -
FACTOR CATEGORY TND TURVEY STATEMENT o i

Survey:
ol

i =

1

13

Survey Grand.Méan

Score

| ‘-‘General Course AttTtude

. T T tthk marketlng is a borTng SUbJECt - " | 3,13

Ll

oA generaTTy nnJoy attendTng cTass sessions, 201

8 MarketTng shoqu be & requTrement for all students 2,60

AN

3,16

AL

3109
20

e

660

! e

e

S,

: ,TU i materxa T Taught fn thTS course is generaTTy RO
| useTess.. o -

T3 This course is too difficu tffor e, 3.10 -

3. The Teve] of the material taught in thTs course ig | -
L too eTementary - , SN

.35

3.09

306

3
0

RAN

23,0000

AL

Lo
“Lb"

RTINS
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3, good JOb of fenuhlﬂg

BN

(G,

fSurvey eSurvey  Survey srand Hean
L B f2 # Score
" FACTOR CATEGORY AHD SURVEY STATEMEWT I} = i M = :
Atitude Toward Iﬁétructor /‘/,
v
I, The instructor makes sure everyone understands _
o the'ﬁﬁterig1. g6 2,550 2.4 2. 3706
6. The instructor does not make man) boints clear |
o e, : L R R 2,996/ -
‘v,'iﬂ The nstructor ooes not present course mater |
‘ clear?y on telayision, 3,01 2.9 2,88 2,9433
2. The fnstructar is o gond television teacher, 131 206 Ldt 19997
C 98, Classroon Te dtures by the instructor are not | | ; |
too good - 305 2.90 2,08 2.943}
25, In the classroom the instractor genar: 11y does )
2,03 1,98 1.9200

égA

— —



©OTABLE S CONT'D

Survey

69

" Survey Survey  Grand Mean
‘ . | . #l #2 #3 Score
FACTOR CATEGORY AND SURVEY STATEHENT - h=_ M= h= - Y=
The Hultip1e Choice Test
. Hore tine should be allowed to study before taking
the test on the television Tectures, o LB 85 289 2,663
24, It's a good fdea to take the test 1mmed1ute1y o - |
after watch1ng the telev1awon xecfure | 1.98_ VAV ik
3, The tests weren't fair, considering the materia) . | | ;
e were supposed to have ]earned. | .00 - 2,81 2.9 2,9067
P
15 The test questions Here approprxate measures of \ | .
the content of the Tecture, ~ L% 213 o 2,007
Tel2yision Notes | | - | o ! J*‘
o1 The outlines for the television leétures.are . - ',5 |
- helpful, | 152 LTE LI 1,680
\ | s | ‘ o
\\ 1. For me, the out]ines_were wogthless, ' 3,41 320 3200 Loer
‘ \\ ' | | . e .
C 2 t's too difficult to Fill-in the.outline whiie , o
viewing the shits in the tereviston Tecture, " ° 2,62 257 257 - 2.5887 K
33, Filling in the outlinds is not d1fferent than S ,v“ N
tak;ﬂ’"ﬁofes. B ZL T % S {0 1 I
. / ’



v OTABLE 5 COHT'D

]

Survey

A Sufvey

A

GL

Survey Gr&nd Mean
| o . i . Score
FACTOR CATEGORY AND SURVEY STATEMENT 0= N = e N=
Method of Instruction
A, Attitude tovard TV Tectures
5. Television lectures are just-as effective as o -
classroon Tectures, 2.3 248 2,83 2,4500
a 9 ‘\generalld prefer classroom 1ecture~ 2,21 \\2.31 2,31 ‘2.3167 |
| | \ | o | o
| 32. I>w1sh more- 1ectures had been televised, \ 23 24 s M
& Attitude touard use of skits |
| 19, The skits in the television lectures were not o - |
o reallstlc S - N {» 2,61 248 2.8 2.5067 -
29, In general the sk1ts in the TV lectures were o B |
good ¢ L1520 2200
20, In yeneral, 1 g__fer te]ev1slan*‘entunﬁsqcon-s o I =
ta1n1ng tﬁeatrl\pl sk1ts 2,52 70 2,46 25600 -
2, 1f T d 2 choice, I would prefer telev151on AT
lectures without P1t° ' B8 ke 2,623
- 28, In the telev151on 1ectures | prefer wore ‘ } o0
lecture and fewer skits. 2,57 2,48 2,3567
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TABLE 5 CONT'D

/

Lt

| Survey ~ Survey Survey Grand Mean |
_ f 2 #g - Score
FACTOR CATEGORY AND SURVEY STATEHEWT = il N = M=
(. Attitude toward skits'aé 3 teaching tool
18, In general, the skits in theff’TEv1s1on lectures. : A
explained course material clearly, LI A3 2.3 . L2300
20, For e, the skits in the television Tectures nite | L |
- it difficu’t to learn the material, 0T 2,87 2.9 2,9300
23, In the‘television lectures, the skits detracted ‘ * o S
from the material being taught, 2,06 2,76 2,85 2.8000
21, The use of théétrica] skits to teach tends to- . |
make the material more confusing, 2,91 78 285 2.8467
D. Attitude toward Tearning from skits
17, The material presented in the television skits | .
Was easy‘to Tearn, 2,06 209 2,20 - 2,1500
a 30. The skits in the television lectures Were an ‘ , | | ‘
enJoyable way to Tearn, 21 L% 2,29 2.2733
S35, The skits were @ p]easant d1vers1on from the - I
| rest of the telev1s1on Tecture, T 214 A 24 B 2V S L X
“ ‘ "‘»..-.J( S
36 1earn just as eas1.y from skits as I do from o _
Tectures, Ay 460 240 2,483



\

\ | TABLE 6

ATTITUDE SURVEY DT TH ORDER OF STATEMENT PRESENTATION.

~ Survey Suryey  Survey  Grand Mean

. i #2 #3 Score
QUESTIONNAIRE STATEMENT l < I = il N =
1, 1 think masketing 15 a baring subject. EE A N R AL
2. Nore time should be allowei to étudy before o | |
taking the test on the television lectures. 2,65 2,65 2,69 2,6633
3, The tests weren't fair, considerihg tne | o S
material ve were supposed to have learned, 3,00 .81 2.9 2,9067 .
-4, The instructor makes syre everyone | .
~ understands the materiyl. ' 2,16 2.5 2,40 2.3700
. Televisiondlecturesfare just as‘effective‘ : |
as classroon Tectures, 23 248 283 24500
6. The instructor does not make many points - o )
clear to ne, \ W29 2,9967
1. The outlines for the television lectures | .
are helpful, o L LIV O£ B YDA
8. Marketing should be a réQuinementffdr,él1'students. 2,60 272 61 2,663
9, 1 generally prefer.classroom lectures, . 2.2 3 Ll 2,3161
0

vd

P A



TASLE § CORT'{

B

e¢

W Survey Survey' Sirvey  Grand Mean -
A il fe 3 Score
QESTIONAIR STATEH;_ENT I A N T
10, The materia] tayeht i fh]a course is generally o \
useless, LA 335, 3,26 3.3400.
11, For e, the outiMes were warthless. 40T L0 8
[t's too difficult.to fi11-in the outline while L
Cviewing the skits in the television lectures. - 2,62 2,57 2.8 1,5867
13, This course is too difficult for e, 0 309 308 3,000
14, The 1nstructor does not present course naterial | /
- clearly on television, . 3.0 2,9 2,88 2,9433
15, The test questions were zppropriate neasures | .
- of the content of the lectures, 1% 213 oW ume
15, Classroon lectures by the instructor afevnot |
too good, 305 280 288 2.4
17, The material presented in the television :
skits was easy to learn, 2,068 219 2 2*75'.
18, In general, the skits in the television | o -
1ecturés explained course material clearly. 3 L 2.2300
19, The skits 1n the television lectures were ot -
rea115t1c T 261 248 243 2.5067

vy



Girvey varve; Suryey o Grand Wean

_ S , EL L i Store
WESTIOWGAIRE STATENONT o Wr HE 4 e
20, In genaeat U oweafor talayigian Tooiies - ” o
- containing theatrical skits, . . Lol LN 2,880
2L Forone, the skits in the television leu ires ! - o
- nade U Efficult to Tears the materizl, A L8 Ly 2.5200 ’

22, ihe ir. ructor 5.3 good television teacher, . };92 COL0E 200 1,087

-

23, In the teleyision lectures, the siits ‘ I 2
detracted fro e mate/fal being taught, E1e LT6 285, 28000
2, 1t's & good idea tp take the test inmediately \ . o
after watchina thELielevision lecture, 198 - 21w nms
25, In the ciassroom, the instructor 4" arally B | s
does 3 good b of ted: hing o | LIS AN X B L9 1.9200
26 11 had 3 choi ce. 1 would pxefer televis‘eﬁ R !
- lectures without skits, | 2,60 a8 26y 2,623 }J ;
hg use 0F thestical skitg to teach tends o S | = S
mak@ the mater.al more confusxng 2 Lt Y LT
o 28, in the teleyision. lectures, ! prefer more, L |
S Tectureand fewer skitso Gl 28T 0 257
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ABLE 6 CHT'E

L

E ‘ Survey - Survey  Survey ‘Grand Mean
S % £ .- 4 aScore
‘QUEST‘OHNAP«L CTATEMERT s = i = H
29, In general, the skits the Lelevision Tectutes
»~ Were good, AL 2,05 ¢, 26 2.2200
30.,The skits in the television lectures Were an , N
engoyaole way to ledrn, | - AT 2.3 2 2,213}
i “ o 4
I generaily'ﬁhjoy attending ¢ias S s@551 ors. 4 L L 20008
3. L wish nore lectures had been televised, | N N L N L 1 X R
“c‘ ’ ‘ ) + : ' ' l_
33, Filling in the outlines is no different than | ; \ -
taking notes. o o ‘\\3;46 2,35 LH 2,3833
. N ‘ , ~»
3, The Jeve) of the naterial taught in th1s course -
13 too elen farx T » 3T 38 3060 31833
'35,'The skits were a pleasant diversion from the o
rest Qf the television Iecture; | S N 228 2,2433
136 I Pearn Just as easily fron sklts as 1 do - ‘ '
from lectures,: . - : | 2,45 00 TN 2,4833
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76

JThe Hultiple Choice Test
2f There was én attitude of neu%}alitv (2 66) toward
hether more time shogld be allowed ‘to study before tak1n
'the test on tg]ev151on lectures, |
24. There was slight agreement {2.07) that it was a good
idea to take the fest {émediafely after watgping-the televi-
sion lecture.
3. There was s]iéht disagreement (2.91) that the }ééts‘

. /
weren't fair, considering the material the students were sup- ¢
posed to have ]eaﬁnéd, : .
15. There was s]ﬁghﬁ'agreementf(Z.OS) that the questions

: . \
were appropriate measures_of the content of the lecture.

Television Notes : .

7.. There was agreement (1.'68) that the outlines for the
television lectures were helpful.
i 11._There.was‘disagreemeqt (5.28) the. outlines were worth-

less. . : o

]2. There was an-attitude of neutra11ty (2 59) toward the_

. .
i . - n

/- d1ff1cu1ty to f111-1n the out11ne wh11e v1ew1ng the sk1tsa
durlng the television lectures.

33. There was an att1tude of neutra11ty (2 38) toward-

f1111ng in the out]lne be1ng no d}fferent than tak1ng notes.:

“Method of/ Instruction

5. There was a neutral attitude (2.45) toWard‘télestion‘aaf

¢

AN S L 0On . L -
- . T i L L T
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77
lectures being jusf as effective as classroom 1éétures,
" 9. There was slight agreement (2.32) that classroom -

Tectures were preferred.

18. There was s]jgﬁt agreement (2.23) that skits in the

teJevis%on lectures explained the course material cleariy.

. 23. There was s]ight disagreement (2.8)-thqt the skits

detracted from the material being taught,

19. fﬁe}e was a neutral atgifude (2.51)‘t6wa}d~tre skits
in the te]eviéfon lectures being realistic. (

29. There was giight ag%eemént (2.22) théf in general,
the skits in the telev1s1on 1ecture were good

21. There was s]1ght disagreement (2.93) that the sk1ts_

in the television lecture mage 1t d1ff1cu1t’to learn the

-

9

tﬁeatrical.skits"to teach tended to make the material confus-

ing.

17. There.mas,S]iQH@{agreeﬁént (2.15) the ma;eriaT pre-

_sentédbin thé‘te1ev1516h skitsywas eaéy to Tearn.

30 There was s11ght agreement (2 27) that the sk1ts in
the televisiopn 1ectures were an enJoyable way to learn.
20, There'was a neutra] att1tude (2.56) toward_ﬁrefer-

4 _ <. .
ring television lectures containing theatrical skits.’

L T ‘ . . - |

28. There was a.nedtra1 attitude (2.56) toward prefer-

ring more lectures and fewer skits.

N

27. Thefe_qu:é]ight disagreeméntf(Z.SSj that the use of
. \ . . R

N
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26. There was a neutral at%itudev(g.SZ) tow: 1 prefer-
ring television lectures without theatrical skits.

35. Thers was slight agreement (2.24) that skits were a

\

pleasent diversion from the rest of the televisie:ﬂ?ecture.

32. There was a neutral attitude (2.44) towa wanfing

more te]evised lectures.

36. There was a neutra] attitude (2 48) toward the stu-

*
)

dents 1earn1ng just as .easily" from ¢k1tS as from 1ectures

~

Analysis of Attifude Shift .

Tabie 7 s a’summatior of(a[}rthe survey date.cullected
from the three_fa]] quarters;f Thgidatagfrom,eech sunvey were
-weighted equally and a mean score'Was obtained from each fac-
tored question. -The,rating';or individual survey-questions
(strOngly agree 2 1; agree = 2; disagree = 3; and strongly’

‘disagree = 4) megnt.thelluwér the scgrei-the‘strohger the

agreement with the statement and higher the score, the stronger®

the disagreement wfth the statement. ™A neutral area was .

established between 2.33 and 2.66. Attitudes falling into

‘this'range'were not considered strong attitudes'- positive or

negat1ve - toward the survey quest1on. Attitudessof neutral-
*

ity va]ues below 2.5 are referred to as "very s11ght agree-

~men;" and above 2.5 "very slight d1sagreement“,
An ané]ysis in the shift in attitude ﬁnd?cated in,the
third survey as a resu1t of the subjects being 1nforned of the

- -

purposes of the research study revea]ed no s1gn1f1cant change

«
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" TEBLE 7

SUMHARY OF S?RVEYADATA

-

‘Ttem . # Survey #1- Survey #2 Syrvé_y""#‘3 Grand Mean

1 3.13 - 13,16 - 3.09 - 3.1267 -
2 2.65 - ° 2.65 - 2.69 - 2.6633 -
3 3.00 -~ 2.81 - ° 2,91 - 2.9067 -
x4 a?ls +  2.55 - . 240 + 2.3700 +
*g 2.38°+ . 2.48 + C2.53 - . 2.4500 +
6 - 301 . 2,97 - - 2.91 -  2.9967 -
70 Ls2+ 175+ 177+ . 1.6800 #
g . 2.60 - | 2.72 - | “~2.67 - 2.6633 -
9 2.27 + L 2,31 N 2.37 + 2.3167 +
s 10 3.4 - 335 - 3.2 - 3.3400 -
. 11 3.41 - 3,22 -, < . 3.20 - 3.2767 -
12 262 - 2.57 - v 2.57 - 2.5867 -
13 3.10 - 3.09 - - 3.08 - 3.0900 -
| 14 3.00 - 2.94 - 2.88 - 2.9433 -
15 1,96 ¢ . 2.3+ . 2,144 2.0767 +
. 16 3.05 - 12,90 - 2.88 - 2.9433 j'
i7 2.06 + 2.19 + 2 00 + 2.1500 +
18 2,11 + T 2:32 4+ . 2.26 % 2,2306_+'
19 . 2,61 - 2.4+ 2.43 +  2.5067 -
L w20 2.52 fi“' 270 -, Y 2.46 fi 2.5600 -
| | , | /. |
/
g §
.

~
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TABLE 7 CONT'D | L
—7 ' | _ |
Item # Survey #] Survey #2 . Survey #3 - Grand Mean
| o T
21 oo3.01 - ! 2.87 - 2.91 - - 2.9300 -
22 1.91 + 2.06 & 2.02 + 1.9967 +
23 2.88 - 2.76 - 2.85 - 2,8000 -
24 1.98 + 2.12 + 2.12 + 2.0733 +
| 2560 . 1.75 + o 2.03 + 1.98 + | 1.9260 +
26 12.6§ -  2.56 - 2.63 - 2.6233 -
27 2.9} - 2.78 - 2.85 - 2.8467 -
*28 2.61 -  2.57 - 2.49 + 2.5567 -
e 2.15 + 2.25 + 2.26 + 2.2200 +
30 2.17 + . 2.36 + 2.29 + 2,2733 +
a1 2.01 + g;1ﬁ + 2.15 + 2.1000 +
52 2.34 + 2,45+  2.45+ - 2.4433 +
33 2.46 s 2035 4 2.34 + 2.3833 +
3 3.7 - 316 - 3.16 - 3.1633 -
35 f ©2.20 % - 228+ 2;25'+‘ ' 2:2433'+
*36 : 2.45 + 2,60 - 2,40 + | 2.4833 +
' *Shift {n_attifuég after surQey #3
Stronglyngree=1, Agree=2, Disagreé=3, Strongly Disagree¥4
Neutrai=2.25-275, Below 2.5=(+), Above 2.5=(-)
—
O | e o -
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in attitude. All shifts occurred within the neutral range.

Y n i X : N e tmrsmd man oo b2 -
The students’ attitude toward the instructor making sure

)
everyone understood the televised méteria] shifted from a
firm poéitive attitude gn the first'sqrvey (2.16) to a very
s]%ght nega%ive attitude 52255) on the second suévey. The °
students' attitude then became slightly positive (2.4) after
the thir? survey vas administered.. |
The second attitudé change occurred in question Ejve
concerning whether tg]gvision.lectﬁres“are just as efféctivg
as classroom lecturés. The first ‘and second survey indicated
a véry slightly positive aftitude (2.34 ahd;2;48) in the
neutré] range. Aowever-the third_survey indicatéd a very
slight négative attjtude (2.53), still iq thé'neut(a] range.
The next questfon that had d,shift,in attitude (720)
asked the students jf‘they bfeferréq'feleVisioh lectures cﬁh-
‘taining thea”riéa] skits. Thé first attitudé gcore (2.52)
Qas very siightly negative; the second, slightly negative
(2.7). The third survey {2.46) sh%fted to a very s{fghtly P
positive attitude although it wés gtil?ifn tge.neytraﬁ range.
.Question 28 asked the sfudents ff.they pbeferrea mare
lecture and fewer skits. Ihe,;tudents very siiﬁh@ly dis-
.agree& with.thié'statement (2.61.and 2257)'altﬁou$h the dis-
| ;\9géssment"feliajnto the neutré] range. Thé attitude shifteé

to 2.49 after fde'third‘survey was administered., - v Q

¥
v

(&f: T e
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The jast question, {436) asked the students if they

!e;rned just as easily fron skits as they did from lectures.

I t

The first-survey Hnd1cated a very slight positive attitude

of 2.457 The second survey became very rr’ghtlw negdtlve_

wifh attitude‘of 7.6. After the ;hird survey, ‘the students

had a very slight positive attitude [2.4), still remaining in

Ty
b

the neutral range.

Factor Analysis of Attitude SurveyS'ﬁ

-
?

Data from the attitude surveys vere submitted to a com-

-

vmon.facto} analysis with varimax rotation.’ The pirpose 6f
the analysis was to ascertain 1nformat10n which wou]d pro-
v1de the researchers with an 1nd1cat1on of whxcn items in
the surveys were relevant in terms of tneir contr1but10n to
the overall factor}fﬁjucture for eachlsurvey administered.
? -
In order for an item to'be'ponsfdered as'centfibuting
‘sigeificantly to the.factor structure, it must»haye,reached

agmoderate loading (.30 or greater) on aﬁy significant fac- -

.qg tor as determ1ned.by the e1genva1ue cut-nff e°tab]1shed for- o
. each factor analysis. .
For the first survey administration, five significant
. [ 4 . ’

factors were derived. of 36;variab1e jtems, all but four
met the loading criteria. Gnly items 7, 24, 26 and £9 did ©
: nov have adequate loading vaiﬁes.

The structure of the secohd survey consisted of seven:

s S R




a3
stqnificast factors. These factors were Copprised of al!

.
“ .

Lad

_survey jtems excep; threew  ttams i, 15 ang

Cat

The factor structure for the final suryey administration

[

was very similar. n this case, seven faltlprs were derived, -

which were comprised of 33 of the 36 suryeéy items. Only

»

items 3, 8, and 37 .did not cbtain adequat® joadings., (S5See

Tables 8-10). R

7

Administration and Evaluatygh
' i
of Cognitive Gain Heasure

Test Administration and Scoring .

Following the presentation of each of 'the leClures, the

studentc were given an examinaticn dealing ywith 1esson con-

tent. The student% were given a study perigd of 7-10 minutes

after thé lecture had enyeﬁ before being giqen/the examina-~
' . | ' ,
tion. ' o oo o

) ! ‘I . 'l . ‘ .
" Fach test was a tex-po?nt'multiple“chgjce'exam1nat1on.

S udents recorded their ansvers on IBM scanping sheets, and
) . - - N . 7 ‘=

tie tests were scored by computer, using a gtandard scoring

proéram..,Tab1e 11" shows the scqring'forﬁegch'student for

each of the lectures. - As indicated earlier, prior: to the:

prgseﬁtation offthe televised lectures, the students were
randomly assigned to either‘tﬁe'exposiiory or tbeatri;al sec-

tion of each grpuping. At that time, ngry,effhrt was made

to ensure equality in section size. HoweVer, SOm& variations

are noted in.Table 11 due to drdp-outs'and asbsences,

LIS
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EACTOR MALYSIS RESULTS OF THIRD SURVEY DATA
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TABLE H

STUDENT SCORES O MULTIPLE CHOICE TESTS BY SECTION GROUPINGS

7 -— ’ 2
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;»7(* : Students from thdse groups attended durtng Ntnter quarter 1977 )
’ “(**L Students from thts group attended durtng Fal quarter “1977 )




;’;;jv Eva!uation of Hu1tip3e«Choice Test

The data from the 30- po1nt multlple cho1ce exam1nationsl-
91VEn after each teievwsxan 1esson were eva}uated using t-
tests'fqr.zndepgndewt‘means. The purpose.of this analysis
'was to 5;termine.whetper there éxisted a,sign‘f.éaht'd:ffer;
enﬁe between the test‘recu]ts of *he'grou 7 exmo»ed to the
exposwtory teithswon lesscns and the qroups exposed to the
te!ev1sion 1essons conta1n1ng theatrica1 skxts

Qf gurn teStb, the t,velgaq obta1ned in the ccmpar1son

;- 'of the contro? group thh the experwmental graun were we?l
below the va1ues needed Eo reach swgnwfxcance.» In fact, al]
t va?u;s except those for each grcup on the second test were ?5;!;

below 1 00 Even the three va1ues fer the resu1ts of testf

1;50. (See Tab?e 12) vg~f_lt_",.f*' : { i f”“*fwma;u"“

o oTALE N2
. | t-UALUES FOR THEATRICAL ¥S. EXPOSITORY GROUP TEST -
0 SCORES BY CLASSES, "ENVIROHMENTAL HARKETING"

oo T hm "poszrxonxne“ PRESENTATIONS -

T (t-value, af) SRR
_k I 2 .g": CLAIRERE

ﬂ-Y—’- t4n

Environmentax Market1ng T (0 21 21) . (fo;os,Z%) 0. 0 2&)
‘Environmental Marketing. rI (1.27,52Y)  (1.41,23) - {1.50, 21)
C Positigning T 7 . (0:63,23) "(0.18,23)  (9.46,21) %"
Po$1t1oning I L - (0.74,19) - (~0.67,24) . (-0.,46,21) "

o ='Win%er'Quartén, 1977
¥ = Fa1V Quarter, 1977

R MLt




Chapter Iy "
SUMBARY, DISCUSS 104 AND CoficLisions

CYhe student of xad&' must 3$arn‘wﬂ - and have more educa~

t;onai exﬂerxeﬁcaa in a "n&rtar per!@d af tinp to ke@p up with

-

thp cnn&tanr]; changing and expanding Lechﬁokﬁgy. Teievisiun*,f

H

. has been ﬁmp!o;&d to- m@et Som& of these. &du cat!ana? demana
Hawpver, wrth ai§ sF sne xechnaiogj aﬂd zﬂstruct?onai te]evint
- ian “tacTITrTes dvhfﬁaaiﬁ, t“é&%?ﬁiﬂﬁ" 5 .5¢ 111 &nt wetl inteﬂ

3
¢

'grateﬁ iﬁto educattona! ,ysxems especially at the Ievel of |

| hfgher educat:nn.ﬂi:"
'!~M,./ Research repeatedlj and cgnc1usive1v has proven thgt stuh_

-

dents do learn fron instructionai television programs and in

e

many cases. ieaxn nore’ than?gonventional]y instruc*ed students._?;

thh the QQ”p?}ﬁk‘Qn 5tud; campiateﬁ~bj chu aﬂd SChrumm, Learn~,'

1ng From Televassan, practa*znners and. researchers had for the' 

first ¢ime, pertinent research informatton condensed into a

- readab!e and manageabie buok that aould be applied in the

- :development of instructrona? television programming : Howaver,

.’

oh* 1:teraturp i found to be void nf researched prodqu

'

>tiuﬁ'pr1ﬂc$plas that can be applaed in tnu éevelopment of

e

-instructional telev1sion content.

g

Thﬁre a?e two mcda?s that have qiven impetus to nore

1~ . . . . .
Tk A R - -
v

c “ L a iy ,‘ ! N ,v' S ST e B BN
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research, f.e., the British OGpern University which was the '
reason for the development of the United St e;‘-UniVErsiiy
of NMid-America, and the Children Televisiaon torkshon with -

their "Sesame Street” anf "Tiectric Ccmpany“* The inﬁtrbc~
tional design and proceduras used to yroduce these te.evrsed

v Instructional programs Sorve §s models for fulure instiruce

tional deVelﬂpment‘usihg 192&Vi5§oﬁn Tna purpose of these -
. , : f , o
-aprogramsuis ta educate the gre schoos and early e?gmentar"

?f, schonl chxidren,_un the ca%e gf "Sesame Straet“ and. "E1e trlc
""uompcg‘g;.f"", nr pm?_;bse_;m’:d&ay e_duca'tio,n_‘?er aduits witﬁ no
ﬁegneg 5 GYrams, canpus or zes1d9n fﬁculty"ﬁh the case of
the Uﬁiv&gsity of Hid- Amer\ca; Hone of these program designs,

'hcwevér, is apervficat1v a1med at tne }mprovement of te}ev1sed

g

xnstruutxon in htgher educat‘on. There zs"a need for mudh

\ i . ~

add1tiona1 and,continued research to be done 1n the area of
productwuﬁ er:uciﬁles and !esson variants by 1ﬁ>truct10na1
developﬁrs, praducers and dxrec»ors of ITV programs, and to .

e-th‘q 1nfCtmuL3Gﬁ available er quiaance in seiecttng and

organ: ing ‘euLning matevwa!s

This study exu)ares.the deveiopment of an innovative
] L T ’ ’ B . . o 2
instruction%? tecﬁniqﬁe. aecu?iar ta‘téJevisinn 1nsbruct1on,

that presents’ 1n ormattan in theatrical Sklt form,that wz}? be
more irteresttng and attentzon conpei]zng than' tradltvona1
forms of presentattcns. The type of theatr1cal skit used

wou]d be wrttten in the traditional. dramaturgxcal style but

i o
i b

‘ . B . ) o ii)«'-; . . . - ¢ . /
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'modificd to make this type of drama suitablé for purposes of.

televised instruction.
‘-~\1g.

-

TN

The - theatrical skit Qdd?d be short {n duration,téégé 2-5
m1ﬁutes, concontrat1ng on & s1ngle concept ‘containing é sim-
011f1ed p]ot The tonflict stage wou]d be om1tted becayse
time 1111tat10n5 would not permit amp]e resolution. The skit
pw0uid.move frod t@e eﬁpqsiticn stage to the neso]ytion ;tage

l'é1iminating cce'traditjonal stages.of'confiict, complication'
and ciimaxf‘ If a'Conflict,ig,déeded ?oc purpoﬁes of=s;imd1a—._
‘t1on and/or da1n ng attenclon time 1imftationslﬁcd1d reducer
the conflict *o a minimum al]owan for‘more time for the devel-
opment of ‘the reso?utiod stage Qhefe the cbdtent_is taughtéw

This study was concerned with (1) thd heasuring d? stu;
dent attxtudes foward cece1v1nq 1nstcuct1onal mater1a1 ini
'skjt form, (2) measur1ng the 1earn1ng that otcurs as a re5u1;
Jf\\\.of.viewdng skit-Tegtures, .and (3) estab11sh1ng a drocedure,v
‘wheﬂ cies1gmmJ 1nstruct1ona1 te?e]essons conta1n1ng sk1ts, f‘f

s .
for use bf\othets who produce and . d1re0§ 1nstruct10na? soft- ~

e

ware. Th1s study suggests thac individuai co]]eges and un1-

\

versxtxes can develop "their own resources to produce te]ev1-
sion Iessons contaxn)ng theatr1ca1 skits not offered bv pro—

fess1ona1 agenc1es or 1nstruct1ona! te]ev1s1on dIStr1butors

Ll

Th1s rescarch ‘was 11m1ted to the eva]uat1on of four expo—

’

’51tory and four. thﬂatr1Cd1 te]e]essons produced by fhe authors
cﬁt1ca11v for the Market1nq 706:1:34 c]ass taught at The

o e

Q - LT B

- i _ ] - 1(30._»
' ) oo J
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'Uh%vérsity Qfébeedé Comhunity and Technical College. This
study did nqt inyestigate e@ucationa] methgﬂs, design.proqe‘
du}és, practicés or produétion téghnidues ﬁsed;by proféssioﬁa1
agencies that incorpo}ated théatrica]“Skfts‘in their te]év+$;d<\
N o : '
insﬁructjon. g | : . . .
There were/fjve*gengra] factors in determining stddénfs'

j;\\ gtt{tﬂdesfﬁgéigned~ih’an attitude survey. These SUpbosi-.

e

e "\\ﬁiqii\&ere formulated concerning the (1) attitude of the stu-
dent toWard,thé course, (2) instructor, (3) television notes,

v {4)-multiple <choice test.and (5) method of instruction.

1. Course Attitude: The students agree the marketing
coUrSe is interesting and a yorthwhi]e course to
take. ‘TQé course material is useful and not diffi-

cult to understahd.‘

I3

2. Attitude Toward~Iﬁstfuctor: The teacher for the mar-.

terial clearly in -

keting course %ﬁssénts the course ma
both the classroom and the television ,essons. 'Tﬂa‘
instructor isxfonsidéred a good classroom and televi- =
L - son.peacher.'il

‘ ' : : < | ™~ » ’ ’ A .

,3. Multipie-Choice Test: The students prefer taking the

\ . “ -

107que$tion, mU]t%ple—choice test immediately aftef

H

: wétthing,the television lectire; the examinationAis
fair”éphsidéring.the mat§r1a1.to be learned; gnd'the

test questions are an appropriate mea®ure of the con-
.o © : ' . . \ . -

L% ‘.‘ 1

_tent of the lectures.




4; Television Notes: The outlines for the te]ev1s1on

1ectures are helpfui; f1111ng in the out11ne is no.
d1fferent tha, taking regu]ar course notes.

5. Method of Instruction: | . . -

@. Attitude toward television leciures:

Television lectures are just as effective as ~

classroom Tectures-and that moré lectures should
-be televised. Students generally prefe:ftelevﬁe_
sion lectures ra;her'thanfclaserOm 1ectures.

B. Attitude toward use»of"skité' The sk1ts in the

te]ev1s1on lectures were rea11st7c and good Stu¥

dents prefer te]ev1s1on 1ectures conta1n1ng Sk?tS

\,
N
\

C. Attitu&e toward sk1ts as a teach1ng tool: The
sk1ts in the television ]ectures exp]a1ned courae'
materlal'cleaWIy, 1t was” not d1ff1cu1t to 1earn.
the material EQnta1ned in the sk1ts, the sk1ts

‘L were not d1stract1ng or confus1ng k/. n - . /

,/.~ ' .-
D. Att1tude toward 1earn1ng from skits: Thermaterial /

presented. in the skits was easy to-learn; it was an
o i e !
. . | o . . '
enjoyable way to iearn;sk1b§ are a pleasant diversion:
» . ) I
|
!
|
|

from the rest of the ie?evision.lecture; and=it'is

Just’ d» easy LO }earn from tne sk1ts as it 1s from 'f

tha telvviSTOn 1ertures . . /
' B
I

C o = /

The researchers hypothes1zed that there is no 51gn1f1cant

o

dlfferencexgn learning when v1ew1ng an CApos.tory.1nerupf o
: o | | o . \

\‘1‘ . | B . .' L ) ] ,,; \ . ' ]
ERIC . L A
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= ’ . ! . °
tional television lesson, or-an instructidonal television.
desson containing theatrical skits.

Two television lectures, each containingbtwo segments,
3@-35 minutes in lengthy were produced for this study. A sys-
, * . . i :

tems approach was designed to develop the television lessons,

Detaiied instructional obJec@;yes were wr1tten4rejat1ve'to the-

o

content of the lesson. The lessons were designed with an
1htroduction,~{9f ]ecture,_ahd a summary. Main points were
extracted i%om“tﬁe instructioné] objectives and reinforced bx v'

examples, comparisons, statistics, etc. Visual reinforcement
; A c ) v

was also designed and prodgced, including grapliics, charts,

graphs, 35mm siides, etc.

-

Tdentical te]evision;1essons'were produced containing
theatrical skits. ,Tﬁe lectures were developed with the gdideé
1ines°that: (1) each expérimental 1esson,Eontained the same .

information as the control lesson, (2) all sKits weré an

-

.’éséential.part of the lesson, (3) the skits were wrfffen ;h o~
';'a'way_not to defkact from the 6thqr\baftsiof_the'Iécture,.
(45‘the‘§kit§>vere writtep'for co]1egé Tevel gtudents;'and
(5):the theatrica] écénes cpntafned»simijér beinfqrcément\

devices as contained in the eXpositbry lessons. .~ .

The skits.Were cgfégorized into (1fuéxpository skits =,
co§§§iqing,deta51ed iﬁsfruttion;th)bstimui;tivé;séigsicdn-f{
,Iaining'ihs%ruétional mafer}a] preséﬁfedﬁby:thg actofg in a
prdﬁ]ém %éfﬁat: with answers beiné giveﬁ jncsequen;eifbfmi'

¥

rJ

o ';;J.QU .
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as the 1earner wou]d have to complete tne sequences to solve
\ .

the problem,ﬂand (3) humorous skits conteining content
.- material presented_in a comical way that would creéte a’

' pleasant diversion from the continuous flow of information.

&

Lecture material "to be written as skits was carefully
analyzed. The material that was used for. purposes of rein-

 forcement was generaﬁly that~which was selected“to be written |

in skit form.. Sk1t pac1nq was a]so cons1dered “, e, a ratio

k]

was estab11shed between the amount of material to be pre-

sented by the teacher and the amount of mater1a1 in sk1t
N ,
form. The rat1o of two-thirds teacher presented mater1a] and

~one- th1rd sk1t oresented muter1a1 was estab11shed The ;

sk1ts, when poss1b1e, were even]y d.str1buted throughout the

r

te]ev1s1on 1esson to susta1n student interest.

tase of convers1on from the ]ecture format 1nto a skit

‘format waswa]SO'stud1ed. Lecture»parts Judged complex for

the conversion were avo1ded to e11m1nate p0551b1e confus1on.

Each of the four comp]eted exper1menta1 te]ev1s1on 1essons

contéined"G skits ranging from one to.f1ve m1nutes tota11ng_
19-12 minUtes of the 33-35 minute lesson.
S . ' : . L

"Since most of the conteanof'the Jessons dealt with~

grocery stores and suoer markéts; a section,of_a small gen-
eral store having a counter and some‘shelving was built in
s television studio. Shelf items normally found in grocery .

1

ERIC -, 1

s -
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!
. as the main character who de]ivered most of the content

99

" stores were borrowed from the Deggrtment of Theatre and from

local super markets.

. A middle-aged grocery‘store manager, Jed, was selected:

4

1nformation as he superv1sed Becky, the cashier, and’ Rick

‘the stock boy, Rick was characterized as a young collége stu~u

~
dent, majoring in marketing at the near-by«university, eager

‘to iearn“marketing‘princip]esoand_practices.4

Fill-in television hotes\were provided for each .tele-

-

'1esson for all ‘'students prior-to viewingxthe 1esson. rThe

notes served as a general orientation to the lesson and as/a

study guide_since the lecture information was not available

in text form. - | ' - L
A survey. was then-designed to solicit student attitudes

toward receiving 1nformation from the prepared te]e]essons.

Available surveys. were rev1ewed A set oy,statements was

Lused to measure attitudes for.each factor under study;~ A

. i
Worced ch01ce Likert sca]e was utiiized in which ‘the stu-'

- dents were forced to agree or disagree w1th ‘the given state~_

"-through the use of a random nunberSKtable.-

-

a

ment. A "no opinion" response was not 1nc1uded Responses
to the statements were assigned the values of: strongly agree
=1, agreeq- 2, disagree = 3, and strongly disagree = 4.

A rotated group technique was. used ‘to acquire the ¥

<

data. The seiection of student groups was determined -

)o

- -

o5
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At the comp]etion of vﬁewing one expository and;one

[N

theatr1ca1 1ecture, ‘the f1rs1(a/t1tude survey was adm1n1s-
tered. Carefu] comp]et1on 1nstruct1ons were g1ven as we]]
as the def1n1t1on of eva]uat1ng terms. A second survey was

L . ¥

sons. The: second survey perm1tted compar1sons of att1fudes
N

w1th the first survey to determine whether any’ sh1ft in

g1ven after the students v1ewed the next two telev1s1on Lfs-

att1tudes toward the te1ev1s1onv1esson occcurred w1th addf;.
tional view{ng. After ‘the second survey,.both grouns'were_‘
informed of the goais of the research study in progress.1“A
brief discussion period was heid ‘ A th1rd survey was then ;
g1ven after this. d1scuss1on for- purposes of obta1n1ng any
sh1ft dn student att1tude as a resu]t of be1ng 1nformed of
the research in progress. L ‘J' >

There were 142 student“ who part1c1pated 1n the atti-

tude surv,,.iLOne hundred twenty six (88 7%) of the students

were enrolled 1nn1ﬁe Commun1ty and Techn1ca1 Co]]ege with 12

_students enro]1ed_1n one of the-bacca]auveate co11eges and

J . T
TR $35)

4 adjunct students.- The -mean age range was 19.5 from a'day'

<
c]ass “to 24, 5 years from one even1ng c1ass. The data ..

o

revealed younger students (m = 21.86) attend day sessions

: wh11e ‘older students (m = 24 2J) attend even1ng sessvons.

The maJor1ty of s+ Adents (71 8%) were %nro]]ed as fu]l-

time students tak1ng a minimum of 12 credit hours ,‘The-

"avezﬂge number of accumu]ated credit hours of 37.6 wou]d

s T e
¢
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academically qua]ify th¢ majorfty of studéﬁts'as'tﬁird q&an-'
'ter'freghmen. Twenty-eight percent of the part-time students
'took‘approxjmately_4-$-credit hours pér quarter. Ihe;number
of hours aVe%agedviibl, indicating more‘pért—tfme students
'than"fu1i~fime students in the classes.. The-érade pdjnt “
average for:thecombfhéd sections was 2.38 on a scé}e of 4,0.

The second phase of this study waé'designed;to measure‘
‘the differences‘in 1¢arping beiweeﬁ students whoiview;exgosi-
tpry—]ectq}eé apd those who vieﬁ;ékitjlecfufes. . A lb;question
{Vmu1tip1é4éhcice-tést_wés Eonéfruéted"f?om thé estab]ished'
'objectives One test quest1on was deS1gned for each of the

<

skits with four a631t1onalstest quest1ons on other areas of
'the,lesson; The questionswwere designed.to measure genenag
understahding of conceptg. L. | |

‘The construction of the four 10~ po1nt mu1t1p1e cho1ce
' tests fo]?owed these gu1de11nes (1) §1mp1e’rather‘than djf—
_ficu]t 1anguage was used,”(Z) ambiguoﬁs Qo}dinj, clues, sug;
;esffons,;catch'words were évoided '(3) genera? ru]és ggvefn;~'
1ng good quest1on coastruction were emp]oyed and (4).the
iiquest1ons were‘wr1ttqn in objective form. S1nce th1s was a
vmu]tip]émehaice test, the following guidelines were used for
thg;cdnstructibn;of-the angwérs:»(l)'anSWérs were writien o
,uskhg-bafallel'1anguage, (é):diStractbrs or incorréci 0ptjoﬁ§
. tha;:w6u1d appear piahsible,Were-designed, ta) giVefoptiqns

‘were listed .for each question, (4) correct”answers were -

R
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randomized, and (5) marginal' responses were Tnc]uded along -
with the terminal answers.

" A split-group, rotated technique was used -to obtain the
'data,_i.e,‘sthe experimental teélevision Tessan'containing.

.

sk1ts was 1ntroduced to both groups; hence each group alter-
nate]y became the contro] and experlmentaT group |

At the conclusion of the teTev1s;on lesson, the students
‘had 7-10 anutes tc review their notes- before the testjwas
,;dmindstened. Test scdres were submitted to é common ;;test: .

for 1ndependent means. L I ‘ ' :

///} A}—-CONCLUS10NS AND DISCUSSION

The Att1tude Suryey ' o " W

Genera] course att1tude The survey data revea]ed the-.

/

students' attitudes toward the - course'were generaTTy pOS1—' (,

t1ve The students 1nd1cated the nanket%ng course was' not
'bor1ng and that genera11y, they d:d;enJoy attend1ng class

. sess1ons. The stJ%ents 1nd1cated/the mater1a1 taught wa's T'
3 tgenerally useful and the~}ewe1 of mater1&1 taught,was noh‘
too eTementary There was a neutra] att1tude toward hav1ng

the market1ng course made as a requirenent for a]l students

Att;tudc toward 1nstructor. The students had a pos1t1ve

' att1tude toward the 1nstructor and his. teach1ng ab111ty both \

as a c!assroom and as a teTev1s10n teacher,‘ The students_

-,

' were 1n sT1ght agreement that the 1nstructor made sure

k]

11’9 .P B
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evehyone undérstboq theAmate%ial:presented 46 the teje;isioh
!eetures. The Studehts believed the instru&ter did attempt

to he;e the studehts understand the eourse'méteriaI and did
make.cTaSSroom-1ecture points clear. "The c}assroom 1eetures
we%e:rated goed'and-the'ihstrUCter yas'éeeh as genefeliy
doing a'goog~jdb teachjng'fn the clessroom: The students
fel't the instrﬁcéorvptesented thelmateri&i e]early.on televi;
jsion, and that'thé instructor was also a good -television-

-teachef:. | | |

13

,th -Multib]eechoice-test The att1tude toward tak1ng the

" 10 poxnt mu1t101e cho1ce test qu1z w1th1n 7- 10 mwnutes study

time.after v1ew1ng the televus1on 1ectures was a]so rated 7;;}

N

pos1t1ve.. Genera]]y, the students fe1t there was enough
study t1me prov1ded to prepare for the quiz. The students‘

1nd1qated that 1t was a good.1dea to take the test immedi-

ate]y after‘viewing the television iecture. The tests were

J”ﬁ -

rated fair and students 1nd cated the tests were appropriate

~measutes of the content efﬂthe television 1ectures.

L e »

Television notes. A positive attitude toward the use and

completion of theqtelevisienJ?ﬁll-in type notes was evidenced,
~ The students indicated t*e o tlines were helpful. There was ...

"a very slight pbsitive attitude‘toward comb]eting the pre-

pared f111-1n out]1ne as compared to wrwtlng or.g1na1 class
notes i However, there was a S]lght negat1ve fee]an toward

‘complet1ug the te]ev151on notes wh11e viewing the skits.
“ ~

;This wou]d 1nd1cate theistudents had a h1gh 1evel of.

.1:),{'\; L
Ak
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@

Aaiinief?st'aﬁd aitentﬁbq while wé£éhing the skits and th
réqqirement of neie'takfﬂg wasf%at.,fe..ng gith Lheﬁviewing
of the skit. it would have beéq appropriate to have a sum-
ma}y Smmediaie]y follow{ng.the skit that a?]owéﬁ for noie
taking “time as well as a review of the 1n‘ormatzon pzesent;d
in the skrts.‘ Tnis might 'a!se be a rontrlbuting factor that
would 1nq;§ase informéfioh gain:and increase retention as'
ue]i_asigtimu1atipg a more qositivg attitudg;towdfd'receiv»
. . ing -infomé.t,ion in skit form. |

Mefh&d of ihstrUctionf

£1) The students generafly.dwsclosed a neutral attitude,-
=ftovi#rd‘the‘use cf teiev1s¢d lectures, .;he students had a
neutra1 aftitude-téwardfthe-télevisiun Iectures‘being as
_effect1ve as classroom Yectures and 4 neutral att1tude
towardcpreferrtng c1assroom iectures 1nstead of telev1snd
; llecturgs. The students evxdenced +an attxtude of neutrality
'tqward wantlng more televxsgﬁ ?ectures. |

ReééaVCh'Qiséicses}cc}lege students tend to have a nega-

tive attitude toward the use 6f'instrubtionai teTevision.
The students tend to prefer smal1 a:scu551on ciasses to L

7

telev1s1on Llasses and television c]asses to large: 1ecture
'c1asses.] The ;varage size of al] classes 1nc1uded in this
;§tudy? {m = 23) wauid fa!l 1nto the smaly dmscu551on ciass
-catéQOr} There are other factors that nay praduce negatwve

* attitudes ‘toward the use of teievision,,t e., (1) the amountz_‘

ot persona1 contact the student§ thinx tirey will have w;nh g

a
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‘the instructor: {2} the compariscn of the c1s53roor with

4

the television teacher {in the case wherg there are ifwg

teachers; a classroom and a television te cher;, {3} zhe

interest level of the television lesson;.{4} the type of

television program previously seeén by the student: and {3)

the gonditions of viewing, i.e., the ﬁ}azsraam §étt€ng and
technical problems invnlved 1n ﬁraﬁsmiziing ihe pro Ira,
?révious reséarch also indicates the more & student views
-te3evusxon 1eczures, ithe less Sﬁkgly §$e Studeni is to haQél

3 negative or - unfavorﬁbip reﬁpcnse toward the use. af ’eier_

sign for inssruﬁtiﬁn.J The stsﬁents surveygd in this stud;
evadenced lxttin- revigsus E(uer-enﬁe in viewing insiruc-
- tional television'iessgnso‘ Seﬁénty-seven {54.22%) of the

students indicated no ﬁreviaus;instrhctional'viewing“

experience in »rgmentarj, high schooel or in soliege, _Q?

tho;e students ﬂha indicated prnviaus tnftzu % na iﬂiévif

.

sion exper19nce {45.78%) only 13,6%% of all thexr coursa

work .vas te?ev:sed {a iow percentaqe of ¢3Lwinq time con-

_51der1ng the conbtned years of educa::o:.}

2

Alshoqgn the studen§s attftude toward the use of tele-
- yiaionllécturesiwas onaAcf heutf&iity {2.4433) it {s postu-
lated that if the students had had aﬁditinnai previous . ;
posntlve v1ew1ng egperxence, the probab1iatj of the studeﬁts

evidencing a more’ pqsxi:ve atn;tude would have been much

highef, HData %nd?cate tha;'there is reason to beI;eve the~~'

- ¢
L




stydents might nave hag 3 moc2 positive atfityde toward

receiving more televiscd legtyrey had 2 ppi heen for (he
research design to resi the stadents 3f¥ter 2ach televised .
iegson, o Tf o woule meen guiie probabie fhe siugdeali é?&Z?Gﬂﬁé

A £iignt %s%ra3ﬁh-a*31f yeLe 300 tude loward regeiving Lhe

televised tegtures. The ttudents preferred the television .
PResang, MGl ol Lne 1ot wIer 0ont magd Crealed an T
. - .
.
unrFlEeasant sLress situgtion,
C{2% There was an ambivalent attlitnde toward the use of
skits inthe talevizias lecturez. The students indicated an 7
_ attitpde of sputraiity lowsed judgifng Toe shigs as reaiss-
tig., Tne sztudeals ¢id, nawever, indizate slight 3 regnent
[ s ) *

i&{judgiﬁg the kit as gued,. There was agdin an amPivalent

attitude towzrs areferring té}&visisﬂf}ectures ccﬂtaining.
. 3 i t ) ~
$k1t3§ as w2iil a3 4 neutral atld ude toward. preferring more .

'téxﬂv_iéﬁ'fﬁﬁiufe material with fewer shits, TRere was a e e
. ’ R ‘ . o ) ,‘ /

sTight ¢ ativie a¥titude towdrd preferring television lec-

< : Y . 4

« L

tyres: =1 gut sRELs. S

: fns dats reveel theré 315 an indication that the 2mount

of skits incorporated intg the television lectures appeared .

to be somewhal baigncadﬁb§¢é,;‘2w@-&ﬁ?fd§ ?ectd?e‘with one~ - -
" third ékiﬁs, ?5é s tugdent 5}«@ e B50Y ﬁéﬁtaéﬁ %f théy wanted ;;
fare skffs thay were arasanteﬁ hu; ahéj 1ndicated they: ﬂid
) nat want fewe: skils, : R o ﬂf o jtff J' ;
| . (3) ine studﬁnts inﬁicated a biight ositive attitude R
i ) i 7 ;; - . ;;;




'i *f' ‘l‘ :‘j07‘_ i | m;f€“ia 3
: toward the use of skxts as a teach1ng tool and a si1ght posi-‘
M'lfive dttxtude toward the sk1ts explaanlng the course mater1a}
clearly.. ?hey stightly d1sagreed that the skwts detragisi\
|'fr§m the material beinq.tauéht._There w3s also disagreeméﬁt
Tth#t'the use afvskits‘made‘it_diff%cuit;?p_?eérn the mqiériai‘
<Tﬁerezﬁas a}SO‘SIight 43sqgréemén£ that the skits made thé
@&te%ial confusinga,
| (4) The students ev1denced a pcs1t1ve att1tude toward
,;; learn;ng from tha\akits, The studenﬁs indicated that the
skits were an engoyable Way to 1earn, a- p?easant d1ver51on .

L]

,from the T )t of the televws1oa lectures, and that the'
~5materia1 in the kxts was easy to 1earn.ﬂn1he students3 how— |
ever, *ndxcated an attxtude of neutra11ty that it . was. just as"

easy ﬁo:iearn from the skits as it was from the 1ecture.1:*+

P

‘Analysis of Shift in Attitude ¢ . -
The orientation discussioi\

hinforming the subjects of the
’bﬁrbose éndfobjectivés ofxtge Eésédrcﬂ‘study did ﬁot haVe an
_'effect on the ex15t1ng attxtudes There were only f1ve
quest1ons 113 95) for whxch attltudes shlfted between pos1t1ve
‘and negatlxefaﬂﬂ those shfos were. cons 1Qered very slrght.‘4' ';v
";Ihe‘attﬁtudes that did ;hange.were all within the nenérali
rahge'df-e‘és*to.z 66. ‘Thé'shifts iﬁ attituﬁeJthat did occur
- deatt w}th one queatzun of attitudt toward . the 1nstruc§?r and

-

four questions dea!ing thh the nethod of 1nstruct1on.
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The researchers cencluded that the orientation discus-
sion session concerning the purpose and objectives of this

vresearch studylaﬁter two attitude sur¢€§§i;;d been admtnis-
‘tered had no effect on cnang{ng the attitude of theistudent
and tne attitudes indicated on/the first $nd second §drveys
“are the ectud} attitndes toward those_teTevised}EXPOSITOR{;

LECTURES and SKIT-LECTURES,

-

aTest for Cognitive Gain G \
B ) v ) : .

|

The t-test data reven]ed that there was no-sfgnificant
d1fference in 1earn1ng between rhe exper1menta1 grouq v1ew1ng
Athe skit- 1ectures and the tontro1 gr

-

tory-Lectures. It therefore can be conclud

v1ew1ng the expos1-

d in th1s stndy |

T-ithéthtudentsf]earoed aé:muchffromuskit-1eetures as they_did
frpmlthe expository;lectures. Skit-lectures were an enually

effective way of instructing the students.

Recomméndatvons for Further ®esearch . I

Based on cpnc1u51ons drawn from this study, repeated\ o
research needs to be undertaken, not on]y to rep]1cate th1s
study for purposes of re]iabi]ify,‘but to:refjneland discover
nnew techniques that-wi11~produce a'mnre posjtiVejstndent
attitude toward 1eerning_frdm”skit-lectures. Additional test-
ing is necessary'to diseOVer dnd refine techniqnesnthat;may
also increase cdgnition beyond the level .of "no efgnificant

. difference."
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Vhis study was 1imfﬁéd fotétudents-attending § two~year

o9 -

»
Lo . S ‘
nity and technical college.

Rsp!ication'needs to be

Qatedrwith lTarger populations in various four-year
STines.
Writing techniques uséd by&coﬁﬁercia] production agen-

,ﬁ%

shou]d be surveyed and ana]y;ed to ascertain dramaturgi-
ariations that have greater appeal and are more con-

egtOMﬂearning. ‘Finally, further.study needs to be

eted to determiﬁe~what types'of expositokyjlesson'
ials are better suited to adaptation into theatrical
form.
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WENVIRONMENTAL WARKETING" R : o

Part‘I

A major problem for the >dvert1ser is how to sell his

brand to the customer jn the face‘of many competino messaaes. '“f

The number of messaoes from. a]l\tynes of advert1s1nn med1a

" has been estimated by some 50urces 0 be as h1qh as 2 300

per day .. (
To prov1dc th1s he]p for persona] p ducts or 1ndustria1‘\ _—

N _products- . and for services such as ins rance, car renta] e

i and banking “ea most advert1sers f1nd 1t us’ful to consider

_a market1ng program as a system of interre]a;ed components,

“ea*ﬁ”—1Th“a—specTf*c‘functTon“as—ﬁt*—part*of“the“ent1re

P

-se111ng job N

From 1n1t1a1 p]anning on, these companies fntegrate a11

the e?ements of their marketing mix -- research packaglnq, f'A”f

advertis1ng, sa]es; and. so on'-é'necogniz1nd that a dec1-

s1on concern1nq one affects a]] the others

Because the end resu]t of the.complete system 1s creat—

\

,.ying sales, an 1ncreas1nq1y 1mportant cons1derat10n for mar-.

. keters is the place where ‘the sale 1s actua]]y consummated

l

’

The place where the customer can turn a thought into a

.o"

“purchase. ‘(Pause) Creating the env1ronment wh1ch creates

. sales is called ..._env1ronmenta1 marketing That s’ what

’_th1s presentat1on 1s a]] about. Env1ronmenta1 marketing

; 1s that part of the marketing m1x that dea]s with modﬁf1cations

of the env1ronment, or phys1ca1 surround1ngs, at the po1nt

where the purchase is made,,where the buyer s fingers p1ck ’

<
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L up the product, or accept the service.;

_.3‘\.;

of-point-of-pyrchase advertising,.usuaIIy referred to’as

'POP.'..

The skillful use of point- of»purchase materials 1s the

basic means of making environmenta] mod1f1cat10ns

- The env1ronmental narketer uses. a variety of point ofg

_ purchase units ’ .o 1n-d1fferent forms_and_size?;.._tq,meet o

~ the needs of different mqnufacturers'... and-reta11ersf6f

goods and services

For the next few minutes let's consider the fundamentals

Point of purchase advertising 15 the term app]ied ‘to

_promotion material appearing at the point 1n a store where

:t'ownershtp of products is transferred frdm store to customer.c

This materia) "talks to" customers, and attempts to. inf]u—

ence favorab]e buying decisions ~=- she]f ta]kers, banners, fmi'

~mob11es, and S0 On ...

-TO HELP™ YOU BETTER UNUERSTﬂNﬁ”SOﬁE”ﬁF“THE"MkﬁKfTTNG“CﬁﬁCE?TS‘”““

-i_AND P%ACTICES WE RE GOING TO BE VISITLNG JED'S GENERAL STORE -

FROM TIME TO WIME.» LET'S 60 OVER THERE NON AND GET ACOUAINTED




L §inclair ..,

AND YOU'LL ALSO SEE R;cn. THE

: Jéd e ;' .

~ HIS FATHER S DEATH SOME YEARS AGO.

.SUPERMARKET SOME DAY

|}

BRI 1 L 2SI

Skit No.‘

TYPE ... Straight expository .
TXHE -ve 2 mins, 19 secs. ”f"“wl\: ".

HERE'S JED, A MIDDLE«AGED GROCERV STGRE MANAGER, HE OPERATES
A GENERAL STORE, FIRST STARTED BY JED'S DADRY- IN 1922 IN A

© REMOTE AREA. JED.SELLS TO TOWNSPEOPLE AND TOURISYS. HIS STORE -

IS A LOCAL POINT AROUND WHICH FRIENDS AND NEIGHBORS REVOLVE.
HE'S KNOHLEDGEABLE ABGUT BUSINESS, AND INHERITED THE STORE UPON

YOU ALSO SEE BECKY, EMPLOYEH BY JED SHE'S THE STORE’S CASHIER
SHE STOCKS SHELVES AND ASSISTS SHOPPERS

¥
g

5TOCK B0 .
ME'LL BE HERE SHORTLY. _RICK IS ENROLLED
STUDYING BUSINESS. HE ASPIRES TO BE A !

BECKY, NOULD YOU GIVE ME A TOTAL ON THESE FIGURES, RIGHT AHAY?

1 HEED THEM FGR MRS ﬁAC DONALD

Becky ...
ded

RWCk :’ .

- HOW DID YOUR CLASSES 60 TODAY?

HI, RECK.

P

JED BECKY vy I JUST DIDN T REALIZE HON EIG A GROCERY STORE CAN
GET UNTIL TODAY'! DO YOU KNOW. ACCORDiPu 10 THIS PROFESSOR OF MINE,
SOME ‘10,000 PRODUCTS SIT ON THE SHELVES OF AN AVERAGE AMERICAN -
SUPER~MARKET AND 18 TO 20 THOUSAND PRODUCTS ARE IN SUPER«SUPER- |
MARKETS, ALL COMPETING FOR THE BUYER'S. ATTENTION? -

oo Rick eqi7

1)

. ~-L8i§g;r'¥>

HEY, YOUR PROFESSOR Is REALLY GIVING YOU SOHE GOOD INFORMATION. _

- YOU WANT TO KNON SOMETHING ELSE, JED? THERE ARE SOME 200 TO 300

ITEMS ADDED'TO THE SUPERMARKET SHELVES EACH YERR«-OVER AND: ABOVE. -

f_.:M_THE‘NUHBER OF -ITEMS DISCONTINUED, . ACTUALLY, SOME- 1,000 NEW- ITEMS,
-ApE T“TRDDUCED EACH YEAR, . SOME, AS YOU - KNOW,. ARE VARIATIONS'OF

OLD PRODUCTS. = BUT WHAT'S MORE.STARTLING, ABOUT 80% OF THEW: DO T

: pROVE SUCCESSFUL‘ THEY JUST QON’T MAKE IT TO THE CON*UMERS' HOMES.

"‘Laﬂdggjé‘;, -
& HE.SOLD ALOT OF MEAT AND POTATOES AND: OTHER FOODSTUFF THAT MADE

YOU KNOH IT's. KINDA FUNNY, MY DAD NEVER HAD PROBLEMS LI&E THAT.

", YOU STRONG AND HEALTHY HE NEVER HAD~T0 WORRY" ABUT THIS, KINDA
T STUFF,

. PRODUCTS WILL BE BOUGHT? -BUYERS- HEREIN-THE - UNITED STAT *ARE”*““‘

\fTHAT S RIGHT JED. AND THE. PROBLEM BOILS DONN TO THIS .ék QHICH

OVERHHELMED N1TH CHOICES.. DO YOU KNOH THAT A HALF OF HH T IS

H D - V
¥ i 1 - ‘{ B
e e I e
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" ON THE GROCERY SHELF momr WAS nm muu;, AT LEAST iN THAT FORM,
1IN 19607 | . o '

Jed ... THAT'S TRUE RICK ... BUT R£HEH8£R\.“ THERE ARE PONERFUL passsuass
T0 GET THE AMERTCAN CONSUMER 70 BUY, AND BUY, AND BUY, AND THEN
1 CAN MAKE MORE MONEY, MONEY, MONEY.

RICK ... 8YT *ERlﬂusLV JEQ ﬁﬁST ﬁﬁﬁﬁ?ﬁf??“SDS ARE DES EQIQTEQ 19 & CER-
-  TAIN AMOUNT OF SHELF SPACE AND THERE IS PRESSURE ON sﬂESE A=
-FACTURERS TO "GET THEIR MOVERS 1M THERE." =

NOW, FGR INSTAHCE JED A MANAGER STACKS PRDDUCTS TO GI¥E THE

EFFECT OF PLENTY. THE DISPLAY SEEMS TO SAY: "i'M INEXBAUSTIBLE o
. BUY ME}" HE OFFERS FEWER ITEMS WHEN HE WANTS 10, SRY’.”BETTER N

BUY ME WHILE I LAST" THUS. CREATING TO SOME EXTE“T, A SHORTAGE.? o

Jed .. WHAT KGU RE: SAYIHG RzCh IS5 THAT IF ONE COHPRHY S PRODUCTS ﬁON*T
S ' SELL, ITS SPACE HILL BE GIVEN TO ANOTHER FIRM'S MERCRANDISE._ S

- Rick ... YEP, THAT'S - iT JED, ﬁHD AS SOOH AS ONE COHPANY CDﬁES ouT HITH A
’ 7 HEW PRODUCT, MARY OF ITS RIVALS FOLLON SUIT-WITH A "ME-TOO" . .
CARTICLE. LET'S PACE THE FACTS ...-1T'S MUCH EASIER FOR A COHPAHY;g~ |
~ TO-COME OUT WITH A "ME-TOO" ARTICLE THAN TO SPEND THE 2 OR3 . =~ -
. MILLION OOLLARS IT COSTS TG RESEARCH AHD QEVELOF ﬁ COHPLETELY T
x NEW PROBUCT T . v I A _ _
o ded L., MONEY * S ALHAYS A PROBLEM, RIﬁK. HHY AT nODAY S FOOD PRICESVTHE RE
S MAN WHO GOES BAﬂKRUPT CAH BLAHc ;s ON SQ“fTNIN“ HE AT& ass B

Sinclair ... NOW, u:?'s SUMMARIZE . HAKE SURE ’IHE% ?mm ARE_IH YOUR :am*r:s, -
| PLEASE .. .

THE IMPORTANT pows FOR STUDENTS TO NOTE FROM THE. FOREGOING ARE:
" FIRST, -THAT. SOME 10,000 PRODUCTS:SIT ON THE AVERAGE AMERICAN:
SUPERMARKET SHELVES; SECOND; AHD THAT CURRENTLY THEKE ARE 18.70 ..
* 20 THOUSAND PHODUCTS TN THE SUPER-SUPERMARKETS, ALL COMPETING FOR
CONSUMER ATTERTION AND CONSUMER DOLLARS! ~THIRD, THERE_ARE SOME
© 7 200 TO 300 ITEMS ADDED TO SUPERMARKET . SHELVES EACH YEAR--OVER =~
{0 " AND ABOVE THE-NUMBER GF ITEMS DISCONTINUED. - FOURTH, THERE ARE - .
S * ABOUT 1,000 NEW ITEMS, MANY OF THEM VARIATIONS OF OLD PRODUCTS,
0~ " INTRODUCED EACH YEAR. AND A LARGE NUMBER OF mm ABOUT EIGHTY. .-
" PERCENT, 00 NOT paova succsssmu.

.?.Iﬂt PROD H 9§SDLVE§ ITSELF TO THIS: ‘HHICﬁ PRO“UfT NILL BE PUR— R
- CHASED? AMERICAﬂ BUYERS . ARE -OVERWHELMED WITH CHOTCES.. TH!S IS o
- NHERE EN¥IRQHMFHTAL MARKETfﬂG CQHES IN - . .

 RETAILERS. ammuv CONFTRM *s-!m EAPOSURE OF A PRODUCT 70 A suv- S
" _ING PUBLIC INCREASES ITS SALES. - THEY REGULARLY MAMIPULATE AVAIL-
. .ABLE SHELF SPACE, INCREASING-VISIBILITY OF THE-PRODUCT. BY ADDING: . -
o i um'rs, Rsmsnmnms IT INTO AREAS OF HIGH TRAFFIC, AND AODING .




. R‘§Ck Tamn

Cged

:?f";R'l_ck. vin

“ f§ég';;;j:
CRick ...

'};&Jedf""-

x’ RiCk i.‘ .

mnusumu, WORDS, COLOR, AMD EAVIRONMENT. THE NATURE OF THE .
. PRODUCT, 'T00, NFLUENCES MOVERETTT, THE SIZt, WEIGHT, REQUIRED |
* DOLLAR AND REQUIRED INHERENT SKILL LIMITS A GRAND PIAND TO A -

"m ;);m g"' s £ 3%Ln {;m* ﬁ" i ENOW GF # u»cf m ?ﬁﬁh&, maz mzv. :_,,‘;

BHTILY UNT L WHAT, JED 7

CERTAIN CLASS OF PEGPLE, A GRAND PIAND 1SH"FSOUGHT- VERY OFTEN,

S BUT THE DAILY USE OF HAZOR BLADES PROMOYVES THEIR CONSUMPTION mms
HEY, RAZOR BLADES LEND THEMSILYES TO PROMOTION AND ENVIROMMENTAL

FALYORS, 9%&9@6?8 “K?W HIGH G%05S Mggﬁiﬁg OF ?RQF!? Aﬂg FRE~ -,\m;”h

RUENTLY DISPLAYED I8 % ®MARKETS AT EVE LEVEL, AT HIGH TRAFFIC
PRINTS, AND WITH MARY SUPPORTING ELEMENTS SUCH AS SHELF-TALKERS, -

LIGHTS, ‘MOVEMENT, MSPLM PIECES, AND BANNERS=-ALL EWIR&HI“EWWL"F
FACTORS. [N BRIEF. A PRODUCT'S PHYSICAL CHARACTERISTICS, IT8 - -

J’IERCHAHDISRBILZW ARD-1TS USE, PROPERTIES, WHEN THTEGRATED, COM- ..

POSE AN EHVIROHMENT OF ’SMABEL‘TY RETAILERS ARE CGNGERHED HITH ‘
EHVIRONMENT O MOVE THEIR HERC?W&MSE OFF SHELVES. THE DEGREE -
OF. MOVEWENT', AND PRODUCT'S SUSCEPTIBILITY TO MOVCHENT, IS IﬁEh‘f IFIEDJ

. AS ELASTICITY,  RAZOR'BLADES MAVE CQHSIDERABLE ELASTICHT%

GRAND PIANOS DDN'T; ONLY.A LIMITED NUMBER OF FMHELI‘:S AKNUALLY
COME ONTO- THE MARKET wITH CHILDREN -ABLE TO PROFIT. FRON PIAND:

LESSONS.. THE REPLACEMENT RATE OF PIANOS I3 NOV uREAT, EITHER. i

AG DEFINED, THEN, BY ECONOMISTS, DEMAND ELASTICITY APPLIES TQ

| THE DEGREE A PRODUCT (7 SERVICE SELLS AS THOSE SALES ARE INFLU- '
SCED By P?xc‘:«. , ) . B PEEER

L%

} P A
- v P

éEEXNﬂﬁggjil ;
TPE L. Stimelative.
TIBE L. A minuies, 40 seconds

'e}s; vma?f‘ ,mm DA *m qaag in w:m RICK?

'~'JE¥J‘ F wE RAJSED ?PJC%'Z GF ALL OUR 7?’*031113?5 HE”D ?W&E A LQ!'
v ?ﬂRE MINEY . ' v N R

..?OU*RE R!&M W ROULG M“JE %RE HONEV I}HFIL »

i!?iﬂé, ELASTEIC;’W MT(’M’S J? Hﬂ“}i us.

,"‘.zmsmz v aam:“ HATT  WHADDYA ¥ FER ELASTICITY? -

WELL, YOU'UST CANT BAISE mag“ ARY wzm um ANy ViNE oo |
| WANT MORE PROFITS o S . _, j.e_ ,;

AND-WHY BOT? o

.v £
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ded .. WELL, FYRST, OVER IN ELMDALE THERE'S THAT BIG HEW CHAIN SUPER-
e MARKET, THAT STORE’S PRICES ALONE WON'T LET US 0O 1T, THEN,
SELOND, QUR CUSTOMERS JUST AREN'T UfR tLASTIC OR AGRELABLE.
THEY'RE THRIFTY! TAXE OLD LUXE P?thPEﬁTth HE WOR'T GO HUNT-
(MG BECAUSE-HE CAR'T TIND A STORE THAT SELLS USEO BU[L“!S.

CRick ... MAN, THAT 5 BEING TIGHT! KD ELASTICITY, UUH?
Jed ... RICK, A5 DEFINED BY ECOHGMISTS, ot Hﬂ TLAST ’f*f? A”PLTFQ Tﬂ YHF

DEGREE A PRODUCT OR SERVICE S iLS RS *HUS‘ SALES ARE INFLUENCED .
BY PRICE.. A DEMAND FOR A PRODUCT 1S CLASTIC IF-A DECRIASE IN. ITS"
PRICE RESULTS I[N AN INCRFASE IN. THE. TOTAL REVENUE OR, IF
INCREASE IN THE PRICY OF E PRODUCT RESULTS IN A DECREASE I
SELLER'S TOTAL FHTAKE, OR INCOME. A PRODUCT WHICH RESPONDSTO
CHANGES IN SHFLS YOLUME, EITHER UP OR DOWN, IT DOESN'T MATTER, IS
'SAID TO BE VERY ELASTIC. - BUT IF CHANGES IN SALES AREN'T VERY
MUCH §F AND WHEN THE PRICE 1S CHANGED, A PRODUCT IS SAID TO BE

L O. 0 COMPARE FLASTIONT Y TO Al ELASTIC RUBBER BAND--

[}

SLEGHTLY LS {
IT ERLARGES AU ﬁﬂh-?ﬁ\?J, LET MDD SHOW YOU ..

Rick ... OKAY, LD, 1 THING T UNDERSTAND ELASTICITY. HOW LET'S SEE IF !
e B LET ME RHOM fL#fY’"I Y OH, SAY, PEACHES. - QrAy?

Sinclair. .. SO 1T IS WITH SHILE SPACE. THE DEMAND COR SOMT PROLUTTS IS
: INCREASED DHTRG YO A GREATER ALLOCATION OF St LF SPACE-~OR
ENVIRONMENT '

N THIS CASE, ELASTICITY IS DCFINEG AS THE DEGREE OF cnhusr 4

Uﬁ?? SALfS A PROCUCT ENJOYS OHING TO CHANGES IN ENVIROKMENT. &
CUNIT OF SHELF SPACE, SIMILAR TO A SQUARE FOOT, OR CUBIC INCHES,

01 INTENSITY, OR TRAFFLC, OR VJSIBILITY, IS NOT AVA’LABLE TOTAL

DISPLAY SPACE IS HORMALLY 4«r mxnswpr OF &4 PRODUCT'S ENVIRONMENT,

o YAGUE ﬁJ !HES HAY ?{
CQEHER VARIABLTT, SIZL OR PACKAGE. DISPLAY. FEATUPES, AND RATE' OF
TH1

4
CQWS””PTIC &h; TNFLUEN
I

CL T
CULT 70 :xn%URﬁﬁ‘h, ANG Tt

{11S ;OVEM?hi‘ I7'5 UOWNRIGHT DIFFI-
{ER MEASURE ENVIRONMENT, -

| CTYPE L0 straight expository
oo o TIME L. 2 mins. 30 secs.

_s&mcla"irv:... NONETHELESS , f:a'v** 3 SENSE SELMS TO INDICATE THERE ARE mazz CATE-
c ‘ GORIES OF MOVEMENT INFLUENCED BY ENVIRONMENT: (1) HON-RESPONS:E
5 » : ITEﬂ‘; {2) GENERAL USE STEMS, AND (3) SL&A RESPORSE ITEMS.

Jed ... LET ME EXPLAIN IT THIS WAY,BECKY ... NON-RESPONSE ITEMS ARE USUALLY
NELASTIC AYD DOU'T RESPOND T0'A CHANGE IH PRICE ... SOME EXAWPLES ~

I
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- Becky ...

Jed ...

Sinclair .

WELL,
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, 4 '
'CERTAINLY INCLUDE GRAND PIANOS BUT LOOK AT WHAT WE HAVE HERE IN
. THE STORE ... BROOMS, LIGHT BULBS, BEER AND SNACK FOODS, PACKAGED

SOUPS, DIETARY FOODS, WAXES, ANMD WINDOW CLEAMERS. THESE NORMALLY
DON'T RESPOND TO CUTS IN PRICE, PEOPLE BUY THESE ITEMS CONTINU-
ALLY ... .

BECKY, I USED A TERM A LITTLE WHILE AGO--GENERAL-RESPONSE ITEMS,
OR GENERAL-USE PRODUCTS. WHAT KIND OF PRODUCTS WOULD YOU GUESS
40”LD BE IN THE CATEGORY? ‘

NELL, 1'0 SAY THESE ARE PRGDUCTS THAT DO RESPOND, PERHAPS NOT
RAPIDLY OR IMMEDIATELY, OR SLOWLY, JUST SORTA MEDIUM-LIKE.

YEP,.THAT'S‘IT. NOW, CAN YOU GIVE -ME SOME EXAMPLES?
THERE'S PAPER TOWLS, PAPER NAPKINS, CANNED PEACHES, MEATS OF ALL

KINDS ... AND COFFEE ... AND, OH YES, JELLIES AND JAMS. HERE ARE
SOME MORE. BEVERAGES, FROZEN PIES, FROZEN DINNERS, PIZZAS, SOUPS

. OH Y-A-A-S, THERE'S POTATOﬁb APPLES AlD ORANGES, AND ..

ALL KINDS OF STAPLE ITEM3.

YOU'RE RIGHT! -THE ITEMS YOU'VE GIVEN ME DO RESPOND TO INCREASED -
SHELF SPACE AND ENVIRONMENTAL FACTORS. YET,, IN THE LONG RUN THE
LAW OF DIMINISHING RETURNS APPLIES, AND CONTINUAL USE OF ENVIRON-
MENTAL FACTORS DOES NOT GUARANTEE INCREASING SALES.

HOW, THE THIRD CATEGORY GROUPS THOSE PRBDULTS ONLY OCCASIONALLY

PURCHASED, OR SLOW-RESPONSE ITEMS. THESE PRODUCTS RESPOND SLOWLY
TO INCREASES IN SHELF SPACE AND ENVIRONMENTAL FACTORS. ANY
[LLUSTRATIONS, BECKY? '

SEASONAL ITEMS SUCH AS CHARCOAL, CANDY, NUTS, AND CER-
TAINLY WINES. S .

SURE, THEY'RE SEMI-ELASTIC OR. ONLY OCCASIONALLY ELASTIC.

. LET'S SUMMARIZE AGAIN ...

YOU ALL NOW HAVF A DEFINITION OF DEMAMD ELASTICITY. 'iT APPLIES.
TO ENVIRONMENTAL ELASTICITY AS WELL. IN THIS SENSE ENVIRONMENTAL.

"ELASTICITY IS DEFINED AS THE DEGREE OF CHANGE IN UNIT SALES A
. PRODUCT ‘ENJOYS OWING TO CHANGES 1IN ENVIRONMENT, SUCH AS CHANGE IN

SQUARE FEET ALLOCATED TO ITS PRCMOTION, TO ITS DISPLAY, iTs.
REPOSITIONING, GR SATURATION. -

[t ADDITION, YOU NOW CAN CLASéfFY PRODUCTS INTO 3 CATEGORIES OF

_MOVEMENT INFLUENCED BY ENVIRONMENT: _ (1) NOM-RESPONSIVE PRODUCTS,

GRANG PIANOS, LIGHT BULBS, SIMILAR PRODUCTS; {2} SECOND, GENERAL
U<F PRODUCTS WHICH DO RESPOND 70 INCREASED 'SHELF SPACE. AND OTHER

U

E/-‘.‘



Y ENVIRONMENTAL FACTORS: (3) LAST, PRODUCTS THAT RESPOND ONLY
- (OCCASIONALLY DEPENDENT, PERHAPS, -ON THE SEASON, THE WEATHER , AND
SO ON.

NOW NOTE THAT THE RELATIONSHIP BETWEEN SHELF SPACE AND OTHER
ENVIRONMENTAL FACTORS AND UNIT SALES IS NOT UNIFORM. = SOME PRODUCTS
RESPOND TO ERVIRONMENTAL FACTORS MORE RAPIDLY THAN DO OTHER
PRODUCTS. SEASOMS AND CLIMATE INFLUENCE SALES, DESPITE ENVIRON-
MENTAL FACTORS. THE EFFECT OF ENVIRONMENTAL FACTORS VARIES BY
GEOGRAPHY., STORES EXPERIENCE VARIETIES OF RESPONSE WITHIN CITIES
AND REGIONS. STORE SIZE IS A FACTOR, TOO. THERE IS NO EXPLANA-
“TION FOR-MOST OF THESE FACTORS. ENVIRONMENTAL MARKETERS CAN ONLY -
FLY BLIND ON OCCASION, PROFITING FROM HARD EXPERIENCE, SOMETIMES
'COSTLY EXPERIENCE. /

HOWEVER, IN LARGE, WELL~RUN STORES, MOST ITEMS ARE ALLOCATED
ENOUGH SHELF SPACE AND ENVIRONMENTAL FACTORS SO THEY BEAR A
STANDARD AND LOGICAL PORTION OF THE SIORE'S BURDEN. IF THEY
DON'T, OUT THEY GO.

A

x>

1d

Skit No. 4

TYPE ... stimulative . o
TIME ... 3 mins, 54 secs, _ o

Jed .., IN BRIEF, RICK, YOU JUST CAN'T INCREASE THE PRICE OF A PRODUCT
: WITHOUT A GOOD REASON. ENVIRONMENTAL FACTSRS PLAY A BIG PART;
THEY'RE JUST TOG IMPORTANT TO IGNORE. THEY'RE JUGGLED, JIGGLED,
APPLIED, AND MANIPULATED, LARGELY BASED ON EXPEREIENCE, TO CAUSE
MAXIMUM MOVEMENT OF PRODUCTS OFF THE SHELVE

Becky ... . JED, JUST EXACTLY WHAT ARE THESE 'ENVIRONMENTAL FACTORS?

Jded ... WELL, THERE ARE 5 ENVIRONMENTAL FACTORS THAT YOU~SHOULD REMEMBER
... THE FIRST ONE IS ... PROMOTION ...
‘ K3

Rick ... NUMBER ONE, PROMOTION.

Jed ... - YES, ADVERTISEMENTS, RADIO COMMERCIALS HANDOUTS, VERBAL SALES.
: EFFORTS~~ALL OF THESE ARE CONSIDERED PROMQTION, AND CONSUMERS :
RESPOND TO THIS TYRE OF PROMOTION ... NOW,THE SLCOND ENVIRONMENTAL
FACTOR .IS: SEASON AND CLIMATE .

\ -

Rick . .. TWO, SEASON AND CLIMATE .... . _ \\

Jed ... - YOU REMEMBER WE SELL STRAWBERRIES ONLY IN JUNE; WE CAN' T GROW THEM
. ANY OTHER TIME. BUT WE SELL SKIS AND SNOW MOBILES ONLY-IN THE

WINTER TIME WHEN THEY'RE NEEDED AND CAN BE USED. GOT THAT? SO
THE CLIMATE AND THE SEASON OF THE YEAR CONTROL, TO SOME EXTENT,

o o  WHAT-WE-SELL. * NUMBER THREE, RICR 1S GEOGRARHY

]E\!‘/W . b\'\’-\ -
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Rick ..« THREE, GEOGRAPHY

‘Jed ... BATHING SUITS MAY SELL ALL YEAR ROUND IN FLORIDA AND CALIFCRNIA,
BUT NOT HERE! IT'S TOO COLD MOST OF THE TIME. THE GEOGRAPHY ISN'T
__RIGHT. ON THE OTHER HAND, CAMPING EQUIPMENT. AND CANOES DON'T SELL

“IN ALASKA, BUT THEY'RE PRETTY GOOD MCVERS IN THE SPRIVG AND SUMMER
FOR US, AREN'T THEY?_

Becky ;..‘ 'WHAT'S-THE FOURTH ONE, JED?

“Jed ... THE FOURTH ONE; BECKY, IS THE SIZE OF THE STORE .
Rick ... FOUR, SIZE OF STORE.... _' |
Jed ... - IT STANDS TO REASON A LARGE STORE, SUCH AS THE EUIER-SUPERMARKEI

OVER IN ELMDALE, LOCATED ON A ROAD  WITH LOTS OF TRAFFIC, IS GOING
TO DO MORE BUSINESS THAN OUR LITTLE STORE. THE SIZE OF Tﬁg/iTORE
IS BIG AND THIS MEANS IT IS DESIGNED TO OFFER MORE PRODUCTS”TO
MORE PEOPLE.

Rick ... . HEY4 JED! HOW ABOUT US? PEOPLE LIKE US, YOU, ME, BECKY?
Becky ... YEE, JED!- DON'T WE DO SOMETHING.FOR THE STORE? |
Jed ... YOU'RE RIGHT. THAT'S THE LAST ONE. STORE PERSONNEL AND PERSONAL
FACTORS. , .
Rick ... FIVE, STORE PERSONNEL _AND PERSONAL FACTORS .
| Jed ... -,BECKI YOU ARE A CONSIDERABLE ASSET TO THIS STORE. YOU HAVE A

“ BRIGHT AND SUNSHINEY PERSONALITY AND REMEMBER OUR CUSTCMERS'
NAMES. YOU HELP OUR CUSTOMERS WITH THEIR CHILDREN AND THEIR PUR-
CHASES. THIS ALL HELPS MAKE CUSTOMERS FEEL KINDLY TOWARD US. RICK,

> YOU HELP CUSTOMERS BY TAKING GROCERIES TO THEIR CAR, HELPING THEM

o LOCATE THINGS IN THE STORE, BY EXPLAINING THE USE QOF VARIOUS .
PRODUCTS AND EXPLAINING SPECIALS WE RUN FROM TIME TO TIME.. -SPEAK-
ING FOR MYSELF, I LET MRS. MURPHY HAVE CREDIT, AND I SLIP OLD
HENRY WATSON AN EXTRA POUCH OF TOBACCO OCCASIONALLY. -YOU KNOM,
IT ALL GOES TO MAKE PEOPLE FEEL GOOD. I TRY TO PAY ATTEMTION. TO -
PEOPLE. I TRY TO MAKE THEM PERSONAL TO ME BIG STOREgF NORMALLY
CAN'T DO T;IS ' ’

:Sinclair .., [IN GENERAL, MOST PRODUCTS ARE ELASTIC, fﬁEIR SALES DC RESPOND TO
' v ENVIRONMENTAL FACTORS THAT PUSH THEIR SATISFACTION- GIVIN
: CHARACTERISTICS. ol BRIEF, THEIR MOVEMENT OFF SHELVES I
INCREASED BY "ENVIRONMENTAL FACTORS. THIS IS EXPRESSED
GENERAL STATEMENT THERE IS A POSITIVE RELATIONSHIP BETWEEN ENVIRON-

' MENTAL FACTORS AND UNIT SALES, IN SUM, ENVIRONMENT PUSHES SALES,

—<-~“~———~——*—wALIHOUGH~IHE—DEGREE~0£~INELUENCEvIS LARGELY—UNDE?ERMINED

\J\J'
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.Skit No. 5 <

TYPE ... Humorous
TIME ... 1 minute

'AHH, YES, A CHANGE IN ENVIRONMENT INFLUENCES UNIT SALES ... I

CAM REMEMBER, BACK IN THE DARK DEPRESSION DAYS, A BRAND NEW FOOD
CHAIN 2UST GETTING STARTED IN THE STATE CAPITAL. IT WAS TRYTNG
TO 'SELL-A NEW, UNKNOWN BRAND OF SUGAR, AND NOT SUCCEEDING VERY
WELL. FINALLY, THE PRESIDENT WROTE TO ALL THE MANAGERS GF HIS

- STORES TELLING THEM TO PUSH SALES OF THIS SUGAR. ALL STORES PRO-

CEEDED TO PUSH, BUT DIDN'T HAVE ANY LUCK, EXCEPT THE CHAIN'S STORE

OVER IN ELMDALE. IT WAS SELLING SUGAR BY THE.CARLCAD: -HELL,

THE PRESIDENT HOPPED INTO HIS OL' STUTZ BEARCAT AND TORE OVER T0 -
ELMDALE TO FIND OUT WHAT WAS GOIN' ON. WELL, HE GOT HIS ANSWER
ALL RIGHT. JUST ‘INSIDE THE FRONT.DOOR ON TOP A HUGE PILE OF

POUND BOXES OF SUBAR WAS THIS HOME-MADE SIGN THAT I GOT FROM OLD
KLUTE YEARS AGO. I'VE NEVER HAD THE KERVE TO SHOW ANYONE UNTIL

- NOW. AND HERE'S' NHAT IT SAID

* DANGER! BE CAREFUL_NOT TO _MIX 3 POUNDS OF SUGAR WITH 6 BOTTLES

OF GRAPE JUICE AND LET STARD FOR 30 DAYS! IT MAY TURN TO WINE'

~AND YOU KNOW WHAT -ELSE? HIS SALES IN ASPIRIN WENT UP T0O.

. % .
THERE IS LITTLE RESEARCH OF A SCIENTIFIC NATURE AVAILABLE ON
ENVIRONMENTAL FACTORS. HOWEVER, A GENERAL RUL /OF THUMB STATES

THAT UNIT SALES CHANGE ABOUT 10% IN RESPON 0 APPLICATION OF

ENVIRONMENTAL FACTORS. REARRANGEMENT OF SUCH FACTORS FOR SOME
PRODUCTS CAUSES A 5 TO 6 PERCENT INCREASE IN SALES. ON ANOTHER
OCCASION IT MAY CAUSE 2-3 PERCENT INCREASE IN, SALE OTHER
ENVIRONMENTAL "EFFORTS MAY CAUSE 12 T0O 15 PERCENT INCREASE. IT'S a

- .DIFFICULT TO FORECAST RESULTS. NONETHELESS, FROM A RETAILER'S
. VIEWPOINT, A 6 TO 10 PERCENT CHANGE, UPWARD, YIELDS TREMENDOUS

PROFIT POSSIBILITIES. YET IT IS DIFFICULT TO-IDENTEFY ENVIRONMENTAL-
SENSITIVE TTEMS IN ADVANCE OWINMG TO THE CONSIDERABLE NUMBER OF
VARIABLE FACTORS IDENTIFIED PREVIOUSLY. THE EXTREME OF THIS )
ARGUMENT IS THAT IF ALL SUSPECTED ENVIRONMENTAL-SENSITIVE ITEMS
ARE TUEWTIFIED, AND DISPAYED, PROFIT POSSIBILITIES WOULD BE
MAXIMIZED. THIS 1S AN IDEALISTIC AND IMPRACTICAL TRUTH, BECAUSE
AN ENLARGEMENT OF THE STORE SEEKING THIS RESULT IS NEXT TO
IMPOSSIBLE. MELL, HIGH LABOR COSTS, MISCALCULATED INVENTORIES,
AND A CONTINUOUS STREAM OF NEW ITEMS ALL LEAVE THE INDIVIDUAL
STORE MANAGER LIMITED OPPORTUNITY TO MANIPULATE ENVIROMMENTAL
FACTORS, YET, A GENERAL CONCLUSION IS REASONABLE, PARTICULARLY
SINCE YOU CAN CONFIRM THIS FROM"YOUR OWN EXPERIENCE: MOST RETAIL

' STORE MANAGERS DO MANIPULATE ENVIRONMENTAL FACTORS TO- ENHANCE

SALES, -THEY' DO RELATE THESE FACTORS GENERALLY TO APRIVATE LABEL
AND IMPI".SE ITEMS. THEY DO THIS OWING TO THE PROFIT. FACTOR. ° .
THERE'S—GENERALLY--GREATER-PROFIT— FROM—SALES—OF~PRIVA?E—BRAND————————«

ITEMS AND FROM VOLUME SALES.

R
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Skit No. 6

TYPE ... humerous
TIME ... 1 min. 15 secs

JED! JED. RICK'S.GOT AN IDEA AN IDEA THAT TAKES ADVANTAGE OF ALL

THE THINGS WE'VE BEEN TALKING ABOUT. IT'LL MAKE US A PILE:
WHAT'S. GOIN® ON, RICK? _WHATLVE'YOU GOT, BECKY?

MILK CARTONS:

~ WE'RE GONNA MAKE A MILLION BUCKS: JED, WE'RE GONNA REWRITE THAT

RULE OF THUMB ABOUT THAT 10% INCREASE IN SALES WITH ALL THE
ENVIRONMENTAL FACTORS WE'RE GONMA GIVE MY IDEA.

WE'RE GOIN TC BE RICH, JED! JUST.LISTEN TO RICK'S GREAT.IDEA:

HM - BOTH OF YOU CALM DOWN ... AND TELL ME WHAT'S GOIN' ONI

JED.  WE'RE_GONNA_COMBINE OQUR OWMN_SUGAR AND GRAPE JUICE AND MAKE
OUR OWN WINE! WE'LL BOTTLE IT IN IN USED CARDBOARD MILK CARTONS

AND WE'LL CALL IT "JED'S SUICE".

AT THIS POINT LET'S SUMMARIZE THE PREVIOUS MATERIAL. YOU MAY

WANT TO CHECK YOUR .NOTES TO MAKE SURE YOU'VE RECORDED THE PRINCI- -

PAL POINTS.

NOW ... IF A PRODUCT DOESN'T SELL, OUT IT GOES! TO AID ITS SALES

PROGRESS, AND TO HELP CUSTOMERS BUY WHAT THEY NEED AND WANT,
ENVIRONMENTAL FACTORS SURROUNDING THE INDIVIDUAL PRODUCT COME
INTO PLAY. POTENTIAL 'SALES VARY FROM PRODUCT TO PRODUCT. A

PRODUCT'S RESPONSE TO -ENVIRONMENTAL FACTORS SUCH AS COLOR,

LIGHTS, DISPLAYS, PRICE, VOICE, AND SO FORTH, IS CALLED ITS
DEMAND ELASTICITY. BUT IT'S DIFFICULT TO STANDARDIZE AWND THEN
MEASURE ENVIRONMENT. VYET, THERE ARE THREE VISIBLE CATEGORIES
OF MOVEMENT INFLUENCED BY ENVIRONMENT:

A ... NON-RESPONSIVE PRODUCTS; THESE ARE PRODUCTS PURCHASED
SOLELY DUE TO TRADITION, HABIT, AND THE INDIVIDUAL BUYER S

- PREJUDICE

... PRODUCTS OF A GENERAL USE NATURE THAT DO RESPOND TO .
INCREASED SHELF SPACE AND ENVIRONMENTAL FACTORS.

C ... PRODUCTS 0NLY OCCASIONALLY PURCHASED THAT RESPOND SOLELY 0
INCREASES IN ENVIRONNENTAL FACTORS. ~

THIS—CONGLHBES—PART—F%H"“ENVIRONMEHTHL‘MARKETINGJL—iﬂ‘PART II"—“—*

WE DISCUSS STRATEGIES USED BY STORE MANAGERS TO ATTRACT CUSTOMERS.



"ENVIRONMENTAL MARKETING"
Part_II

Make a str1k1ng statement, offer a short personal exper1ence, issue a quotat1on,
‘ask a- quest1on, or employ humor.

cThe 1ncrea51ng 1mportance marketers place on po1nt of-purchase advertising can
be shown by the growth of the point-of-purchase industry in the decade 1962 to
1972-~from 800 milljon to 2 b1111on in just ten years.

The percentage ¢f a company's total advertising promoticn budget spent on po1nt-b
of-purchase varies widely, but typical percentages are these averages for food
processors, coametwcs firms and brewers,

Some examp]es of actual annual expenditures for point-of-purchase are another
sign of its importance in marketing.

Gereral Motors........ 42 million
Coca-Cola,eenvaneneanns 15 "
Atlan*tic-Richfield.... 14 "
Proctor & Gamb]e ...... g9 " )

T T Anheuser=Buseh L L. 0T) S Comwemmm e
Gilletteerneenrnnnans. 4 ®
Firestone........ N L

There are about 125 comparies which are known to spend $1 million or more annu-
ally on point-of-purchase; th= actual number of companies may be twice that. i
These companies have found that sales increases more than justify the expend1tures

For example, a Progress1ve Grocer study in A & P 'stores that point- of—purchpse
highlighted 1ike this increased sales of K]eenex 232% over ‘'sales in normal shelf
pos1t1on

In the same study, a storewide promotion of six Del Monte products was tested.

The point-of-purchase unit included a great many signs and displays. ‘Ing part

of the point-of-purchase package was a set of paper banners to be hung on ‘wires
stretched overhead. : :

Results showed that stores using the whole program 1ncreased sales dramatically
compared to stores using the over-the-wire hanging signs only, The sole vari-
able was the amount of point-of-purchase used.

STORE-WIDE SALES
Sales gain: 6 items

TOTAL  OVER-THE-WIRE
Plus 357%  plus. 50% only
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A high percentage of customer purchases are unplanned--the decision to buy is
made in the store in response to the buying envivonment. The percentage varies
from one type of outlet to another, but a DuPont study showed that in super-

) markets, in-store decisions were 68% of the total.

1. Percent of purchases

specifically planned ,......... 31.0
2. generaily planned:  17.2
3. substitute: 1.8
4. unplanned: 49.9

Percent of purchases made
5. by in-store deci-
sions: 68.9..... 68.9

A study made by Ralph Head & Associates in mass merchandisingvout1ets showed
that 73% of unplanned purchases were the resylt of four in- store influences,
display being the most important. - :

We've seen that advertisers' sales increase when they highlight their products
at the point of purchase with units 1ike this. But what about the retailier?

Retailers benefit equally from env1ronmenta] market1ng, start1ng W1th layout,

“‘“‘ShETVES —and~dep%ays—that 53y, nuyfgometnlng
. And 1nc1ud1ng point-of-purchase designed to high11ght the1r own private brands
. or current promotions. :

Peta11ers have found that using advertlslng supp11ed point-c f-purchase st1mu—
lates sales not only of the promoted brand, but a]so of re]ated items and even
competing brands.

Good point-of-purchase can a]so create new. se111ng space, thus increasing sa]es '
per Square feot. : A

For some goods and services, where personal selling costs are‘re1ative?y-high,
point-of-purchase begins the selling while the customer is waiting. This
increases the number of customers who can be served by each sa}esdperson.

.How'do cus tomers. feel_about _environment-marketing? It's_probably.obvious that
po.nt of-purchase like this, which makes it easier for the customer to select
”1tems, is popular. 5
When customers have been interviewed specifically on P-0~P irmediately after
shopping, about 60% say that P-0-P assists them in making choices. This is an '
average taken across a w1de variety of outlets and concerning a wide" var1ety

of P-0-P units. :




- TYPE ... Stimulative
Time ... 4 mins. 35 secs.

Sinclair ... THIS IS AN AVERAGE TAKEN ACROSS A WIDE VARIETY OF OUTLETS AND CON-
~ CERNS A WIDE VARIETY OF POINT-OF-PURCHASE UNITS.
Jed ... "RICK AND BECKY, LET ME SHOW YOU HOW POINT-OF-=PURCHASE ADVERTISING
- DOES. THE JOB. HERE'S THIS OLD SIGN THAT REALLY GOT YOU GOING ON
THE WINE MAKING KICK! REMEMBER THIS?
- Rick ... YES, T DO!
Becky ...  AND HOW! THAT STUFF WAS REALLY, REALLY 600D
Jed ... WELL, THIS SIGN REPRESENTS ALL FOUR FUNCTIONS OF POINT-OF-PURCHASE
~ ADVERTISING., '
Rick OH? FOUR FUNCTIONS?
_Jed THAT'S RIGHT, RICK, FOUR FUNCTIONS.. .
THE FIRST ONE. IS. INFORMING. -
Rick ... INFORMING.
Jed ... NUMBER TWO IS REMINDING.
Rick ... REMINDING. S o
Jed ... HUMBER THREE. NUMBER THREE IS PERSUADING.
Rick . ©_PERSUADING.
Jed .m  NUMBER FOUR. NUMBER FOUR IS MERCHANDISING.
Rick . MERCHANDISING. “
Jed ... A POINT-OF-PURCHASE UNIT CAN FULFILL ONE, TWO, THREE, OR ALL FOUR
| FUNCTIONS, DEPENDING ON THE OBJECTIVES OF THE MARKETING PROGRAM
AND THE DESIGN OF THE UNIT. THIS SIGN INFORMS, OR TELLS CUSTOMERS
. - ABOUT TWO PRODUCTS, SUGAR AND GRAPEJUICE. IT ALSO OFFERS A
RECIPE. AND IT SURE REMINDS PEOPLE OF A DELIGHTFUL RESULT.
'FURTHERMORE, IT HAS INTRIGUE--USING THE WORD DANGER. AND THE
\ NORD NOT HEIGHTENS YOUR-CURIOSITY! LAST, IT SHOWS THE TWO PRODUCTS
IN.USE TO FORM A FINAL PRODUCT, WINE! .
Rick ... OKAY, GOTCHA. = . &
Becky ... I UNDERSTAND NOW, JED ...



.ded ...

_ Becky ...

Jed ...
Rick ...

Jed ...

Becky ...

Jed ...

—Rick Lol

) Jed ° s e

_Rick ...
Jed ..,

Rick ...
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NOW, LET'S TALK IN DETAIL ABOUT EACH OF THESE FUNCTIONS. THE FIRST
IS INFORMING. NOTICE THE SIGN IN MY HAND. BECKY, WHAT DO YOU
THINK IT DOES?

« . LET'S_ SEE.. IT INDICATES THAT “WE'RE. IEMPORARILY ouT’ OF GASO-

LINE."® THEREFORE IT INFORMS.

e RIGHTO: IT INFORMS CUSTCMERS THAT A PRODUCT IS NOT AVAIL-
_ ABLE. SINCE THERE IS NOTHING FURTHER THE CUSTOMER NEEDS TO KNOW
THIS POINT-OF-PURCHASE EFFORT DOES THE JOB.

I SUPPOJE, JED, YOU'D SAY IN-STORE SIGNS LIKE THIS ARE PURE. :
INFORMATION. IF A CUSTOMER IS SHOPPING AND WANTS TO FIND A PAR- .
TICULAR ITtM, THIS SIGN SHOWS THE LOCATION

NOW, BECKY, LET'S TALK ABOUT POINT-OF-PURCHASE'S SECOND FUNCTION,
WHICH IS ..... ?

REMINDING.

USE OF BRAND NAMES REMINDS CUSTOMERS WHEN THEY'RE_ ABOUT. TO BUY. .
THIS REPRESENTS THE SECOND FUNCTION OF POINT OF-PURCHASE . '

"JED, AM 1 RIGHT IN SAYING IT'S DESIRABLE TO KEEP: AVAILABILITY
" OF THE PRODUCT IN CUSTOMERS' MINDS? YOU DON'T NEED LIGHT BULBS

EVERY TIME YOU SHOP. 1IN THE MEANTIME, YOU MAY FORGET THE BRAND .
MAME.- THEREFORE, WHEN YOU DO NEED LIGHT BULBS I SUPPOSE IT'S .
DESIRABLE TO REMIND A CUSTOMER OF A PARTICULAR BRAND NAME. = AND
THIS SPARK PLUG SIGN HELPS IDENTIFY THIS STGRE AS A SOURCE OF
SPARK PLUGS--WHEN YOU NEED THEM!

VERY TRUE. INSIDE A STORE REMINDING CAN BE ACCOMPLISHED ESSEN-
TIALLY BY PICTURES--AS IN THIS WINE SIGN. OR, THE PRODUCT
ITSELF CAN PLAY AN IMPORTANT ROLE AS IT DOES HERE..

.. . NOH, RICK, THE THIRD FUNCTION. WHAT IS IT?

THAT'S PERSUADING..
CORRECT.  CAN You SHdw Us AN EXAMPLE7

YEP, HERE'S ONE A-SIGN THAT LONTAINﬂ A SELLING MESSAGE RFLATED o
TO PRODUCT. FEATURES. NOTE THE SALIENT PRODUCT IEATURE -LASTS

40,000 MILES! e

HERE'S ANOTHER ONE. - 1T ALMOST OVERPOWERS THE CUSTOMER WITH ITS
LIFELIKE APPEARANCE OF THE BERRIES, THEIR BEAUTY, AND THE FRESH-
NESS OF THE FRUIT! RY SO DOING THIS POINT-GF-PURCHASE DISPLAY. ALSO

_PERSUADES.—MOST-PROC. SSORS—AND-MANUFACTURERS—FURNISH-PACKAGES—S6——-

- RETAILERS CAN PROMOTE THEIR PROBUCTS: APPLES, TOMATOES, NECTARINE...

1 004
K o

R
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Becky ...

Jed ...
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'MARKETING TO SUMMARIZE: POINT OF PURCHASE ADV
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YOU'RE. RIGHT, RICK. HERE'S A SIGN THAT TAKES MOTHERS BACK TO
EARLTER, LESS COMPLICATED DAYS WHEN APPLES WERE % MORE COMMON

. TREAT. THIS SIGN SPEAKS TO PEGPLE ABOU’ THE "GOOD OLD DAYS"--

THIS 1S NOSTALGIA!

I LIKE THIS ONE, JED. HERE'S A SIGN WITH DETAILED COPY THAT PERSUADE
WITH A FULL EXPLANATION SHOWING HOW THE MEGICINE WORKS INSIDE A CHILD
BODY.

THE SAME APPROACH IS USED HERE FOR AN INDUSTRIAL PRODUCT NOW BEING
PROMOT:D TO THE CONSUMER HARKET '

BEuKY, NHAT_S THE FOURTH FUNCTION OF POINT#OAPPURCHASE ADVERTISING?

MERCHANDISING: THIS IS PRESENTATION .OF THE PRODUCT ITSELF. THIS
FOURTH FUNCTION IS AIDED BY OTHER TYPES OF POINT-OF-PURCHASE

~ADVERTISING LIKE.THIS POLE STACKER. IT ATTRACTS ATTENTION FROM

ALL OVER A LARGE STORE TO A-DISPLAY OF MERCHANDISE STACKED AT
ITS BASE

__AND_I'M SURE DISPLAYS LIKE THIS TRIGGER -THE. PUR@HASE JF-AN-LTEM---
THAT WAS NOT UPPERMOST IN A CUSTOMER S MIND BE‘ORE HE OR SHE
ENTERFD THE® OUTLET

TAKE A LOOK AT THIS FLOOR MERCHANDISER. - THIS FLASHY DISPLAY SHOWS
THE PRODUCT, MERCHANDISING SOAP SINCE THERE ARE HUNDREDS “F BARS

~ IN THIS WAGON, - IT ATTRACTS CUSTOMERS WITH ITS SCENT.. IT PER- -

MITS CAREFUL INSPECTION AND AN EVALUATION OF ITS FEATURES.

SOME UNITS COMBINE THESE FUNCTIONS, AS DID OUR GRAPEJUICE-AND- .

. SUGAR SIGN. OH, HERE'S-ONE THAT REMINDS WITH ITS HEADLINE.

PERSUADES WITH ITS 4 MAIN FEATURES, AND | MERCHANDISES THE VEGETABLE

NEAR TT.” , T -

BUT ALL POINT-OF-PURCHASE MATERIAL IS DESIGNED TO HELP CREATE

AN ENVIRONMENT AT THE POINT WHERE SALES OCCUR--AT THE POINT-OF-

PURCHASE ! \

NOW, POINT OF PURCHASE ADVERTrsxrgp IS A PART OF ENVIRONMENTAL
RTISING HAS 4

FUNCTIONS: (1) ‘INFORMING, (2) REMINDING, (3) PERSUADING AND

(4) MERCHANDISING. R .

BUT THIS PREEQNTATION IS CONCERNED WITH A GREATER RANGE OF

- . ENVIRONMENTAL STRATEGY, WE 3AID PQEVIOUSLY THAT A HIGH PERCENTAGE
- OF CUSTOMER PURCﬁASES ARE UNPLANNED - THE PERCENTAGE VARIES FROM -

ONE TYPE OUTLET TO.ANOTHER, BUT.A DUPONT SURVEY SHOWS THAT IN
SUPERMARKETS, IN-STORE DECISIONS.ARE 68% OF THE TOTAL. RALPH

o HEAD S SURVEY SHOMSTHEYMAY RUN-AS HIGH AS 732 0F THE TOTALT T —

L
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LET ME -SHOW “YOU WHY THIS FIGURE 1S AS LARGE AS IT IS. ENVIRON-
MENTAL PRESSURES ON SHOPPERS ARE CONSIDERABLE.

T | : Skit No, 2 o S -

- TYPE .. ’Informative
. rxrf 0 mins. 50 secs. - #

Sinclair .., THESE ARE ALL PRACTICES STORES ENGAGE IN 10 MAKE THEIR ENVIRONMENTS
- MORE PLEASING, AND, MORT PROTITABLE £ND THOMGELVES. THEV'RF CALLED
INSTORE STRATEGIES. ' - ' ‘

NOW THIS IS IMPORTANT. I WANT ALL STUDENTS TO MAKE SURE THESE 9
POINTS ARE IN THEIR-NQTES, THE FIRST 1S THE “LOSS LEADER.*®

Jed ... RICK, ARE YOU FAMILIAR WITH WHAT IS CALLED THE LOSS LEADER?" 1
THINK YOUR PROFESSOR HAS REFERRED TO {T, I'M SURE ... ‘
. Rick ... YES, JED, ['M FAMILIAR WITH THAT,

Cded... . RFHEﬁEER CTHIS i\ A STANLAPD LOn-PRICED PRODUCT SUCH AS

‘ o WEINERS, HAMBURGER, MAILIHG ENVELOPES, ICE. CREAM, OR BAKEU BEANS ...
THAT INDUCES THE CUSTOMER TQ SELECT A PART!CULAR STORE SPOHSORING '
THE "LOSS LEADER" QVER 1TS COMPETITION.

Becky ... - SORTALIKE BAITING A HOOK WHEK YOU G0 FISHING, JEG?.

Jed ... THAT'S*IT £XACTLY BECKY. THE SPONSOR WHICH IS THE STORE, DOESN'T.
_ .- CREALLY TAKE A LOSS ON THAT CHUCK ROAST SPECIAL. THE -MANAGER MAKES
. UP THE LOSS ON ANDTHER ITEM THAT'S PURCHASED BY THE CUSTOMER. SO
HE WANTS HIS ENVIRONMENT OR THE STORE TO BE SO ATTRACTIVE THE
CUSTOMER SPENDS A FEW EXTRA DOLLARQ MORE THAN WHAT HE'D ORIGINALLY
PLANNED TQ SPEND '

vt e w4 5 Eip v g

Rick ... NOW THAT'S WHAT 1 CALL GOOD FISHING.

Sinclair ... SECOND, THE PHYSICAL SIZE OF THE STORC ITSELF IS A WEAPON, . THE
. ENVIRONMENT IS MASSIVE. AISLE-AFTER GLORIOUS AISLE, JAti- PACKED .
WITH ACRES OF CANNED GOODS AND PACKAGES. THE STORE IS FANTASY~
LAKD, STIMULATING YOUR IMAGINATION AND YOUR TASTE BUDS. 1T COM--
PELS YOU TO BELIEVE YOU'RE IN A GROCERY PARADISE, YOUR EVES
. TAKE IN THE PHYSICAL SPLENDOR, THE BZATY OF THIS BOUNTY. YOU
“L .. ARE THRILLED BY-COLOR, MASS, AND MOTION. THE COLLECTIVE YOICES
.- OF-STACKS OF, CORN AND PILES OF BAKED GOODS SHOUT: I HAVE PLENTY .
- FOR YOU AT LOWEST PRICES! WANDER AROUNG. SHOP LAZILY. CHOOSE
WHATEVER YOU WANT. . DELIGHT YOUR FAMILY. TASTE MY RICHNESS. .
o THIS_ IS SUPER-ABUNDANCE. * THIS 1S TRUE DELIGHT, THIS 1S FOOD
*-*—f‘~————————~HEA¥EH—-—Bv¥~—8b¥*—PdT*“
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Jed.... . ' ADDED TO ALL THIS ARE SMALL PHYSICAL COMFORTS THAT RELAY ARD
, MELT ANAY WHATEVER HILUPONER AND OETERMINATION YOU BROUSYT. INTO
THE STORE SUCH AS THIS SHOPRING CA?T?

Rick ... YEP, 1 SEE ...

Jed .. MOTICE THE LITTLE TAAY 8ERE,  17°S FOR THE SHOPPER'S HANDBAG,
HERE, PUSH THE CART. MOVE 1T SACK AND FORTH, IT'S YO E£ASY 10
AUSH, ESPECIALLY BY A RAMBUNCTIQUS CHILD., NOW GRAB THE HANDLE
AS THOUGH YOU WERE GOING TO PUSH THE CART, YOUR HANDS ARE APARI,
RICK, EXPERTS TELL US THAT A PERSON'S NATURAL. DEFENSES ARE
LOWERED WHEH HIS HAHDS ARE,SEPARATED. - THIS IS WHY SALESMEN HAND'
A LEAFLET OR PENCIL TO A RESISTANT CUSTOMER., 7O GET HIM TO
UNFOLD HIS 4RMS, TO SEPARATE HIS HANDS, AND TO LOWER HIS SALES
RESISTANCE, STORES-MAY OFFER COFFEE TO REFRESH AND PLEASE
CUSTOMERS. AHD STRESS THE PHYS ELﬁL COﬁFORT SECURITY, AND
"RELAXATION. :

Rick ... 7OUKHOU, YOU'RE RIGHT,JEO. WITH. MY HANDS SEP&&ATCD} A 600D CUP
- OF COFFEE AND THIS CART, | REALLY 0O FEEL LIKE SHOPPING.

Sinclair ... FOURTH, MUSIC PLAYS SOFT, SOOTHING, APPEALING, ALL-IS-WELL MISIC.
THIS DISTRACTS Y0U FROA THE ORIGINKL PURPOSE OF YOUR SHOPPING

RECEPTIVE 00D TG ALL THOSE VOICES YELL!ﬂQ: “BUY, BUY, BUY!"

FIvE. T BOALIZATION OF BUYING POWER Q1THIM YHE SHOPPERS' MIRD,

B 13"“.“() is

et e

TYPE ... Humerous with dramatic avertara;
szqt a0y } m]“ QG E‘C).,

ded L., THERE'S AN ARY FICER§ ENYIRONMENT. OE.PLEASANT PLE%T? NG OHE'S
T . HERE TO BARY DRDERS AT YOU, TG INSIST YOU 0O THZS YGﬂ DO THAT,
RHH, 1? 5 LIKE Brlﬁﬁ YOUNG QQAIH“ ,

Becky ... - .i'5t£~3ﬁs,.HUR?HY FREQUENTLY,. BEHIND THE HABDLL OF HEZ CART--

TRIP, WHICH WAS, 10 BUY ONLY SPECIFIL 'TEMS. -I7 PUTS ¥OU INTO &
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jﬁCP ERS ANG TP TdbY WERt COOUED "HUPfffﬁ WOULDN®T BE fﬂRL{D 10
TRAVEL TRE ENTIRL LENSTH OF THE %33tf TC GET THEM.  ENVIHONMENT,
%?nﬁ EGIOALLY ARBANGUD, [HOPDASES THE PROBABILITY Of YOUR BUYING.

\
!

Tees L. ‘wﬁw~ Gud : -
IME .. 2ming. 10 seconds |
Sinclafr ... ENVIRONMENT, STRATEGICALLY ARRANGED, INCREASES THE ?ROBAB]LITYrOF
. . YOUR BUYING. THE STRATEGY OFPOSITION IS IMPOPTANT NUMEER 8
- THEH 1§ THE = "RATEGY OF POSITIG? '

Rick ...  YOU MEAN TO TELL ME JED TO BUY A.FEW SENSIBLE TTEMS--MILK, BREAD,

EGGS,--¥0U FORCE CUSTOMERS TO PASS ALL OF THOSE MIXES, CONVENIENCE
Tems.
ded ... THAT'S RIGHT RICK. [T'S DIFFICULT TO RESIST THOSE ‘NEAT, COLOR-

FLL ACCOMMODATING L7 TILE JARS, PACKAGES, AND CANS. YOUR
CURIOSTTY A€MGS; GVfRWHFLHJ YOu.

Bick ... ¥R RE, ROW KHOW WHY MOST [TEMS ARE A” EYE-LEVEU=-YOU £HOW TO0,
RECK. iPGS” ITEMS THAT ARE AT EYE LEVEL ARE JUST ABOUT THE
HETGHT OF K CHILD WHOSL APPLPITE ALMOST GU&RAHTEC% AT OLEAST
SHOTHER ‘k,aﬁﬁﬁiﬁ PWPLHN>%< He THL GROCERY BILL.

- Becky ... SURE.  AND A HUSBAND HHO ﬁCth?QN?ES HIS NlFC TACKS OH PURCHASFS
o : 'OF RIGH PRUFIT ITEMS, MARINATED HERRING. -MOST, WOMEN, LET .
ALONE MEN ARD CH!LS&&”, FIND 1T IMPOSSIBLE TO PICK UF "JUS A
F£¥ THINGS."

Jed ... WE MUST REMEMBER ORC THING, THERC RR 9,000 DIFFERENT TTEMS 0N
| CTHOSE SHELVES e

CRick ... 1 CAW HOW STE THE ABUANTAGE OF THE STORE LAYOUT OVER IN ELMDALE.
~ WOW, THAT'S REALLY A TRAP. B

ded ... YOUTLL CREALLY MAXE A COOD MANAGER DF A SUPERMARKET, SOMEDAY RICK,

Rick ., - THANES .- JED.  BUT 1T SFiLL SURPRISES ME THAT 1IN TiE CASE A QERBUN

WANTS MEAT, THAT SHOPPER MUST TRAVEL AT LEAST ONE FULL AISLE. -
THE MEAT DEPARTMENT WHICH IS ALWAYS LOCATED AT THE FARTHEST PONIT.
FROM THE DOOR. THEHEFORE THE SHOPPER'S GOT TQ PASS THE GREATES
HUMBER OF CANS, BOTTLES, BOXES, JARS, PACKAGES, SHELF-TALKERS, \ {
COLOR, AND MOTILGN. BUT ONCE AT THE MEAT COUNTER THE SPECIALS OF
THE OAY ARE PRECISELT AKRANGED RLTWEEN AND NEAR THUSE JUICY ROASTS
AR TARTALTZENG LTS, _ -
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.

Secky .. NATURALLY, THEY'RE ALL QUITE VISIBLE IN THEIR PRETTY
PLASTIC WRAP.  AND THEY LOGK AS GOOD RAW AS WHEN
THEY'RE COCKED. SO WILL-POWER VANISHES. AND IN ADDI-
TIOH F00DS AND TOYS THAT APPEAL TO CHILDREH ARE ALUWAYS
WITHIN THEI;ﬁEASY GRASP,

Sinclair ...THE CASH REGISTER, HATURALLY, IS CERTAINLY A TRAP, HERE
, ARE CONVENIENCE ITEMS WHICH WHEHW DISPLAYED REMIND PEOPLE
THEY NEED THEM. ITEMS APPEALING TO CHILDREN ARE THERE,
T00, A TIRED MOTHER CONSIDERS THEM A WISE INVESTMENT TO
SOOTHE A CRANKY CHILD. WOMEN'S MAGAZINES PROMISING ALL
KINDS OF RELIEF .FROM PROBLEMS ARE "ALSO QUITE VISIBLE. .
THETR HEADLINES AND TILLUSTRATIONS SCREAM INTEREST.

5 Skit No. 7
TYPE . ... Stimulative ,
TIME ... 1 min. Zfrsecs. -
Jed -, ., THE LAST ONE IS AN ULTIMATE SUPERMARKET WEAPON!

Becky ... GH OHD SOUNDS MYSTERIOUS.WHAT IS IT? THE PROCESS OF
SHOPPING PRODUCES WHAT % CALLED, IN THE TRADE, "SUPER-
MARVET HYPHOSIS." ' -

{

Rick ...  HYPNDSIS! WHAT'S THAT?
Becky ...  THAT SOUNDS LIKE A DISEASE.. —, .

> . ! i '

Jed ... THIS 1S AN ACTUAL PHYSICAL REA?TION THAT SETS IN ANY-

WRERE FROM 20 TO 30 MINUZ AFTER THE SHOPPING TOUR HAS
" BEGUN., INVESTIGATION OWS THAT A NORMAL WOMAN'S RATE

OF EYE-BLINKING SLOWS A LOT AFTER THIS PERIOD, INDICATING
A CONDITION OF SLOWER REFLEXES AND LOWERED JULDGMENT LEVEL.
ACTUALLY IT'S SCRT OF A HYPNOTIC TRANCE. SEVERAL
EXPLANATIONS FOR THIS EXIST: (1) THE HUNDREDS CF DECI-
SIONS MADE SECOND-BY-SECUND, «(2) THE MATHEMATICAL COMPU-
TATIONS MADE MORE DIFFICULT BY ODD~PRICING., NOTHING IS
EVER PRICEDL AT ONE DOLLAR. IT'S 98 OR 99 CENTS OR $1.98
ETC. AND THEN THE SOFY FLOURESCENT LIGHTS. WHEN
"SUPERMARKET HYPNMOSIS" SETS 1N, THE BUYER IS MOST
SUSCERTIBLE. THE TRADE HAS A PRINCIPLE THAT SAYS:
"EVERY MINUTE OVER 30 IS WORTH FIFTY CENTS!"

RICK, RICK -- WAKXE UP! WAKE UP. -

Sinclair ...THESE ARE ALL EXAMPLL. OF SUPERMARKET ENVIRONMENT THAT
CREATFES A PAVORABLE BUYING ATMOT"HERE, THAT CAUSES BUY-
ERS, IF SUCCESSFUL, TO LOOSEN UbF HEIR PUR"‘MSTﬁ}NGS o

Q MELT THEIR RESOLUTIONS. \

14, @
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Marketing is a complex system of many inter-related compdnents,
each playing a role in the process of creating sales.

The sales force is parc of this mix.
As is media advertising.

Packaging, market research and many other marketing activities fit
together to form a total se}]inq-effort.

In this system, environmental marketing--the skillful use of noint-
of-purchase materials--indeed has the last word.

Customers are aided by point-of-purchase when it makes .a selection
easier, ' . :
Point-of-purchase provides other helpful information, even when
unrelated to the product, as in this sign.

Convenience due to accessibility aTso aids the customer. S
'Typical retailer benefits inclyde creation of sales of new items as
this L'Eggs unit did in making pantyhose and stockimgs an important—-—
‘new item in food stores. The display_carries,out the Egg motif,

Or point-ef-purchase may increase the saies of existing ftems.

Or build trafic, as this promotion did with a Christmas recora offer.

4 L
The marketer's salesmnen support the{program when they're convinced
the display will really help sales..) h

... and when the disnlay cavfﬁe easily and ranidly set up in stores
to start the job of sellina. :

“The four functions of point-of-purchase are Informing, Remindina,
Persuading and Merchandising. MWhich of these is chosen depends on
the objectives es}ab1ished in the marketina plan.

You should. remember that a single point—of—purchase unit may perform
one, or more of these functions, as in this unit which reminds and
persuades.

Or in this unit which reminds, persuades and merchandises.

Budget for po.nt-of-purchase depends on the marketing§objectives

and the function to be performed by the display. Thig unit is used

in relatively few locations but must create a quality tmage and “high
impact where it is uUsed--therefore each *display ic a major investment.

This small chaniel marker has a more limited function in e

S

]

J. ‘\; l‘,;
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marketing mix, and it will be use&;lﬁ a great many outlets--
therefore each sign is relatively inexpensive.

Whgn marketing strategy dictates that a particular unit should
remain in service for years, a large budget is allowed fof*&qsh unit.

But if the étrategy requires a short promotional pdsh, a less
exvensive unit is employed. C o

With these basic considerations in mind, let's see how Some mar--
keters have dgc1ded on the point-of-purchase portion of their market-
ing program; we will examine a cross sect1on of applications,

United A1r11nes 1ncreases sa]es by providing information about
special tours. This inexpensive short-term counter display chows
the many special folders available to a potential customer.

Here-is a good example of an information sign--it tells what's play-.
ing, who s in it, and the matinee time. It is a spec1a1 case of a_

“ﬂung—term—STgn——rn~whrch“copywtﬂnwbe—ﬁh&ﬁgeu as—neededs—

The effect1veness of showiing azp1cture~of a producﬁ)w1th strcng
appetite appeal is borneiout by this long-term sig) The picture
can be changed accord1ng to the desire of the store mamageri- --Tests
proved that the best selling item of the day was that featur€d in
the p1cture.

The food merchandiser is sed to promote hot food in a new ovtlet--
_the supermarket. It serves as both point-of-purchase and service
‘counter. ’ ' S ' : o

This is a short-term pole stacker. In use, a mass display of the

product is built around it. The inflatable figure on top prohotes
sales because it is a customer premium.: The actual figure digplayed
may be faken home by the store manager after th&\qpemot1on has ended

This . glider é]so is a customer premium. Hanging high overhead, 1t’
attracts attention from all over the store. It was designed to be

hung over a frozen food cabinet where air currents give it a flying
motion. .

Sometimes the best way to persuade a customer to buy is to offer a
trial. This long-term demonstrator provides an in-store oppcrtu-
nity for a customer to test the ski boot and bindings.
7/ . E ’
This tester was used to help introduce what was not only a new
product but a new kind of product--a man's scent. Getting men to
try it was easier if they didn't have to make a purchase to do so.
; . , ,

1e:

et
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One of the classic exampies of point-of-purchase to aid the cus-

tomer is the Kirsch drapery hardware display. The customer can

select not only the major items from the choices given, ‘but alco
. all the small parts needed to zomplete the installation.

Where temptation for pilferage is high, display units can help make-
> the risk low. In this unit, the tools are displayed behind glass.

The clerk completes the sa]e by uniocking the cabinet from th°
“HEar,

v ‘

.Although this appears to be a long-term display, it éctua11y is

-short-term and is designed to sell the idea of giving a typewriter
as a Christmas gift. Construction is actually of corrugated paper-
board. , J : : :

-

Now tg summarize: . —

(A) as a QgggE\y%: have bgen alerted to'environmental jinducements
toc buy. o )

(B) as a marketer\>ou have been given fundamental concepts of mak-
ing environment work for yvou. You now}have 9 eﬁamp1es to show these
environmental facters.

§
ne, the "loss 1eader"

o

l

Two, the phys1ca1 size of the store 1nterl$r itself ...

Three, the shopper ‘physical comfort

= . . . Q .
Four, music ... [

“Five, the realization of power within the shopper'y own mind ...

CSix, phyo1ca1 ]ayout of she]ves and - a1s]ps that lead\to added -pur-
Thases ... ( |

. { i .
§§ven,-recogni::EL of a shopper's psychological needs.

Example:  when fresh;\:zﬁﬁ\ﬂgp,_ he high-brofit items, when tired,
\\3ﬁjer-inducements to ease{fdtigue cee

to all kinds of products difficult to

‘.}_

AW Eight, expose the shopper
resist ' '

Nine, "supermarket hypnosis"

]
N
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The. corcepts we have been descriting will be applied in the fbtu%e
toc a great many new problems in marketing, resulting in a great \
many new applications of environmental marketing. \

Just what directions will be taken is largely up to those people \
who in the future will play key roles in marketing. But from

what is being-tried now and an examination of a few speculative |
ideas we can get some possible trend starters, }
This current display creates scientific interest by actually hatch=
ing chicks on shopping center maills. . - ' }

“Modification of the total selling environment is 1ike1y‘to be a
significant trend in the future. This;building is an example.

Falstaff takes its own environment with it by means of this beer
dispensing trailer which becomes a poirt of purchase wherever it
‘'stops. :

Here's the gateway to a. greeting card shop that s des1gned to
catch anyonel!s attention.

And»supergraphics are showing up more and more. Schlitz pro-
motes its product in campus pubs using this approach,
Speculative:ideas for tomorrow are siuggested by these artists'
sketches ... '

... which show new uses of coior and design for storage interiors.

The purpode is to make the market1ng environment more exc1t1ng
for-the customer ... :

... and to increase sales for'the-marketerl

Whatever becomes thé luok of the:future, environmental marketing
will continue to be-a major marketing too)l with its applications
limited only by the creativity of the pedple employing it.
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TYPE ... Informative
TIME ... 30 secs.

Jed ... RICK, THE NEXT TIME WE HAVE A BREAK, LET'S DISCUSS . .
POSITIONING WITH.YOU AND BECKY. AND I WANT BOTH OF YOU
T0 BEGIN THINKING ABOUT HOW MAYBE. SARDINES AND = o
KETCHUP AND. BREAD ARE POSITIONED IN THE CONSUMER'S

MIND. FOR EXAMPLE, IS LOG CABIN SYRUP POSITIONED

AHEAD OF, OR IN BACK OF, MRS, BUTTERWORTH'S SYRUP?

IN SHORT, - EVERY. PRODUCT AND EVERY TRADENAME IS

POSITIONED SOMEWHERE IN THE AFFECTIONS OF THE CONSUM-

ING PUBLIC. TAKE JED'S JUICE AS. AN EXAMPLE, HOW CAN "~

WE POSTTION JED'S JUICE TO GREATEST ADVANTAGE IN OUR
BUYING FUBLIC'S -MIND? 4HO ARE OUR COMPETITORS?

WHERE DOES IT RANK-IK THE PUBLIC'S AFFECTIONS AT THIS
MOMENT, AND HOW CAN WE IMPROVE THAT POSITION?

~

BEClry‘* LN ) l.

"*Tﬂﬂﬁf—ﬂﬁf*SﬂMf"ﬁﬁﬂﬁ-ﬁﬁ%ﬁff&ﬁ%—%&—k&swEﬁémaea— =
" kick ... TMAT'S RIGHT, BECKY. 1 GUESS WE'LL HAVE TO DO SOME
: REAL HARD WORK TO FIND THE ANSWERS! //’




Sinclair ...
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"POSITIONING"
Part I

IN ANTICIPATION OF THIS PRESENTATICN ON.POSITIONING; I. TALKED
WITH 30 MALE CAR OWNERS IN MY NEIGHBORHOOD., MY QUESTION TO
_EACH WAS: “WHEN YOU THINK OF A TIRE STORE, WHICH.STORE. FIRST.. ..

' PUBLIC HAS BEEN BUSY

.. COMES TO YOUR MIND?" OF THE 30, 15 SAID GOODYEAR, 6 SAID

GOODRICH,"4 SAID SEARS, 3 SAID FIRESTONE, 1 SAID GENERAL AND
NONE SAID GULF. =
: ' \
NOW OBVIOUSLY, THE GULF OIL COMPANY HAS A-PROBLEM. - -GOODYEAR -
IS POSITIONED AS THE TIRE STORE, NOT GULF, THIS, DESPITE THE -

" FACT THAT GULF HAS BEEW ASKING YOU AND ME, IN FACT, ALL .

MOTORISTS IN TOLEDO, TO."THINK OF GULF AS THF TIRE. JTORE.“

WELL, THE PHENOMENON OF POSITION IN THE MARKETPLACE WOULD
'SEEM TO FOLLOW NATURALLY THE LAVISH, THE EXCESSIVE, AND THE
FREQUENTLY UNFOUNDED CLAIMS MARKETERS HAVE MADE DURING THE

~—PAST-25 YEARS - —DURING THIS PERIOD RESENTMENT HAS BUILT PRO=

GRESSIVELY UNTIL THE HOUSE OF REPRESENYATIVES ON SEPTEMBER
20TH, 1972 OVERNHELMINGLY PASSED THE FIRST CONSUMER PROTEC- -
- TION BILL, 318 TO 50. CONSUMER MOVEMENT HAD AT LEAST
BEEN LEGISLATIVELY RE IZED

DURING THE POST-WORL6;NAR I1 PERIOD, THE AMERICAN CONSUMING
EGGING PRODUCTS'AND SERVICES ACCQRD

A

--ALL DESPITE NHAT ADVERTISING HAS CLAIMED NO MATTER N ETHER
HONEST' ADVEKTISING OR DISHONEST ADVERTISING SURROUNDED THE
PRODUCT. ALL PRODUCTS HAVE GONE THROUGH AND CONTINUE TO GO
THROUGH ‘A PERIOD OF ‘COMSUMER SKEPTICISM, TESTING, ACCEPTANCE,
AND/OR REJECTION. BUT NO MATTER HOW SUPERB A TIRE R F. GOOD-.
RICH PRODUCES FOR GULF, GULF REMAINS POSITIONED IN THE
MOTORING PUBLIC'S MIND AS A PRODbCER REFINER AND A MARKETER
OF PETROLEUM PRODUCTS. ,

: . : ' \\ . g
AND SO, TODAY, MARKETERS ARE CONCERNED WITH A NEW AND CONTRO-
VERSIAL CONCEPT WITAIN THEIR REALM: THE POSITION OF A PRODUCT
IN THE AFFECTIGNS OF CONSUMERS. THAT'S WHAT THIS LECTURE IS
ALL ABOUT. POSITIONING HAS ARRIVED AS THE LATEST IN A SERIES
OF DEVICES ALLEGED TO GIVE WINGS TO A’ PRODUCT'S SALES. STU-
DENTS SHOULD NOTE THESE PERIODS OF DEVELOPMENT THAT FOLLOW -
CAREFULLY. THE PROGRESSION SHOWS DEVELOPMEMT OF POSITIONING
AS IT RELATES TO SUBIECTIVITY NITHIN THE MARKETPLACE

HISTORICALLY MARKETING\HAS SEEN QUITE A FEW ALLEGED SOLUTIONS
TO THE SALES PROBLEM .

* IN THE EARLY FIFTIES, THE FFASHIONABLE FORMULA WAS RESEARCH,

l Last BN
i i
[
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THIS WAS A PRODUCT ERA, AND RESEARCH CRAWLED ALL- OVER EVERY

PRODUCT- AND EVERY SERVICE. MARKETERS EMPHASIZED PRODUCT
FEATURES AND CUSTOMER BENEFIIS

* IN THE LATE FIFTIES, THE FORMULA FOR SUCCESS WAS NOT SIMPLE
HEADCOUNT, BUT MOTIVATION RESEARCH -- RESEARCH THAT PROBED -
THE CONSUMER'S PSYCHE SEEKING THE WHY, NOT THE WHEN: NOR HOW.

BUT IN THE LATE FIFTIES TECHNOLOGY CAUGHT UP WITH MARKETING.
IT BECAME MORE AND MORE DIFFICULT TO ESTABLISH THE SALIENT
FEATURE: OF ROSSER REEVES--THE "USP", OR "UNIQUE SELLING
PROPOSITION". AT THIS TIME THE OLD AL CAPONE BREWERY IN.
CICERO, ILLINOIS WAS CHURNING QUT 27 DIFFERENT BRANDS OF
LOCAL, REGIONAL, AND NATIONAL BEER, STOPPING THE 24-HOUR CON-
TINUBUS PRODUCTION LINE WIT H ONE STANDARD FORMULA ONLY TO.
CHANGE SIZE AND SHAPE OF BOTTLES COLOR OR BOTTLES, AND THE

t]

# ALSO IN THE LATE FIFTIES CHEVROLET DISCOVERED FRAGMENTATI?"-
THE_RUSH wASnIO—lNDL¥IDUALS—NIIHLN—GRGUPS—WITH—%BENTIGAE————

CHARACTERISTICS.'

* THEN, DURING THE SIX/IES, SUCCESS WAS BEST BROUGHT ABOUT -
BY ASTUTE MARKETING. SWITCH CHANNELS, INNOVATE, AND MARi. .
SOUNDLY. THIS WAS ESSENTIALLY A SEARCH FOR AN IMPROVED IMAGE.
CLOTHE THE PRODUCT WITH RESPECTABILITY, GLAMOUR, AND BENEFITS,
BUT BENEFITS PITCHED TO A PARTICULAR FRAGMENT OR LEVEL. MOST
LIKELY INTERESTED IN THE PRODUCT. BUT THE "ME T0O" EMAGE .

KILLED THE IMAGE ERA, JUST AS THE "ME T0O" 'PRODUCT KILLED E_'“ngi
THE- PRODUCT ERA. : |

DAVID OGILVY WAS THE LEADER DURING THE IMAGE ERA. YOU ALL
RECALL HIS MOST FAMOUS CAMPAIGN, THE MAN NITH THE EYE- PATCH,

- ROLLS-ROYCE, AND SCHHEPPES .es N

* IN 1965 THERE ARRIVED THE CREATIVE APPROACH BUT MORE ON

THIS IN. A MOMENT ... .

* AND TODAY, THE MAGIC OF POSITIONING ;,.

. : Cd S ‘
WELL, IT WOULD SEEM TO THIS GROUP, I'M SURE, ASTUTE MARKETERS

- ALL, THAT WE ARE IN A NEW ERA--PERHAPS THE ERA. OF POSITIONING.

CREATIVITY IS NO LONGER THE THINGy SOMETHING HAS SUPERSEDED
THE CREATIVE ERA OF 1960-70 70, THE ARCHITECTS OF NHICH WERE

ROSSER REEVES AND BILL BERNBACH.

ROSSER REEVES CLA.-.5 ADVERTISING CAN BE REDUCED TO A FORMULA
.~ THAT HAS BEEN AND IS STILL EFFECTIVE. IT CONSISTS ESSENTIALLY

OF FINDING WHAT HE CALLS THE "USP" OR "UNIQUE SELLING PRQPOSI-
TION." EVERY PRODUCT AND SERVICE HAS SUCH A FEATURE ONCE

1“"“'
.k
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- FOUND, ADVERTISING THEN HAMMERS HOME THIS SINGLE FEATURE WITH -

AN INSTSTENCY AND FURPOSE THAT FINALLY COMPELS RETENTION AND
FAVOR IN THE CONSUMING PUBLIC'S COLLECTIVE MIND.

”n
ON THE OTHER SIDE OF THE FENCE SITS BILL BERNBACH WHO MAIN-
TAINS THAT THE ART OF PERSUASION, AN ART THAT, LIKE ANY OTHER .
ART, SIMPLY CAN'T BE REDUCED TO A FORMULA. IT'S A MIXTURE. OF -
SKILLS, AND THE DETERMINATION OF THE “USP" IS ONLY THE FIRST -
STEP.  ONCE THE "USP" IS ARRIVED AT, THEN, MAINTAINS BERNBACH,
IT IS THE ADVERTISING MAN'S JOB TO CLOTHE THAT PROPOSITION WITH
EFFECTIVE “IMPACT AND ATTRACTIVENESS SO THE RESULTING ADVER-
TISEMENY PROVOKES THE READER'S ATTENTION WITH FRESH, IMAGINA- -
TIVE INSIGHT. THE MEASURE OF THIS PERFORMANCE IS THE ADVER-
TISEMENT PERSUASTVENESS. SUCCINCTLY PUT, THE BERNBA’H SCHOOL
STRIVES FOR MEMORABILITY

'BUT TODAY, ROSSER REEVES' CONCEPT OF THE "USP", THE "UNIQUE -

'SELLING PROPOSITION," HAS BECOME" TARNISHED, AND BILL
BERNBACH'S AGENCY HAS FALLEN ON LEAN DAYS,

Sinclair ...

Jed ...

Rick .

Jed ...

JUST AS REEVES AND BERNBACH NER THE'HIGH PRIESTS OF CRE-
ATEVITY, SO TODAY AL RIES IS THE HIGH PRIEST OF POSITIONING,
TRAVELING THROUGHOUT THE UNITED STATES EXPOUNDING ON POSITION--
ING, THE MEW WAY TO PLAY THE MARKETING GAME.

Skit No. 1

TYPE ... Informative
TIMc . 45 seconds

NOW, HERE ARN\TWO CURRENT, GOOD EXAMPLES OF POSITIONING

OH, BEFORE I FORGET! - RICK, I WANT YOU 'T0 GO TO THE LIBRARY
~TODAY.. YOU'LL FIND A SMALL BOOK THERE ON THE ORIGINAL B. R.

BAKER COMPANY. IT'S NOW OUT OF BUSINESS, BUT AT ONE TIME WAS OU
BEST MEN'S FURNISHINGS STORE. I WANT TO TALK WITH YOU AND
BECKY ABOUT HOW THE B. R. BAKER COMPANY SLOWLY WENT BANKRUPT,

.OH, AND RICK, WHAT TIME IS THE PROFESSOR OF YOURS GOING TO

SHOW UP? 1 WANT TO BE SURE ALL OF US ARE HERE AND HAVE TIME

. TO TALK WITH HIM.

X ;
HE SAID HE'D BE HEREAT ElE(gN/N'CLOCK. THAT ISN'T VERY FAR -
OFF! \ |

GOOD.
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Becky ...
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Becky;...

Luke ...
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Becky e

Luke ..

Beéky ven

Luke ...
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Skit No, 2

TYPE ... humorous

_T{M& ... 60 sec.
OH HI, LUKE! HOW ARE YOU? |
HOW'S THAT?
(f SAY% HOW ARE YOU? HOW ARE YOU?.

O0QH, - PRETTY TIRED. OIDN'T S'EEP AGAIN LAST_NIGHT.

YOU DIDN'T SLEEP AGAIN?. 3‘__i}

©_ NOPE: DIDN'T SLEEP AGAIN. VYOU SEE, MY WIFE AND I AGREES

WHEN WE WERE MARRIED WE WOULD NEVER GO TO ‘$LEEP IF WE'RE MAD
AT EACH OTHER. YER, AND I'VE BEEN UP NOW FOR 3 DAYS!
AND IF SHE DOESN'T CALM DOWN PRETTY SOON--MY EYES wLLL LOOK -

I THOUGHT I WOULD SURPRISE HER AND GET A BOTTLE OF THAT NEW
-FINNISH VODKA AND HAVE A PARTY! .. MAKE A TRIGE! THERE'S
NOTHING LIKE HAVING A BIG TRUCE PARTY AFTER A GOOD FIGHT..
THIS HERE ADVERTISEMENT SAYS THAT FINNISH VODKA WILL CAPTURE

US AMERICANS JUST LIKE THE BRITISH DID IN 1776!

.i’M SORRY, LUKE, WE CARRY’ ONLY JED S JUICE S

" HERE LE! ME SEE THAT ...

BN
THE FINNS SEEM TO BE RACING®TO DUPLICATE THE BRITISH SUCCESS
WITH -GIN DURING THE SIXTIES

I THINK THEY' VE GOT A PROBLEM. - THE AVERAGE AMERICAN ASSOCI-
ATES VODKA WITH RUSSIZ, NOT FINLAND. AND WITH IMPROVING =
RELATIONS BETWEEN THE UNITED STATES AND RUSSIA, RUSSIAN-MADE
VOOKA IS LIKELY 70 AFPEAR ON LIGUOR STORE SHELVES Iﬁ QHIO,

NOT FiNNISH-MADE VODKA. .

WHAT'S [HAT?  TELL ME AGAIN. IiwANT T0 HAVE A TRUCE PARTY.

[ SAY LUKL; FINLAND 1S SEEKING TO POSITION ITS VODKA AHEAD OF
RUSSTAN VODKA IN THE AFFECTIONS OF US AMERICANS. FINLAND
WANTS AHERICANS 'TQ PPEFER ITS VODKA. 1T WANTS TO POSITION
ITS PRODUCT FIRST.IN THE HEARTS OF AMERICANS, LUKES

PYLL LRINY TO THATY



Skit No, 3
TYPE .. Soymutative
TIME .0 1 min, 30 secs.

Becky ... TODAY, RICK, MOTHERS CONTINUE TO WARN THEIR DAUGHTERS ABOUT
Lo BOYS. THEY ALSO MAKE COMMENTS ABOUT TOUTHPASTE. SILLY
MOTHERS: THEY SAY: “MAKE YOUR TEETH ALLURINC DEAR ButT
DON'T GO HEAR THE BOYS.”

JLTRA BRITE HAS ADVERTISED I7SELF AS THE “SEXY” TOOTH?ASTF
FOR YEARS, ALLEGING TO MAKE A GIRL'S TEETH SO DAZZLING AND
WHITE THAT, OH MYD A BOV JUST CAN'T RESIST HER.

Rick ... . OM, FUR HLAVEN'S SAKE! BECKY! I'M TRYING TO STUDY FOR AN
CEXAM! .. AN

- Becky ... WELL: ULTRA-BRITE NOW GOES A STEP FURTHER. TAKEN FROM RECENT
‘ ULTRA-BRITE ADVERTISEMENTS, NOTE THAT ULTRA-BRITE POSITIONS -
CISELT RUABER™Z TH ABRASTVE TEST RESULTS. IT COUPLES 115
SECOND-BEST ABRASIVE POSITION WITH ITS ORIGINAL AND BEST

KNOWN POSITYON: "ULTRA BRITE WHITENS AND BRIGHTENS!" .
“Rick L., NHERE'D YOU GET ALy THIS HiGHPONERED INFORMATION?
Secky ... 1 READ ABOUT 1T N AN ISSUE OF T WALL STREET JOURNAL. SEE?
- RIGHT HERE' » .

LET ME CONTIMUE, ... ALL TESTED BRANDS ARE [DENTIFIED INTO

THO GENERAL GROUPS: LESS AB@ASIVE AND MORE ABRASIVE, ULTRA-'G

.BRITE 1S MORE ABRASIVE THAN COLBATE.- BUT IT'S LESS ABRASIVE
THAN CREST- MI&T CREST, CLOSE- up, RND GLEEM 11, ' '

/

Rick ... | UOES THAT AD ACTUALLY COMPARE QUALTTIES OF COH?ETiHG aOGTP»
PASTE BRANDS? ISN'T THAT {LLEGAL? .

Becky ...  ND, IT ISH'T JLLEGAL. THIS LS POSITIONING! IT SAYS MERE

: © IN THE ARTICLE THAT ULTRA-BRITE ADVERTISING.SHOMS A PRIME
CHARACTERISTIC OF POSITIONING. BEFORE THIS, MENTIONING A
COMPETITOR WAS CONSIDERED BAD TASTE AND POOR STRATEGY, . BUT
NOT SO TODAY. 1N TODAY'S ERA OF POSITIONING THE RULES ARE
REVERSED, . ADVERTISLRS HOT ONLY NAME COMPETITORS, 8UT CSTAB-
LISH A POSITION WiTH CONCRETE PRODF, 1IN BRIEF, THE COMPETI-
OR'S POSITION IS JUST AS IMPﬂRTANT AS THAT suaaouwotns ONE'S
WN PRODUCT.

CKETCH?

g

CRick ... KETCH




‘Becky L.

Bick ...

Sinciair .

Sinclair ...

CAVES WAS ABLE O MART SUBSTANT

{i

i f 44
‘"hﬂwe YGU fRE .ﬁks TYYEOIH ¥QUE NOYES. ...

146 , | S

T«x

g

THE [MAGE SUF JUNDING AVES 7O YEARS WRY Jusd .hﬂ OF AHDTHE
ThE fL&Tn. BUYINE L PROEPEOTY e RIFELDINY

SHMALLER C0M 'J'E’?i*i«* T onERTS, Twr ¥
PISTINGUD . DIFFERDRCLS BEIWELN T
AR TORPE IRD LLLARY .

BUT ALL OF A SUDDEN, AViS BEVELUPED & Bil PORETION,
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113 . anformative
TIME ... 30-85 seconds

/

EEQ&Y; ?QU“ﬁL RECALL FROM ADVERTISEMENTA VOLKSWAGEM ACCEPTED

A POSITION ﬁﬁBG&Q?ELsE_HAﬂIEﬁ, ALL DORESTIC AUTOMOBILE
MAUFACTURERS UAHY THE MOTORING PUBLIT TO THIHK THEIR PRG-
BUCTS ABE BIGGER, MORE POMERFUL, MORE STYLISH, SAFER, AND
GREATER 16 VALUE, VOLESWAGEN LHOSE YO IGRORE TeI5 POUSITION,
AND INSTERD, CONCENTRATED OB ITS MUGLY™ POSITIC ... -

[ RECALL WHAT VOLKSHAGEM SAID, RICRI 1T SAID: “'THE ¥ Wikl
STAY UGLY LONGER: . - -

SURL, A THAT PHRASE IS A POWERFUL STATEMENT BECAUSE 1T 1S
S(CHOLOG:CALLY SOURD-- 1T COMMUNTCATES THE IDEA OF RELIABILITY
I8 A POWERFUL MANNER. 1 BELIEVE TUAT WHER AN ADVERYISER ADMITS
EHE NEGATIVE, THE READER IS WWCLINED TO GIVE HiM THE HENEFIT

DY AD LLASSIFY BN P0SITINE!

By )—-u\

AROIHER FIRE igL H Y:@ G*JghFQtNT POS!TEQHiHJ hifﬁ IN THE
LIGUOR FIELD, Al A S THORQUGHLY CIRCUMSCRIBED BY FEDERAL
LARS, Y87, SMIRNOFF CREATED THE SCREWORIVER, GALLIANG HAS

TS HANYY Wil ihﬂﬂﬁ R, ANO BROUNSFORMAN'S EARLY TiMES HAS T3
vanSYORT, I3 100 EARLY TIHES WAS ?OSEEEQﬁiﬁ AS A PMAN'S
ﬁHi?KZ%“ GETH O SUCH HEADLINES AS "EVERY BUNCE A ¥'S WHISKEY,"
AnD PEIHE, QLD RENTUCKY %Hiﬂka " GRADUALLY UVER THE VEARS
BROMN-FORIA . HAS MOVED THIS ZDURBON TOMARD A BIXER, A COCKTALL
POSITION, STRIVING TN ATYRACT & ¥YOUNGIR, KORE SHINGING CON-
SUMLR, i ﬂlﬂifﬁﬂﬁ FUSSYCRY PROGRAN ?E%ULfﬁﬂ.

W TTOL pIDETAN,

N0 . Tﬁz GLS& PRGOS IR UMY IR
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‘ ARPETS ' wf‘(&’gc
GRS BAVE A R ﬁ"‘ L E&ii}*" ?,. Coredieys
QOULT FEATURE < a’z CUSTORER BENEFITS,
AL RIES CPOSUTIONING 1S USED 1% 5 REDADER SENSE . .
. TOONEAN W CYERTICING DOES EOR THE SOBUCT. 1N THE /
COPROSPECT POSTTIONING MEAKS THAT ADVERTISING DOES A
| CERTALH, §18 o7 THE PRODUCT TN-THE CONSUMER'S nianJ‘ﬂQT .
AHLY YO COE TS ADYANTAGES AU FEATURES. 9
. ‘ T . : J !
THE BEST ©0 S L1E X PROCTOR AND GAMELE ADVERTISING i¢i .
Jed oo, o P mw‘ a :;ii,:.‘ B THE {?' wm&m«ia BEROIN CiRCIBHATL,
' ' : THELE OF 13 ﬁ“??‘ﬁiﬂi&tz EVEN THOUGH
i RAULA AND CONTENTS OF PACK-
' ki B8, AND BOLD. HOWEVER, THEY
7 40 MINDA, -
Eethe Fositioning £ra,” %ies, wir b, ing,,. 200 Last 42ed Streaet,
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ROLICR 5 GAMELE HAS POSITIONED 175 PRO-

LOMINDWITHOTHE CLATE THAT T]D! HA?\LJ
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THE RUMEER ONE GREASE D GRIME FIGHTER,

iy mﬂwmw“;'f

MOTHER ‘SH&'
SHIRTS, ESrECINi

50
H

COMS
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“Q”P?R‘ bat] ASH* COME QUT SO LIFELESS. THERE'SIHO SQARVL?,
HO BRIGHT fﬁiﬁﬂs. HG APPEAL iN THEM. THEY'RE 50 COLORLESS.

(‘GHW AND UTTTLE JOHNNIE LOJYL ' IKE TRAMPS ONCE ©'VE WASHED
THE TR ii@?ﬂfﬁ AHR""L I OUT 1°M JUST READY 1O QUIT!

PROBLEY f%??gf~ DEAR. FOR BRIGMT, SPARKLING

THIS 13 HOT A

e

MAKE S ,LQ*Fix Bﬁ GHY

L8, RILH, THIS ?Qzﬂég AH5H6R1"¥ FIGUmY POSITIONS BOLD

14 mER DAuGHTER" 5 iR AS ﬁﬁ?i i CLOTHES SRIGHT.

) A2 LT saa OF y0uR’ nﬂ HING PROBLEMS .., OM! -JUST 10 BF

: THREE® A7 LEAST ONE OF THE S0APS
BHO0LD 00 5 s@»ﬁ:mmw = S

S, THE 2 DF AL THiG, 1% 313 MARKETERS HAVE RUACHEG THE

GINT AHERL THEY MUST THINE OF POSITIONING AS SUMpI€inh DESIGNED
T OCCUR BLFORE. THE PROPUCT 15 LAUKCHED §Y ADVERTISING AND SALES |
CEFORTS.  THE DECISION BUSY BE MADE WHESE THE po0DUCT FITS "1

" INTO YHE COMPETITIVE SPECTRUM( THE BOSITION IS ff VIRY
COBJECTIVE OF ALL PWRKETING £FORTS.  THIS ANALYSIS MUST RECCS.

NIZE THE PRODUCT'S THUE MARKET PQ%%*Iﬂﬂ~uHQ MATTER WHETHER L7

" LFIAST, FIFTH, OR TWELFTH, POSITIONING. PRECLIDES TAKING ANY
“COMPETITION "HEAD-GH™. THE MARKETER ADOPTS A PRE- OR POST-

COMPETITIVE ?§§T?Tﬁﬁ THIS IS ALL ;h?FRAAL RATHER fﬂﬁﬂ
EXTERNAL ?051?{0&1%& L o ;

we ?ROFES;GP JED, HAS MADE CQ%MEHYS ON- THIS HE'POIﬁTS ﬂﬁ?
THAT. THE £ﬂ‘EL AS KH EXAMPLE, WAS POSITIONED BETWEER FORD

. AND MERCURY IN THE FORD MOTOR OMPANY'S LINE OF VEHICLES.

HE THEN POINTS QUT THAT THEFD SINPLY WAS NO POSITION FOR THE

. 'EDSEL IN THAT PARTICULAR VALUE-STYLE-PRICE SLOT ALREADY
OVER-CROWDER WITH $£AVIL“ ﬁHROHED HtDIUH«PRICED AUTOHOBILES
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Becky ...

Rick .

- Jded L

© Rick ...

SELUTTS PRODUCT TH SUFFICTEN

‘A7 TOLEDO'S B. R., BAKER COMPANY BEGAN CLIMBING.

" LASALLE’S.MEN'S SHOP, A MACY AFFILIATE.
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UARTER OF A EBILLION DOLLARS.
£t CORRECTLY.

LISTEN ONCE MORE TGO THE f’"’H;x}OW OF POSITIONING ...

‘ "POSITI OHING 1S WHAT ADVERTISING DOES FOR THE PRODJQ\_fh THE

PROSPECT 5 ING.™ ~ HE ALSU WRITES: "THE UN-COLA POSITTON
ESTABLISHED 7-UP AS AN ALTERMATIVE TO A COLA DRINK."  WELL,
AREN'T ALTERNATIVES THE ESSENCE OF A MARKETING SYSTEM? AT LEAST
ONE THAT'S STILL VISIBLY BASED ON THE FREE ENTERPRISE SYSTEM?
WELL, YES, 1 BELIEVE THIS IS TRUE. IF TRUE, THEN THE WORD
ALTERNATIVE LEADS ONE TO BELIEVE THAT POSITIONING IS THE NEW
TERM FOR AN ADVERTISER'S CONTINUING, DECADES-OLD SEARCH FOR
EXCLUSIVITY. IF YQOU AGREE, THEN POSITIONING MAS NOT QUT-
GROWN CREATIVITY; IT'S EVEN MORE DEFENDENT ON.IT TODAY.:
CREATIVITY 15 RAREFIED THINKING.THAT DEVELOPS UNIQUE IDEAS
AND/OR POSITIONS. THIS.IS WHAT AL RIES IS TALKING ABOUT.
HOWEVER, JN FAIRNESS TO POSITIONING, RECOGNIZE THAT CREATIVITY
CAN NO LONGER SELL A PRODUCT IF THAT PRODUCT HAS NO JUSTIFICA-
’*ou FOR EXISTENCE. I SUPPOSE POSITIONING, IF INTERPRETED AS
A CONTINUING SEARCH FOR EXCLUSIVITY, THEN GOES TO THE HEART
OF ALL ADVERTISING: OFFER AN EXCLUSIVE JUSTIFICATION TO THE
CONSUMER TO CHANGE HIS BEHAVIOR. TF CHEVROLET/CAN CONTINUE TO
ENT QUANTITIES SO ITS PAYROLLS AND
BILLS ARE COVERED, THEN IT NEED NOT SEARCH FOR POSITION. IT
ALREADY ENJOYS A TREMENDOUS FRANCHISE ON THE PUBLIC'S AFFEC-
*IOHS, AND BASED ON SALES VOLUME IT IS NUMBER 1 IN YHE NATION.
LET 17 SLIP, AS PONTIAC'S COMPETITIVENESS HAS COMPELLED
IT 10 SLIP DURING, THE LAST FEW YEARS, AND CHEVROLET MUST
BEGIN TO RE-POSITION ITSELF IN TRE MOTORING PUBLIC'S MIND.
THE BOOK GIVES A FASCINATING DESCRIPTION OF A FIRM THAT -
OIDN'T ADJUST TO THE POSITION TO WHICH THE PUBLIC ASSIGNED 1T.

WHAT'S THE STORY? GO ON WITH IT.

BACK IN 1953, 1959, AND 1960, IT WAS FASHIONABLE FOR MANUFACTURERS
TO DEVELOP CONMTROL OVER SALES SO PRODUCTION.COULD BE SMOOTHED
0UT. AND TOWARD THIS END BOTANY 500 BEGAN BUYING MEN'S RETAIL
STORES AC ROSS.THE COUNTRY. ROTHSCHILD OF CHICAGO WAS ONE OF
THEM. THE B. R. BAKER COMPAMY GF TOLEDO WAS ANOTHER. BOTANY
IN ALL ACQUIRED 105 RETAIL MEN'S CLOTHING RETAIL DUTLETS
ACQULRING THEH AT AN ACCELERATVJ PACE. - > :
105 RETAIL STORES ACQJIRED it 3,YE&RS? THAT CERTAINLY IS A ¢
LOT OF S*GRES' f N »

THAT NUMBRER IN -ABOUT THAT PERIOD. OF TIME, YES. BOT AS IT TURNED
OUT BOTANY PROVED A SUPERB MA. JFACTURER 0F MEN'S CLOTHING,

BUT A LOUSY R""ATILER. DURING THE 1960s PRICES OF CLOTHING
UNIONIZATION

r THE SALES STAFF IN 1968 HELPED PUSK PRICES UPWARD, UNTIL,.

-DURINu 1969 AND 1970 BAKER'S .WAS CHARGING EIGHTY- FIVE DOLLARS

FOR A SPORTSCOAT THAT WAS SELLING POR $40 $50 AT THE NEARBY J
Y1ES WERE PRICED AT

7 T0 '8 DOLLARS, 8UT WEMBLEY'S AY PENNEX'S WERE SELLING FOR

THO TO THREE DOI:LARS. BAKEQ S SG.. ABOUT 4 DOZEN DOBBS AND

KNOX FELT BATS DURING THE 1989-70 SEASON.

a
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Becky ... T'LL BET THAT WASN'T ENOUGH TO KEEP A CANELRY ALIVE!

Rick ... YOU'RE RIGHT! -FOWEVER, ALL THIS IS IN CONTRAST TO BAKER'S
HISTORY, ONE STORE THAT WAS CONTINUOUSLY SUCCESSFUL IN SELLING
FINE CLOTHING TO THE CITY'S WELL-DRESSED MEN. NOW ... NOW®
COMES THE RE-POSITIONING BUSTINESS.

Becki ... RE-POSITIONING? I THOUGHT 1T WAS "POSITIONING."

Pick ... REMEMBER BAKER'S YAS ALPEADY SUCCESSFULLY POSITIONED IN MEN'S
MINDS. BYUT BAKER'S PERMITTED TOLEDO MEN TO REPOSITION- ITS
SERVICE AND PRODUCTS FROM SUCCESS TO FAILURE.

{

Jed ... THAT'S A SAD STORY. a

Rick ... DURING THE POST-YORLD WAR IT YEARS, YOUNG MEN BEGAN RE-
POSITIONING BAKER'S AS "THE STORE FOR ELDERLY MEN." EXECU- -
TIVE FASHION PLATES BEGAN DIVIDING PURCHASES OF CLOTHING ~
BETWEEN BAKER'S AND COMPETING FIRMS. THERE EVIDENTLY WAS NC
CONTINUING UNIQUE IDEA VISIBLE. AT ONE TIME THE FIRST
B. R. BAKER, A PORTLY, DISTINGUISHED, OUTOING INCIVIDUAL,
STOOD AT THE FRONT DOOR TO GREET CUSTOMERS BY THEIR FIRST -
NAMES. BUT NO MORE. AND SOMEHOW, THE UNIQUENESS OF PRICING
SPORTS COATS AT $85 EACH WAS NOT .SUFFICIENT TO MAINTAIN SALES.
uAKER'S WATCHED WITH SOME SMUGNESS'THF SUCCESS OF AL THOMAS
WHO -FOR THREL YEARS, 1960 TO 63, SOLD/HIGH STYLE, FLASHY,’
RACE-TRACK CLOTHING. BUT AL THOMAS' ESTABLISHMENT LAPSED,
AND BAKER'S CONTINUED 173 DOWDY, EXECUTIVE STYLES. IT ALSO
CONTINUED RELIANCE 'OM SIXTEEN DOLLAR SHIRTS MADE ATTRACTIVE
BY THE NAME Pierre Cardin, EIGHT DOLLAR TIES IDENTIFIED AS
COUNTESS MARA,. AND TWO HUNDRED FIF{Y DOLLAR SUITS WHOSE :
FABRICS WERE 'LOOMED IN EGYPT AND TAILORED IN ITALY. LGCAL
MEN BEGAN NOTICING TASTEFUL CLOTRING SOLD ELSEWHERE,
PRINCIPALLY IN SUCH FASHIONABLE STORES AS DETROIT'S HUGHES-
HATCHER, DALLAS' NIEMEN-MARCUS, AND CLEVELAND'S HALLE
BRGTHERS COMPANY. WORST OF ALL, THEY BEGAN NOTICING THt
EXCESSIVE COST CONHECTED WITH BAKER'S CLOTHING, WHICH,
ELSEWHERE SOLD FOR ABOUT 25 TO 30 PERCENT LESS! :

i

Jed ... ANY MERFHANDISE INCORRECTLY PRICED ALWAYS SUFFERS!

Rick ... THAT'S TRUE, JED, AND IN 1968 OVERHEAD BEGAN CATCHIRG UP WITH .
BAKER'S. ADVERTISING LINEAGE IN THE BLADE WAS CUT. THERE
WAS LESS AND LESS RESPONSE TO SALESMEN'S TELEPHONE CALLS -
ANNOUNCING PERSONALLY THAT CLIENTS SHOULD COME IN EARLY FOR
FIRST PICK OF GARMENTS GOING ON SALE. THERE WERE FEWER AND
FEWER SALESMEN"S COURTESIES. . /”\ -
\ \ ]
IT'S™CERTAINLY OBVIOUS THAT THE B. R BAKER COMPANY WAS HEAD-
ING FGP PUI“

Rick ... WELL, FINALLY, IN THE SUMMER OF 1972, DUE TO AN OVERZ XTENSION
: OF CREDIT*~33 MI!LIONn-AND A LOSS OF SALES, BOTA:Y BLEW UP.
AT THE SAME TIME IT WAS PROVED TOLEDO'S GARMENT BUYING MEN
" HAD RE-POSITIONED BAKER'S TO'A POSITION OF "LITTLE SERVICE,
FAILURE: AT FOLLOWING THEIR OWN MEASUREMENTS, IMPERSONAL IN
ATTENTICN, AND OVER-PRICED." NCTICE THAT THE AREA'S CLOTHES-
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BUYING PUBLIC HAD DONE THE RE-POSITIONING, INSTEAD OF
BAKER'S. -

Sinclair ... THE RESULTING LOSS OF 105 RETAIL STORES THROUGHOUT THE NATION
: " THREATENED TO THROW BOTANY INTO BANKRUPTCY, AND IF BAKER'S
WAS TO SURVIVE, BAKER'S NEW OWNERS WERE OBLIGED TO RE-POSITION
THEIR PROPERTY IN THE AFFECTIONS, OR MINDS, OF TOLEDO'S
CLOTHES-BUYING PUBLIC. THIS THEY NEVER QUCCEEDED IN DOING.

Skit No. 7
TYPE ... Informative
TIME ... 4 mins. 20 secs.

‘Sinclair ... NOW, LET ME SHOW YOU A SUGGESTED 7HEME BUILT INTO AN ADVERTISE-
MENT WHICH ILLUSTRATES POSITIONING. THE THEME YOU ARE ABOUT
TO SEE WOULD BE ONE OF A CONTINUING CAMPAIGN ... :

Rick ... - OH, HI, FROFESSOR! YOU'RE RIGHT OM TIME. GLAD YOU'RE HERE. .
OH, JED AND BECKY, MAY I INTRODUCE MY MARKETING PROF,
PROFESSOR GREGORY. PROFESSOR, THIS IS BECKY. OUR LASHIFR
AND JED, THE OWNER OF THE STORE ...

Jed ... I'VE HEARD A LOT ABOUT YOU, -OFESSOR.
_Becky ... MORIING, PROFESSOR.

Arofessof T MjbELIGHTED TO MEET BOTH OF YOU RICK SAYS MANY NICE THINGS
ABOUT “OU PEOPLE T0O. . —

Rick ... PROFESSOR--JED % BECKY AND I HAVE BEEN DISCUSSING POSITIONING
I ASKED YOU TO COME OVER HTRE T2 GIVE US THAT ILLUSTRATION YOU
GAVE THE CLASS--7 SPARK #iUGS. WOULD YOU DO THAT PLEASE?

Professor ...SURE., I1'M HAPPY TO DO THAT. LET ME GET OUT A COPY OF THE
. " ADDRESS J'M DELIVERING NEXT WELK BEFORE THE NAlIONAL SALES
CONFERENCE IN NEW YORK CITY.

AH, YEP. HERE IT IS!

IN MY ORINION IT'D BE ALMOST AMPOSSIBLE FOR A FOURTH SPARK PLUG !
MANUFACTURER TO COMPETE WITH THE 3 MAJOR PLUG PRODUCERS: '
. CHAMPION, -AC, AND AUTOLITE. VYET, THERE IS A FCURTH SPARK
PLUG MANUFACTURER OF WHICH YOU' VE PROBABLY NEVER HEARD:
PRESTOLiTE OF TOLEDO. IT BEGAN MANUFACTURING PLUGS IN 1962 AFTER
TTS NEW YORK CITY PARENT HAD SOLD THE AUTOLITE TRADENAME, TRADE- -
_ : MARK, TWO BATTERY PLANTS, AND THE FOSTOR:A, OHIC SPARK PLUG
v VPRODUCTION CENTER TO THE FORD MOTOR COMFANY THE SIZE OF THE
~  MARKETING, ADVERTISING, AND SELLING TASK FO% PRESTOLITE THEN.
WAS AS FORMIDABLE AS IT IS TODAY. pRESTOLITE PRODUCES ABOUT
1/10° THE PLUGS THE OTHERS DO ,

Jed ... = FOR PRéSTGLITE TO CHALLENGE THE '3 SPARK PLUG LcADERS WOULD BE
g : LIKE SCREAMING- AT THE PACIFIC OCEAN TO STOP ITS ROAR:iNG, IS
THAT IT PROFESSOR?
vProfesscr,..:THAT'S IT. WELL, ANYWAY [F PRESTOLITE BECAME-INTERESTED:INA

st
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WINNING A GREATER SHARE ‘OF PLUG SALES, IT WOULD BE OBLIGED

TO “POSITION" ITSELF. FIRST, IT MUST RECOGNIZE ITS ALMOST HOPE-
LESS POSITION AS A POOR FOURTH. SECOND, IT WOULD BE REQUIRER
TO. DEVELOP A UNIQUE IDEA. IF ¢~ FAILED TO DO THIS IT WOULD

NOT POSITION ITSELF PROPERLY. ‘T APPEARS THAT UNLESS AN
ADVERTISEMENT IS BASED ON A UNIQUE IDEA OR POSITION, THE MESSAGE
‘IS OFTEN PUT INTO THE CONSUMER'S MENTAL SLOT RESERVED FOR

THE LEADER IN THE PRODUCT CATEGORY." TO AVOID THIS, PRESTO-
LITE MUST ADMIT ITS POOR PRODUCTION, THAT IT WANTS T0 COMPETE
HONESTLY, AND IT MUST PRES ENT ITSELF UNIQUELY AND DIFFERENTLY.

S0, PRESTOLITE MUST POSITION ITSELF HERE IS A SUGGESTED

ADVERTISEMENT SHOWING HOW PRESTOLITE MIGHT COMPETE WITH THE 3
MAJOR SPARK PLUG MANUFACTURERS, BASED, OF COURSE, ON POSITION-
ING. NOW, NOTICE THE LINE THAT RECOGNIZES POSITION . "PRESTO-
LITE IS A JOHNNY-COME-LATE'.” ...™

NOTICE, SECOND, THE UNI( THAT OFFERS THE MIRACLE
SPHEERTCAL TIP WITH THE BD1. 1 BRAIN!" )

THE ENTIRE. ADVERTISEMENT NOW PQSITIONS PRESTOLI £ CORRECTLY.
IT ADMITS PRESTOLITE IS LAST, OR THAT IT'S A-NEWCOMER, AND
THAT IT DOES OFFER THE MOTORING PUBLIC SOMETHING DIFFERENT
AND WORTHWHILE ... THIS ACVERTISEMENT REPRESENTS POSITICGNING.
ASSUMING THAT JHE TIP DOES NOT TRANSGRESS EXISTING PATENTS,
AND THAT IT CAR BE ENGINEERED AND\PRODUCED, IT MIGHT JUST :
WORK. - THE REDESIGNED TIP GOES F/RTHER THAN CONVENTIONAL TIPS,
AND ROUNDED AS IT IS, DOES A SUPERYQOR JOB OF CLEANING ITSELF
INSIDE THE FISTON HEAD AFTER COM3USTION. SAME PRINCIPLE,

- AS THE EXTENDED NOSE DESIGNED.INTO TIPS OF ALL CHAMPION,

AC, AND AUTOLITE SPARK PLUGS. BUT THIS WAY PRESTOLITE OFFERS

o -SOMETHING—UNIQUE AVOIDINGTHE—ME-TOO"-LABEL: - -

RO
—_——

YOU NOW HAVE TWO CASE PISTORIES THAT SHOW POSITIONING IN ACTION.
THE FIRST CASE SHOWS POSITIONING BY CUSTOMERS, AND THE RESULT-
ING DISASTER. THE SECOND -CASE SHOWS HOW A LOCAL COMPA.™

MIGHT SUCCESSFULLY POSITION TTSELF AGAINST TRFMENDOU" or.s

YOU ALSO HAVE SEEN THE HISTORICAL DEVELOPMENT OF POSITIONING.
YOU ARE ALSO AWARE THERE ARE FOUR REASONS ‘FOR T E RISE OF .

: POSITIONING
- FIRST: MARKrTuRS' EXCESSIVE AND LAVISH PRODUCT CLAIMS,

SECOHD THE GREAT SIMILARITY AMONG PRODUCTS CIGARETTES REER,
 GHSOL N, COSHETICS, FOOD ... | .

THIRD: OUK OVER-COMMUN CATED SCCIETY, TOG MANY PRODUCTS
TDD'MANV COMPANIES, TOO MANY SALES MESSAGES

FOURTH: OUR BFTTER EDUCATED AND" MORE SKEPTICAL BUYING CDMMUNI-

TIES. ~

YOU 'ALSO HAVE A DEFINITION OF POSITIONING‘ "POSITIONING IS WHAT -
ADVERTISING DOES FOR THE PRODUCT TH THE- PROSPFCT S MIND ! :

' POSITIONING GOES TG THE HEART OF ADVERTISING WHICh IS:

CoIRe
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- JUSTIFY TO THE CONSUMER, BY OFFERING AN EXCLUSIVE REASON, HIS
CHANGING- HIS BEHAVIOR AND BUYING ANOTHER PRODUCT OR SERVICE.
THIS COMPLETES PART I OF "POSITIONING".- IN PART II WE WILL
SEE FURTHER EXAMPLES OF POSITIONING IN THE STATE OF OHIO.
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”PWSITIONING"
Part 1i

Sincliair ... NOW LET S TAKE A LOOK AT POSITIONING AS IT SHOWS ITSELc TODAY
WITHIN OHIO. THESE EXAMPLES HAVE BEEN VISIBLE RECENTLY IN
ABOUT 120 ISSUES OF 4 DIFFERENT BUT REPRESENTATIVE METROPOLI-
TAN NEWSPAPERS, AND IN 15 DIFFERENT MAGAZINES CIRCULATING
WITHIN THE STATE. MOST PRODUCTS FALL EASILY INTO THE CATE-
. GORIES YOU'LL. SEE. RECALL THAT IN "POSITIONING" PART I,
8 YOU WERE GIVEN TWO INITIAL POSITIONS, NUMBER 1, THE "AGAINST"
. POSITION, AND NUMBER 2, THE "UGLY" POSITION. YOU HAVE THESE

TWO POSITIONS IN YOUR NOTES. NOW, LET'S CONTINUE ..

I HAVE GIVEN EACH OF YOU-A PRINTED LIST OF THESE POSITIONS;
. YOU MAY WANT TO REFER TO THIS LIST AS I PROGRESS, OR TAKE
NOTES ON THAT LIST. -

3. THE GOT-IT-LICKED POSITION ... THESE ..PE OLD-LINE, ESTAB-
LISHED, BUT AGGRESSIVE NAMES, EACH WITH A MASSIVE LOCK ON THE
BUY.ING PUBLIC'S AFFECTIONS. -THEY ARE PCSITIONED AFFIRMATIVELY
IN BUYERS' MINDS BY YEARS OF SUCCESSFULLY MARKETING A PRODUCT
OR PRODUCTS.

T. GEN'L MOTORS  /7%. SEARS
2. MERCEDES-BENZ 5. DUTCH BOY
3. SHELL - 6. RCA

4. THE INTER COMPANY COMPETITIVE POSITION ... THIS IS A VARIATION
OF THE FIRST, OCCURRING USUALLY WITHIN THE "GOT-IT-LICKED"
POSITION. CONSUMERS AREN'T ALWAYS AWARE OF THIS RIVALRY. :ERE,
BECAUSE OF A UNIQUE ADVERTISING MESSAGE, ADVANCED ST*LINu,
AND COMPETITIVE.FIERCENESS, PONTIAC HAS ENCROACHED ON CHE:~OLET
SALES DURING THE LAST SEVERAL 'YEARS. - ITS SLEEK, YOUTHFUL DASH AND
" VERVE HAVE WON THE AFFECTION .OF PERSONS WHO'D NOPMALLY BUY CHEVRO-
LET. AND IT ALL BEGAN WITH PONTIAC'S LOWERING ~ *0DY ONTO A
CHASSIS THAT WAS CONSIDERABLY NARRONER--HENCE THE NAME '
"WIDE-TRACK" PONTIAC.

5. THE OLD- LINE POSITION THAT BEGINS TO SAG ... THIS T0O IS A
VARIATION OF THE "GOT-IT-LICKED" POSITION. " THIS FIRM MAY BE OLD-
LINE, BUT IT EVIDENTLY FEELS IT NEEDS A UNIQUE GIMMICK TO BUILD A
SERVICE OR' TO RECAPTURE A FORMER SALES POSITION. HERE
CHESTERFIELD GOES TO COUPONS, A DEVICE RALEIGH CIGARETS HAS USED
- FOR DECADES. AND ROEERT HALL A POST-WORLD WAR II CLOTHIER,
. EXTENDS ITS SERVICES TO CAPTURE NATIONALLY WHAT UP TO THIS
_POINT HAS BEEN THE AREA OF HIGHLY SPECIALIZED LOCAL Ci OTHIERS.

6. THE OLD-LINE FIRM IN UNJQUE POSITION .. THE SAN FRANCISCO
MANUFACTURER OF LEVIS REPRESENTS %N ENVIABLE POSITION. HIS
PRODUCT 1S AT THE PINNACLE OF YOUNG PERSONS' AFFECTIONS, NOT
ONLY DOMESTICALLY; BUT IN EUROPE TOD. HE ENJOYS UNQUFSTIONED
ALLEGIANCE. EVEN THOUGH SURROUNDED BY ALL KINDS OF COMPETITION,
HIS POSITION 1S DOMINANT, UNIQUE, or TH\ E BASIS OF AN UNEQUALED
SALES VOLUME. YOU MAY BE INTERESTEU TO\KNOW THAT LEVIS IN

* EUROPEAN TELEVISION COMMERCIALS ARE QUITE.PHYSICAL IN THEIR

" APPEAL TO 'YOUNG PEOPLE-=-PERHAPS TWQ, YEARS AHEAD OF PUBLIC
ACCEPTANCE IN THE -UNITED STATES.. SUME QUARTERS AERE WOULD

'LABEL THEM DOWNRIGHT PRURIENT '

ERIC-~ 184 o N
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THE CURRENT EFFORT WHERE LEVIS AND AMERICAN MOTORS ARE COM-
BINED TO CONDUCT THE LEVIS GREMLIN SWEEPSTAKES DEFINITELY
SHOWS POSITIONING WITH THIS HEADLINE "WIN THE CAR THAT WEARS
THE PANTS.™

7. THE NO-SPECIAL POSITION ... THIS IS ALSO THE POSITION OF
"BEING-SUFFERED-BY-THE-DOMINANT-COMPETITOR". CHRYSLER HAS
BEEN AND IS TOLERATED BY GENERAL MOTORS, JUST AS HONEYMELL
AND OTHER COMPUTER MANUFACTURERS ARE TOLERATED BY IBM. RCA'S
QUARTER BILLION DOLLAR DEMISE DURING 1972 IS SEEMING PROOF
OF THE IMPOSSIBILITY OF EVER POSITIONING A PRODUCT SUCCESS-

© FULLY ON THE SAME LEVEL WITH SUCH GIANTS AS GENERAL MOTORS, U.S.
STEEL, STANDARD OIL OF NEW JERSEY, AND IBM.. THEREFORE, .
POSITION THE PRODUCT OR SERVICE SO IT RECOGNIZES THIS FACT
CHRYSLER MAY HAVE A LOCK ON ABOUT 10% OF THE AUTOMOTIVE
ORIGINAL EQUIPMENT SALES MARKET, IT MAY BE OLD- .INE, AND IT
MAY OFFER SUPERBLY ENGINEERED VEHICLES, BUT ET> POSITION IN
OHIO, AS REVEALED IN THIS ADVERTISEMENT, IS OF "NO SPECIAL
POSITION." S

YET, HERE'S A SECOND ADVERTISEMENT WHERE A CHRYSLER PRODUC™
DOES ATTEMPT TO GAIN AN IMPROVED POSITION IN BUYERS' AFFEC-
TIONS. NOTICE DODGE'S ATTEMPT TGO SHOW UNIQUE IDEAS, EVI-
DENCE OF THE SEARCH FOR .EXCLUSIVITY. NOW, COMPARE THIS WITH
ONE OF CHEVROLET S ADVFRTISEMENTS

ALSO IN THIS CATEGORY ARE STANDARD ADVERTISEMENTS WE'RE ALL
ACCUSTOMED TO. NOTICE THIS UNITED FARMERS$DAIXY ADVERTISE-
MENT, PLEASING AND OPEN, SIMPLE AND DECLARATIVE, BUT HARDLY
COMPETITIVE AND REPOSITIONING IN NATURE. UNITED FARMERS IN
TOLEDO IS:POSITIONED QUALITY AND EXPENSIVE, WITH PRICES CON-
TROLLED BASICALLY BY FEDERAL EDICT. THE NORD_"UNITED" ITSELF
INDICATES RESISTANCE:TO CONSUMER BENEFIT; FARMERS ARE UNITED
FOR THEIR OWN BENEFITS. - UNITED :PROBABLY LOOKS ON ITSELF WITH
- SOME REASON, ‘AS ALONE -IN- ITS QUALITY POSITION. :

SECOND, WE'RE ALL QUITE ACCUSTOMED TO COMPANIES THAT BLARE )
“FORTH AN OCCASIONAL OR SEASONAL SALE SYCH AS WOOLCO

THIRD, WE ALL RECOGNIZE- STRONG SEASONAL PRESSURES THAT COMPEL
RMERTCAN AIRLINES TO CUT PRICES TO FILL SEATS: AIRLINES
. POSITION THEMSELVES QUITE DIFFERENTLY DJRING AUGUST THAN - -
’ ~ THEY DO IN GCTOBER.

8. THE CONTINUOU~ ALE POSITION ... SOME FIRMS‘DO SEEMINGLY
ENGAGE IN ALMEST CONTINUOUS SALES ACTIVITIES ... GOODYEAR. ...
SEARS ... FIRESTONE .

T‘\;\ 9. THE TRUE INNOVATIVE POSITION.

185
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Skit No. 1
. TY?PE ... Expository
TIME ... __ mwins.,  secs.
Jeg ... THIS SEEMS TO SPEAK FOR ITSELF, A POSITION SUFFICIENTLY INNO-

VATIVE AND NEW--IT HAS NO PRESENT COMPETITION. COMPETITGRS
MAY BE TOOLING UP TO PRODUCE A COMPETITIVE PRCDUCT, BUT AS
YET, THE PRODUCT IS UNPRODUCED, AND THE ORIGINAL IS A TRULY
INNOVATIVt PRCJUCT. THERE MAY BE A FEW PURCHASERS OF THE
PRODUCT SUCH AS THOSE WHO WANT TO BE DARING, THOSE WHO WANT TO
BE FIRST, AND BY THOSE WHO SHOW LEADERSHI: CAN YOU GIVE ME
SOME FXAMPLtS7 ’

~ Becky ... 1 GOT A CCURLE. 1 READ THE OTHER DAY ABOUT AN ENTIRE MEAL COM-
PRESSED INTG ONE SMALL PILL ... AND A CENTRAL COMPUTERIZED
POINT THAT OPERATES A HOUSEHOLD AUTOMATICALLY AND EFFTCIENTLY.

Rick ... I GOT ONE THAT FITS THIS CATEGORY! THE FULLY. AUTOMATED AUTO-
MOBILE ... PLUS THAT INNOVATIVE PRODUCT WE MAKE ANG MARKET
RIGHT HERE IN THE STORE--JED'S JUICE

Becky ...  JED's JUICE!

Sinclair .., NOTICE THIS LEVITZ ADVERTISEMENT REPRESENTING INNOVATION IN THE
# HOME GOODS RETAIL FIELD--SELLING FROM A WAREHOUSE. 1IN THIS CASE
¥ FURNITURE. OTHER FIELDS HAVE ADOPTED THIS TECHNIQUE SINCE

PIONEERING BY LEVITZ. IT'S BREEN REMARKABLY SUCCESSFUL. ALTHOUGH
ITS ULTIMATE SUCCESS IS DEBATABLE, IT DOES SHOW A THOROUGHLX~‘\5
INNOVATIVE TECHNIQUE. :

WELL, IN THESE EXAMPLES YOU CAN SEE A STRIVING FOR THE AFFEC-

. TIONS OF THE BUYING PUBLIC. OR, SAID ANOTHER WAY, AN ATTEMPT

~ TO HABITUATE BUYERS TO THINKING OF A PRODUCT IN CERTAIN TERMS.

SOME MARKETERS ARE SAYING:  "WE'RE NOT WORRIED. WE'RE TOO
STRONG. WE'VE ALREADY GOT A LOCK ON THE BUYING PUBLIC'S
AFFECTIONS!" OTHERS ARE SAYING: "GEE WE'RE WORRIED. HELP US,
FOLKS. THINK FAVORABLY OF US BECAUSE OF THIS GIMMICK WE'RE
OFFERING TO MAKE US MORE APPEALING." OTHERS ARE SAYING: "HEY,
WE DO GIVE YOU A TRUE INNOVATIVE PRODUCT. TRY US! WE'RE
DIFFERENT. WE DO JUSTIFY CHANGING YOUR HABI™S, SUCH A GREAT
BUNDLE OF SATISFACTIONS ARE WE!"

10. THE SELF-DECLARED NUMBER ONE POSITION . :. FIRMS IN THIS
POSITION ARE THERE LARGELY BECAUSE THEY ARE TRULY NUMBER ONE
IN THE BUYING PUBLIC'S AFFECTIONS :

1. THE NEGATIVE CHALLENGE P

Skit No. 2
TYPE 5tra1ght ékpos1tory
TIME . __mins. _ secs.

Jed ... RATHER THAN STATING HOW GOOD HOW WONDERFUL, AND HOW FANTASTIC
. A PRODUCT IS, THE ADVERTISERS HERE - TAKE AN OPPOSITE APPROACH
BY TELLING HON BAD THEIR PRCDUCT OR SERVICE IS. BUT. AT THE

- . e . . . L : s
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SAME TIME THEY SHOW HOW THAT PRODUCT REALLY
PROBLEM. LET ME GIVE YOU AN EXAMPLE. WHAT ABCUT LISTERINE?
WE'VE ALL SEEN ITS COMMERCIALS ON TELEVISION.

Becky ... OH, I'VE SEE4 THEM! SOMEBODY ASKS A PERSCN HOW HE LiKES LISTERINE
. THE PERSON REPLIES: "I DON'T LIKE IT -- Y-E-E-E-C-H! HE FROWNS
ANG CARRIES ON, BUT EVENTUALLY SMILES AND SAYS: “BUT IT TAKES
AWAY MY BAD BPEATH’"

Jed ... GCOD! HOW ABOUT ANOTHER EXAMPLE?

Rick ... THE 7-UP COMMERCIALS? ;

Jed ... - THAT'S A GOOD ONE! |

Rick ... ALL THE OTHER SOFT DRINKS CONTAIN COLA. COCA-COLA, PEPSI-

COLA ... BUT NOT 7-UP! ITS NEGATIVE APPROAGH STRESSES THE
UN-COLA TASTE. UK MEANS NOT! -

Jed ... FINE. . BECKY, GOT ANOTHER EXAMPLE?

Becky ... WELL, THERE'S APRID, Thc DECDORANT. HERE THE ADVERTISER
BUILDS KIS APPROACH AROUMD "UN-HUM!" ( THE NEGATIVE NO. IT
COMES OUT LIKE THIS: AKZID, THE UN-U ERARM DELIGHT--ANY-
THING ELSE--UN-HUH! k

Sinclair ... 12. THE MULTIPLE LEVEL POSITION

Skit No. 3
TYPE ... Stimulative
s TIME ... mins. __ secs.
Professor ...HI, JED, HI. _ _ oL -
Al ... HI, PROFESSOR! '

Jed ... 1 DIDN'T KNOW WE'D BE FAVORED WITH ANOTHER VISIT SO SOON. WHAT
CAN WE DO FOR YOU? ‘

Professor... I MEED SIX BIC PENS AND SIX PAPER-MATE PENS.
Rick ...  WHY SO MANY? '

Professor... OH, I LOSE THEM. SOME PEOPLE CARRY THEM AWAY, AND SOMETIMES
' I GIVE THEM TO PEOPLE AS A GIFT. YOU KNOW, THE STORY BEHIND
THESE TWO BALL POINT PENS IS REALLY INTERESTING.

L 4

Rick ...  WHAT IS IT?

Professor... WELL, WITH BIC AND PAPER-MATE YOU HAVY EXAMPLES OF SOPHISTI-
. CATED POSITIONING, TRUE POSITIONING. EACH HAS MULTIPLE-LEVEL
PRODUCTS. NOW TELl ME, RICK,HOW MANY DIFFERENT PENS WOULD A =
'PERSON HAVE WHO IS WELL EQUIPPED FOR ALMOST. ANY DAILY WRITING
JOB? . ‘

hwack cee WELL, HE'D HAVE TO HAVE A PEN TO WRITE WITH ON ANY OCCASION,
S THE DA{LY J0B OF WRITING SCURES OF TELEPHONC NUMBERS ‘

187
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MEMORANDUMS, AND GROCERY LISTS. THE DAILY WRITING FUNCTION‘

tm

Professor... C.i.. | AGREE. NOW, BECK:, WHAT T¥PE rF PEN WOULD YOU Lixg?
Becky ... WELL, 1'D WANT A PEN THAT 't MORE DURABLE AND STYiioH, SOME-
THING WITH SOME CHROME D JEWELRY ON IT. }
(/////;:;fessor.. DKAY.
X Jed ... E“L ['0 MEED A FELT-TIP #7% THAT GIVES GUICK-DRYING QuALITIES AND

L i
A PEN THAT I CAN MARK ON CANS AHD BOXES!

Professor... ALL TRUE. BIC AND PAPER-MATE BOTH OFFER THOSE BASIC WRITING
iNSTRUMENTS. B1C PROBABLY REPRESENT3 THE BEST EXAMP" OF
FINE-TUNING A POSITION.

Rick ... = HOW LARGE DC YOU SUPPOSE IS BIC'S AUVERTISING RUDGET?
Jed ... I DON'T KNOW THE EXACT FIGURE, BUT T DO KiOW IT WOULD BE iN

THE MILLIONS.

Professor... TO BE EXACT, 7 MILLION DGLLARS ANNUALLY! WITH AN ACDED 3.
- MILLION RECENTLY GOING INTC A CONCENTRATED DEVICE FOR ITS
FIRST POROUS-TIP PEN CALLED THE BIC BANANA.

Becky ...  THE BANANA! WHAT A NAME!
Professor:.. BECKY, GUESS HOW MANY BIC PENS ARE SOLD DAILY?
Bocky ... OH, 200 THOUSAND.
" Professor... NO, TWO MILLION.
Becky ... REALLY ... WOW, THAT'S A LOT OF BAKGNAS!
Professor... THE BIC "BANANA" IS POSTTIONED BETWEEN TS 19¢ MODEL AND TS
. 39¢ MODEL. THE "BANANA" 1S A FINE-LINE 29¢ MARKER.  NOW,
___ BECKY, YOU LAUGHED A MINUTE AGO ABOUT THE NAME "BANANA'-
BUT THERE'S A GOOD °TASON FOR THAT RANE.
C Becky ...  OH? WHAT IS I

Professor... BIC SAYS IT CHOSE THE NAME SO IT CAN ATTRACT ATTENTION AND
BUILD A MERCHANDiISING PROGRAM. BIC'S MAJOR SALES DRIVES 0CCUR -

s NORMALLY FROM EARLY AUGUST UNTIL MID-OCTOBER.
L7 Rick ... NOW THAT'S SMART. THAT'S THE SAME TIME KIDS ARE GOING BACK'
S TO SCHOOL . , , :
Jed ... "AND AN ADJUSTMENT TO ~OUTINE OFFICE HORK BURING THE FALL AND

WINTER MONTHS.

hl
*9

Professor... WELL, GOTTA RUN TO ANQOTHER MEETING.'
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Jed ... BECXRY, wiAT Tyep IMASEL (OMES 70 YOUR MIND WHEKN YOU & iR T

WORD MARLRORO?  YOU wXOW, uidT D0 yOU THING OF WHEN YUl BEAR
THIS WORD?

53

~-.n-,- R et vy ey

UM, in1 'S r‘!\ £A5Y '\,a . 1 TR 4 fﬂl‘ A ?{L&{};(’ MRS a_wj.;’;? I

_t" EG Ik FRONT OF A CaMPFIRL, O 4 GOOD LUU?\Lm.; MAK Gl A

SEAUTIFUL HORSE SOMePLACE QUT WEST WHERE THERE'S LGTS oF -
PINE TREES., THE CIGARETTE DDESH'T TASTE 4 517 BETTER 70 M
THAN ANY OTHER CIGARETTE,

T
8]
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e
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Jed ... NO, BUT THE IMPALT AND THE RESULTING IMAGE FRO% HARLBORD'S
AUVERTISING LASTS TORGER, DOQESK'T T2

Backy S s
Jed ... THAT S A VIEY 000 o THIE ok, BEONY
RICw, BERE'S A BRATH VL7072 FGA ;&, )
Rick ... OXAY, JED, Su uT. 1'® READY.
Jed ... WHAT DO YOU THINK OF Wil /OU HEAR TRE WORD--CHRYSLER?:

Rick ...  CHRYSLER, CHRYSLER .. LET'S SEE. CHRY _cR SEEMS TO COME ON
S PRETTY STRONG AS THE ONLY AUTOMOBILE ! WUFACTURER PROBING THE
MYSTERIES OF ELECTRONICS--READY TO DELIVER ALL SORTS OF BENE--
FITS--FROM THE DARK SIDE-QF THE MOON, FROM MAGNETISM, FROM
SOLAR POWER,  CHRYSLER MAY NOT BE 700 FAR WRONG STNCE 1
UNDERSTAND THE FULLY AUTOMATED CAR 15 ON THE DRAWING BOARDS
IN DETROIT. | - o .

Jed .. THAT'S A GOCD QESCRIPTIGN, RICK. CAN YOU GIVE ME AUUTHER

EXAMPLE? .
Rick ...  WELL, IT SEEMS TO ME THAT BRITISH AIRWAYS AND MR, MORLEY ARE

TRYING TO IDENTIFY“WITH A KINDLY, SOPHISTICATED IMAGE AMIOST "y
. AMERICAN DEBRIS CAUSED BY‘T;LHNOLOGY INFLATION, COMPUTE R :
LIVING, AND SOCIAL CONFLICT. WHAT VOUP RE SQYING JED,
THAT EVER% TOMPANY WANTS TO EATABLISH, iU SOME EXTFNT A FAVOR~
ABLt TMAGE SO THAT WHEN A CUSTOMER THILKS OF THAT DROLUCT HF : (
ALSD THINKS OF THE !HAGEJ\ ﬁL! ) THAT IT? - -

Jed ... - THAT'S A" VERY v009 SUMMRRY RICK, OF WHAT WE'VE BEEN TALKIN”
: - ABOUT. )

Sinclair... NOTIGE THAT ALHOST ALL OF THESE EXAMPLES DO NOT EHPHASIZE

_PRODUCT CHARACTERISTICS. "POSITIOMING IS USED IN A BROADER - .
SENSE TO MEAN' WHAT THE ADYERTISING GOES FOR .THE PRODUCT IN: .
THE PROSPECT'S MIND." 'THESE PRODUCTS ARE STAMPING AT'D HEAﬁEﬁG

" AS THEY MANEUVER INTO THE CONSUMING PUBLIC®S AFFECTIONS..

THEY STRIVE TO- PENETRATE THESE AFFECTIONS DEEPER. THEY WANT .
TO JOSTLE ANOTHER PRODUCT ASIDE FOR THE POLE -POST.  THEY TRY.- T3




Rick ...
Jed ..
Rick .
Jed
decky
Jed
Rick ...
Jed ...
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TIRMN MAY B S0 CIECUMSLRIBED Ay FEDERAL & ;aif.
Ti0Hs, LIS TRY ﬁtuuvu?saaz. ANG CODLS ™7 ALL SORTS THAT THEY
CAN'T VERY WELL ESTARLISH £XDUUSIVITY. S0, Tul CIGARET Mafy-
FACTURERS 3a¢ v;gzgg' HE SAMT THIRG: 10 MG, OF TAR,  CLAIMS
{ iy a#??*; S5 BETTER, LOWER, OR

PREAD THAT £5(PENR

it EOOISOngRY Bomit e
- A ‘:‘ . "
\5\% _ YR Stimgla txiﬂ
?zu% _ mzn, $8Ts.
JED, WA THRNING ABOUT WHAT MY PROFESSOR SAID YESTERDAY
WHAY DD ME SAY: -
L, HE WAS TALXING ABOQUY DISCOURTING (RS 1IN Tid STORD.
73 THIN WE COLD DO THAT? ) )

RICK, [WAT WOULD MEAR WE NOULD BE DN COMPETETION WITH Taii
RINK'S "BARGAIN BARN® ouR I ELMDALE. THEY'VE 607 A LOT
GOTNG 7 % THEMSELVES. . - .

LIKO BI6 WATINNAL BRARD PROBUET S
YES. BUY TRE GIFFERENCE BETWEEN. US AND RINKCS 5 BRLTTY Syl
PRICE. ‘ﬁasLJ INTING IS PROBABLY THE MOST RECENT SUCCESSFUL

IXAMPLE ¢ W MARGIN RETAILING.  THIS SYARTED YEARS RGO WiYW |
SHALL %TCRES SthlﬂLI7I?G [N £LTHER HARD GOODS SUCH AS & -
g

.

THE SIZE OF THE SiQRE HAS SOMqufﬂG IO B0 WiITH (1, 100, R??ﬁl;
OH, SURE’ THAT STORE IN ELMDALEL OFFERS QVER 10, GUU SQUARE

- ANCES, OR SOFY GO0DS, WHICH IS CLOTHIRG. TODAY THEY OFIEX

BGTH HARD AND SOFT 40005 LIKES.

'FE€T OF SELLING SPACE. THAT'S A_LARGF SYORE! MO CREDIT!

NG DELIVERIES! THEY BUY IN LARGE QUANTIVIES. THEY'VE GOT
LOW OVERHEAD ' .

OOES TUDBURY'S DEPARTHE%' ol {H ELMDALE HAYE A PROELEH
WIiTH DISCOUNTING, T0O?

SURE rOR TUDBURY'S £ WITH SOME OF R’NK i) PRiCES
IS Llew ww TRYING TO ARGUE wiin THE PROFESSOR .

lgg -
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Skit NO /7
TYPE ... .. Stimulative
TIME ... __ mins. ;ﬁ*

Jed ... Y'KNOW, OHIO I35 KNOWN AS JOHNNY APPLESEED COUNTRY. THE SINGLE
-7 WORD OHIO, IDENTIFIES APPLES BY GEOGRAPHY, AND ROMANTIC .LAST-
" -.CEN".RY QVERTQUES COME INTO PLAY. ANOTHER EXAMPLE LIES IN
THE SOAP IDENTIFIED AS .. IRISH SPRIMNG.
q
Becky ... OH, IRISH SPRING? BUT I'M NOT SUR[ WHETHER THIS IS A SEASON,
OR ‘A WHISKEY MADE FROM IRISH SPRING WATER. BUT NOTICE,
OVERTONES IN THE ETHNIC NAME OF IRJSH SPRING ARE FAR DIF-
FERENT FROM IVORY AND DOVE AND LUX AND CAMAY AND DIAL AND
SWEETHEART AND ZEST.

secs.

.
=

Wed ...  HERF'S ANOTHER EXAMPLE ... BEEFSTEAK.. -

Rick ... IN THIS CASE BREAD IS A CENTURIES OLD PRODUCT, BUT THE
’ ADVERTISER POSITIONS HIS RYE BREAD DIFFERENTLY THROUGH USE
Ok THE WORD BEEFSTtAK. THE OVERTONES OF/yIGH PROTEIN CON-
o - TENT SUCCULENT TASTE, AND "SIZZLE"™ GIVE'HIS SAME.OLD
FORMULA® NEW ZEST AND ZIP AND INQ

| N .
21. POSITIOMN. OF .A FOREIGN PRODUCT IN A-DOMESTIC MARKET ...
THERE ARE COUNTLESS EXAMPLES OF FOREIGN PRODUCTS AND SER-
VICES SUCCESSFULLY PQSITIONING_THEMSELVES IN THE U, S.
DOMESTIC MARKET :

THE NEW MAZDA THE FIRST WANKEL- PONERED AUTOMOBILE
AIR FRANLE

DEUTSCHES, GRAMOPHONE RECORDS

SWEDISH AUTOMOBILES .
SCOTCH, 100' PIPERS WHISKEY -
SIVGAPORE AIRLINES ‘

PROBABLW THE MOST BRILLIANT CAMPAIGN T0 CHANGE AMERICAN
_HABITS URING\TﬂE LAST 10 YEARS IS THAT SUPERVISED BY THE
.. JAPANES JAPAN HAD LATELY BEEN AN ENEMY, IT HAD FEW RAU
‘ . : MATERIAES 1T WAS COMMERCIALLY FLAT, AND IT WAS OBLIGED
Sinclair ... TO REBUILD AND RE-ORIENT ITS INDUSTRY. ‘THE TACTICS, THAT.
' BROLGHT THIS ABOUT WE'RE ALL FAMILTAR WITH:

*THE SNARMING OF THOUSANDS OF JAPANESE BUSINESSMEN 1NTO A
SELECTED AREA, WHERE THE UNITED STATES MIGHT SEND A MODEST .
DELLGATJON OF TEN ..

*PRODUCTS\ERODUCED BY LABOR WILLING TO NORK FOR LESS AND .
AT A HIGH ATF OF PRODUCTIVITY. ) g

*SPECIAL HELP FROM A SYMPATHETIC TOKYO. GOVERNMENT SPENDING
~ MILLIONS IN SURVEYS, RESEARCH, AND PROMOTION .. -

f9z
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+CARTELS THAT WIN BIG FOREIGH ORDERS
] *LOW INTEREST .LOANS TO EXPORTERS FROM A GOVERﬂMENT DOMINATED
\ BANKING SYSTEM

s

K *L OWEST CORPORATE TAXES IN THE WORLD .. . o .‘

*A CLOSED DOMESTIC ECONOMY TO MANY FOREIGN GOODS "AND MOST
FOREIGN CAPITAL INVESTMENT ..

‘THIS POSITIONING BY THE JAPANESE HAS COME FROM A>POINT WHERE
MOST JAPANESE PRUDUCTS WERE MENTALLY PQSITIONED AS: (1)
MADE BY CHEAP "SLAVE" LABOR, (2)  THEREFORE, THE PRODUCT IS _
CHEAP, AND (3) ABOVE ALL, IT IS MADE BY AN ENEMY. GRADUALLY
ALL THIS HAS BEEN CHANGED THROUGH PATIENT PROMOTION AND RE-
ORIENTING OF ATTITUDES TO THE POINT WHERE THERE MAY BE
CONSIDERABLE BENEFIT AS WELL AS PERIL, IN JAPAN'S MARKETING
TACTICS. ‘
22. THE MOST VISIBLE EVIDENCE OF POSITIUNING-~IN THE FAST
FOOD FIELD'.. I DO BELIEVE POSITIONING IS BEST SEEN IN OHIO
IN THE FAST-FOOD AREA; OUTLETS FOR WHICH ARE IN ALMOST
EVERY NEIGHBORHOOD. SINCE 20 TO 25 PERCENT.OF THE UNITED
STATES POPULATION MOVES EACH YEAR, THESE OUTLETS, USUALLY
FRANCHISED, ARE GATHERING INCREASED VOLUME. WHEN A FAMILY
MOVES TO A NEW CITY, THEY JUST LOOK UP THE NEAREST MC'DONALD'S =
- OR BURGER KING AND EAT, THEY'RE ALREADD SOLD.: AS A RESULT,
THE NEED FOR AN QUTLET TO OWN.A NATIONALULY-KNOWN, OR EVEN
INTERNATIONALLY KNOWN NAME, BECOMES 0BVIOUS. '

3 ]
THE EIELD DIVIDES ITSELF INTO;HALVES: STEAKS AND HAMBURGERS. .

AT PRESENT THERE ARE ESTIMATED TO BE ABQUT 1,100 CHAIN STEAK

{_ HOUSES IN THE NATION. THEY DIVIDE THEMSELVES IN FURN INTO

| FOUR CATEGORIES. S -
*THE FINE STEAK RESTAURANT' .. OF DOLLARS SPENT FOR DINING
OUT, 6% GO TO FINE STEAK RESTAURANTS, WHOSE SHARE IS
PRESENTLY DECLINING. FINE RESTAURANTS AVERAGE FOOD CHECK:
$6-8; PERCENT OF INDUSTRY: 6% .
*SECOND, SPECIALTY STEAK HOUSES .. AVERAGE FOCD CHECK: $4-6;

a PERCENT OF INDUSTRY 5% .

*THIRD, FAMILY STEAK HOUSES .. AVERAGE FOOD CHECK: $2-5;
PERCENT 0F INDUSTRY 414 : T '

_*FOURTH, ECONOMY SELF SERVICE STEAK HOUSES . AVERAGE FOOO
CHECK ST 23 PERCENT OF INDUSTRY 48%« : ’

o,

. han Wacts, f1gures, and stat1st1cs in this fast-food sect1on were taken
" 'from John’c. MaxweT] Jr.'s article "in. Advert1s1ng Age- Aug. 4, 1972, p. 4

1.)13
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. 1 THINK IT's IWTERESTING TO NOTE THAT ACCORDING T0 INDUSTRY
SOURCES , PROBABLY NOT MORE THAN 2,000 ECONOMY, SELF-SERVICE *
_UNITS ARE SUPPORTABLE IN THE U.S. AT THE PRESENT RATE OF °
CONSTRUCTION MORE THAN 2,500 WILL BE BUILT--SO A SHAKE-OUT OR
: A RE-POSITIONING IS COMING. - ARBY'S IS ONE OF THE CHAINS AT
L .. PRESENT HAVING DIFFICULTY IN THE TOLEDO AREA.

NOW FOR THE HAMBURGER HALF: = . ¢

3 THIS DIVISION SHOWS A CLASSIEICA ION "FINE REﬁTAURANT " THIS
IS NOT THE SAME AS "FINE STEAK RESTAURANT" PREVIOUSLY SHOWN.
IT MAY OR ‘MAY NOT SEF'VE HAMBURGERS - ’

s

'AVERAGE FOOD CHECK: 37 5(; PERCENT OF INDUSTRY, 11%

*SECOND, CARRY-QUTS ... NINETEEN PERCENT (19%) OF THIS TOTAL
GOES TO THE CARRY-OUT PORTION SUCH AS KENTUCKY FRIED CHICKEN,
CHURCH'S FRIED CHICKEN, MINNIE PEARL, AND-CHICKEN DELIGHT.
KENTUCKY FRIED_IS BEL[EVED “TO ENJOY ABOUT 65% OF THE CHICKEN
FRANCHISE BUSINESS, WLTH CHURCH'S GARNERING ABOUT 5%. AVER-
AGE FOOD CHECK: oI 75-%2, 00; PERCENT OF INDUSTRY, 19%. SRS

*THIRD FAMILY RESTAURANTS .. MCDONALD'S IS APPROACHING~A
POINT WHERE IT OWNS AND OPERATES ABOUT 50% OF THE TOTAL UNITS
IN THIS AgEA PONDEROSA AND BONANZA ARE ALSO IN THIS AREA.
AVERAGE FQOD CHECK: $2,00; PERCENT OF INDUSTRY 47%

*FOURTH DRIVE-INS ... TWENTY-THREE PERCENT (23%)§0F THIS TOTAL"
GOES TO DRIVE-INS, SUCH AS MCDONALD'S, BURGER KING OF PILLS-

. BURY, BURGEg CHEF OF GENERAL FOODS, AND BORDEN BURGER.

.AVERAGE FOOD CHECK: $I 00; PERCENT OF - INDUSTRY 24£ T

fLET ME DIRECT YOUR AITENTION TO THE FAST- -FO0D HAMBURGEP FIELD
FOR A MOMENT, IN WHICH MCDONALD'S IS SUPREME:

AN - : DOLLAR SALES(1971)" NUMBER UNITS
MCDONALD'S = - ' T7§784,000,000 1,900
BURGER KING (PILLSBURY) 285,000,000 . - 825
BURGER CHEF (GENERAL FOODS) 175,000,000 800
JACK-IN-THE-BOX ~ = °° 162,000,000 - 725 .

(RALSTON PURINA)

23, POSITION IN THE ENTERTAINMENT FIELD ONE OF ‘THE NEW'SOCIAL
FUNCTIONS SPONSORED BY NQS MQST INNOVATING SHOPPING CENTERS IS THE
SPONSORSHIP OF AN ICE FOLLIES.SHOW. °0UTHWYCK NEW TOLEDO ¥
CENTER, HASN'T TAKEN THE FOLLIES FROM THE CITY'S SPORTS ARENA,
- A MUCH LARGER AUDITGRIUM, BUT IT IS SPONSORING' AN "EXCITING
FREE, ICE SHOW ON A REAL ICE STAGE UNDER THE DOME IN SOUTH-.
WYCKS ™ THIS REPRESENTS A-RE-POSITIONING OF THE SHOPPING CENTBR -
FUNCTION AS WELL AS ‘A REPOSITIONING OF THE ICE FOLLL’S TRA-
DITIONALLY HELD IN LARGE UFBAN AUDITORIUHS

104
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AND, OF COURSE, WOMEN'S LIB IS A -DECIDED. ATTEMPT BY NOMEN
TO REPOSITION WOMEN .

24, "THE NEWEST POSITION%
* 25, THE LACK-OF~TASTE POSITION
26. THE UNREALTSTIC POSITION

. AND SO, THE BATTLE FOR MEN'S AND WOMEN'S AFFECTIONS IS ON
AMONG VARIOUS. BRANDS, ALL COMPETITORS. THEY.'RE FIGHTING FQR
FINANCIAL HEALTH AND ECONOMIC SURVIVAL.  THEN THERE'S-COMPE-
TITION BETWEEN PRODUCTS. FOR EXAMPLE, THE -NATION WQULD -~
PROBABLY BE HEALTHIER IF THE BUYING PUBLTIC WOULD POSITION
BICYCLES MORE FAVORABLY' THAN IT DOES AUTOMOBILES.. OR,- AT
LEAST, SPEND MORE TIME ON BICYCLES. SIMILARLY; THE NATION

. ‘WOULD BE LESS NERVOUS IF IT DRANK FEWER CUPS OF COFFEE,
AND WENT TO DECAFFEINATED, COFFEE

LI POSITIONT G IS TiE LATES1 IN A PROGRESSING MARKETING EVOLU-—
. TION. '

. BN . AN - . . ,
o . . R . o R . . - ‘ e
. . . ) . . . : '
\ . L . I (o ) - )
= «? . o . “ . e : E)‘J : . . . .
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COMMUNITY & TECHNICAL COLLEGE GUIDE TO IMPORTANCE QF THIS SHEET
The University of Toledo - : o :
' ', . .| (*%*) *xx pecommended you study
. . =k this sheet
' ( ) ** For-guidance only
{ ) . * Note concept or h1gh

pO1nt 0n1y

OUTLINE FOR "ENVIRONMENTAL MARKETING " Part [xx* -

Telev1s1on Notes

For Marketing 706-137

e

’

NOTE CAREFULLY: (1) You will be.held responsible for material pre- -
sented in this television lecture and for wr1t.ng down lecture material
into the space provided.: Thss ]ecture will be followed by a test
/4
-~ - {2) For a better understand1ng of th1s mater1a1 you
must read this outline prior to seeing ‘the lecture 1tse1f Study -
these notes before you view the 1ecture S

A>‘ﬁ-'(3) Th1s is a permanent sheet. It will be tuyned in
for the lnstructor S rev1ew at end of the quarter -

‘PUWPOSE OF THIS is to acqua1nt you with the nature.of supermarket
PRESENTATION .. strategy and tactics as revealed by devices and .

“techniques brought-to bear.on customers., There is a well- -designed

atmosphere or environment of which you should be aware, ‘-both as - |
store managers (marketers and consumers., .Once in the business b
world, you can do a better job of buying as consumers and a better

job of merchandlslng as store managers - by understandlng env1ronmenta1
marketing.’ /-

SUMMARY OF THIS the summary is: be aware! ‘Environment works against |
* TV LECTURE 1IS: consumers and for. the supermarket, It also works =~ .
favorably for consumers once’ they re alerted to the nature of enV1ron—; -

mental market1nq ) ‘ -

THE NATURE OF Once ihis television lecture has started, you wiil

THIS LECTURE .. view periodically actors wic illus trate‘major points.

- These actors dramatize these major points in a-small-town grocery _
store. The 3 main actors portray, first, JED; the m1dd1e-aged grocery -
store ‘manager, RICK a young college student serving as Jed's

assistant, and BECKY, Jed's cashier and chief clerk. \ ‘

D0 NOT. DISCUSS ‘POSSIBLE ANSWERS WITH OTHER STUDENTS. .

[ ‘e
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(OBJECTIVES OF THIS TELEVISION LECTURE

PN

WHEN YOU' HAVE VIEWED, THE CONTENTS OF THIS LECTURE, YOU SHOULD BE
ABLE T0:~ . . . -

]

1. Ident1fy that in the face-of f1erce marketplace competition, market-
ers -integrate compenents of their marketing éfforts for maximum )
impact, the end result of suych systemat1zed 1ntegrat1on be1ng sales,

2. ldenti ify environméntal market1ng as a. part of the marketing "mix"

.that deals with modifications of ‘the environment, or physical sur-
_roundings, at the po1nt where the purchase 1s hade.

3. List facts that show the 11fe and- death of products in their f1erce i
- compet1t1ve struggle on store she]ves : .

4. Recite how env1ronmenta1 market1ng contr1butes to the basic prob]en - =
_ - which product will be Eurchased? Offer product 111ustrat1ons to” ‘
_ Drove you know what you re ta1k1ng about

-

Y, 5. Rec1te both’ demand and price e1ast1c1ty.
7 6.-Recite the 3 categur1e€ of producf movement influenced by env1ronment.

'7._Wr1te each of the factors involved in managThg'env1ronment.

 NOTES FOR YOU TO TAKE DURING THE TELEVISION LECTURE ...

1

T. From initial planping on, companies integrate all the elements of their .
' marketing mix--research, -packaging, advertising, sales, promot1on,
e etc., recognizing that a decision concerning one affects all the
~ others. The end result of the integrated, -omplete system is tocre~
ate sales. Therefore, What is an 1ncreas1rgly :mpo:tant cons1dera—
tien for marketers? It—s a place where

£

3 The point where the customer can turn a _thought into a purchase is
called the POINT-OF-PURCHASE, or the POINT-OF-SALE. Creating the
" environment which credtes sales is called what’ e e e ae e s N

- ENVIRONMENTAL MARKETING_ is that part of the marketing “m1x" (a mix-
ture that combines research, packaging, advert1s1ng, sales, promotion,
etc.) that deals ‘with m0d1f1c$t1on of the gnvironment,

.

e s 20~ o

»




169

4. How many products S1t on the average Amer;can supermarket% Sh81ves7
to

How many products sit on supﬂr-supermarket shelves, all comp°t1ng for -
attention? , _ S

to )

5. How many items are added to supermarket shelves each year--over and
above the number of items discontinued?

4

Some to

6. How many new items are introducéd'each year? Abgut - '

7. Further, what percentage (%) of new items introduced each year to
L not prove successful? ' .

. About %

£ -

'THE PROBLEM resclves itself to which prodqcb§/;5]1'be bought? Buy-
ers in the United States are overwhelmed with choices. One-half

ot what is on the grocery store sheiF today was not there, at least
in that form, in 1960. } ,
AS DEFIN[D\BY FCONOMISTS demand eTastic;;y applies to the degree
A a product or service sells as ts sales may be influenced by .
Conversely, price elasticity is defined as that degree of price .
change, upror down, that affects the sale ¢f a produce cr service.
Examples: changes in the price o7 perfume and grand pianos don't
atfect the movement sf‘perfumu and pTanos very much. Hence, .prices
of these products aren’'t manipulated much. However, changes in the

price ¢ 7 tomatoes, peaches, meat, canned goods, etc, do affect the
movem nt of these products off shelves and out of the spore..

.

8. In this case, environmental e]ast1c1ty is def1ned as the dcgree of
changes in unit sales ao '

' .
%

&

s
® & 4 o s & & 8 e ¥ * * 2 4 &g e =8 8 e ¢ T e 3 = 8 e e & s = s .

]

9.iWhat are 3 categories of product movement»inf]uenced gy enVironmegt?
R  CATEGORY wﬁgﬁmgggg
| ) . e e e e
O T T e e e e e e e e e e e e

III ° .’:A- LT N R . e . "« v e o & 4 L R « e =

, . S _ . . &GU L
r - c . - ad . v P -
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10. What are thg 5 factors that influence sales?

FACTORS EXAMPLES
One: .+ o o+ v v ; e e e v e e e e . e e e e :‘... .
THO: v v v e e e e e e e e e e O
S R |
FOQ}: e h et e e e e e e R T T
Five: o . - S et e e e e e e e s e e T e e e e e

There is a positive relationship between environmental factors and unit

sales. -In sum, environment pushes sales, although the degree of in-.
fluence is rargeiy undetermined,

' 11. Approximately how mucn can environmental factors charge unit sales?

-~

¢/

bout Pt e e e e e D

- - \

12, If a product doesn't sell . . . . . .. . .. .',‘u‘. e e e

-

ADDED THOUGHTS ... there are several generalities most retaiters accept.
These genEra1ities guide them in manipulating environmental factors,
thus: ‘ ’ ' : ‘
, A o8 :

THE FIRST GENERALITY T3 ... the rafe of sales is generally higher for.
smaller packages, cens, bottles, cartons, jugs, etc. Therefore, en-
vironmental factors tend to be more pasitive when applied to smaller
packages. -\ : ' . . :

A THE SECOND GENERALITY IS ... lower priced products are more responsive ’

to environmental factors than higher priced prdducts. This.factor is
consistent with the consumer risk-taking theory. This theory states
that consumers are more 1ikely to respond to environmental factors
surrounding low-priced items because of the relatively low risk in- -
volved. .Therefore, environmental factors are more positive when
applied to lower priced products. | -

-

‘Iﬁg;lﬂlgg_ﬁﬁﬂﬁBﬁijIX;l§-;.Q private Lirand products respondeto envirop-

mental factors move quickly than do national brands.” This is due to .-

"gfbater acceptance of national brand$, they're better known, people
‘accept them more readily, high price or low price, it doesn't patter.

They require less.pushi:less convincing. Consumers tend to embrace
national brands, their names have been known longer, -they've been
: . . '\\ ‘ X : ’ .

'
\

| R02

+
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successfut with them, mothers and fathers have accepted them previously.
There is a built-in affecticn for nationaj brands. Consumers, there-
fore, tend to disregard environmental factors surrounding them. Con-

versely, environmental factors tend to excite curiosit ty and apprecia-

tion when surrounding national brands. to a greater extent than when'
surround1ng rational brands. Private ‘brands, then, tend to be more
elastic than national brands when environmental- factors-are applied.

ot

THE FOURTH GENERALITY IS ... that share of the market a product

enjoys does affect purchases: ™ It's easier for Del Monte, a large,

‘well-kncwn national brand of fruits and vegetables, to increase saiesy

and ts share of the market through environmental factors than it is
for a private brand to do this. General Motors can increases its
share of the market (55!) more readily than can American Motors

- with its minimal (4-6%) of ‘the market. Acceptance is greater, ton-

sumers aré-more willing to respond. There's less risk, less skepti-
cism. i

S

" THE FIFTH.GENERALITY IS ... the rate of sale is influenced by en-

vironmental factors. Razor blade sales respond to such- factors more

_positively than do grand pianos. Millions of men are obliged to

use a blade each morning. But grand pianos are purchased oniy by
hundreds of families once in a lifetime perhaps--annua11y

PUT YOUR OWN NOTES . o e
IN THIS AREA , ‘
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CQMMUNITY & TECHNICAL COLLEGE 1
The University of To]eun B '***) *kk: Reconmended you study
| Lo | N h ‘this sheet ..,.
TR - . : (.7 ) *=* For guidance on]y wew | H
A N . : - (. ) * Note concept or h1gh R
S - ' ' point only ... C

OUTLINE FOR “ENVIRONMENTAL MARKET ING " part 11**¥‘"‘5‘ ) ——
Te]évision Notes -

For Marketing 706-137

b . - . e : N
o . . - cog

" 7w 7 NOYE CAREFULLY: (1) You will be he for ﬁateria1-presented
" in this televisiyn tecture and © <cture "material’ 1nto
“the space prov1d9d ‘Lﬁlﬁ Tec‘ d b\ a_test »
n \2‘ For a better wiue s lahaing of the materwaqr1n this

' '3&cture you must read this OUtl'Pe before seeing the: te]ev151on e 7
ture 1tse1f gtudx these notes before you view the lecture.._ﬁ T

i . . . / R
7, o

. : (3) This is a permanent sheet, Tt w111 be turned 1n =
N for the. Instructor s review af.rhe end of. the quarter. This ws a

,>Egrmanent sheet do not iese 1t‘",

- PURPOSE OP TH}S PRESENTATION wes 15 to: acqualnt you with . the nature of
,supermarket strategy and ‘tactics as revealed ‘by devices and; uechn1ques
brought to bear on customers. There issa wel]-des1gned atmosphare,-‘j
‘or’ envirenment, .which you should be aware of, both ac store manager i
and customer Once in the business. world, you can do a better job of )
buying-as consumers and a better job-of merchand1s1nq as store managers,
by, understardzno envxronmpnta1 market1ng .

(,..

SUMMARY 0F THIS t|° summary st “be aware.- envaronmen; works aga1nst
TV LECTURE IS iee consuaers and For the-store, "It a?sp viorks. favor-*
... ably for consumers once they re alerted to the natu.u of env1ronmenta]
A ‘”:marketﬁng, N,

. THE NATURE OF'  once this te1ev1510n lecture has started yourwill' |
THIS-LECTURE ... periodically view aotors who . 111ustrate major points,”
These actors dramatize these major points .in a sma 311~town grocery - _
store. The 3 -main actors portray, f1rst JED a middle-aged grocery n.g :
store manager, second, ‘RICK,a- young college student serving as Jed! 5.
assxatant and third, BcCKY Jed's cashxer and ch1ef c]erk S

DG NOT DI CUSS POSSIBLE ANSNERS NITH ClASSMATES vee

, f”' OBJECTIVES OF TPLS TELEVISION LELTURE oo

o ;l7uk;wnsﬂ YOU HAVE VIEWED TNE COPTENTS OF THIS LECTUR[ YOU SHOULD BE ABLE To
R L L O Y |




A F 2 U
Id nt1fy a store S. 1nducemedts to buy, and/as a marketer use that .
store' S env1ronment to your own advintage. SR

v
«—-;.'_.ﬂ_ .

rl

e 2.‘Def7ne the -term po1nt—of—purchase adver: 1s1_g, and recoqn1ze that .
\ B 1" povnt—of-purchaso advertising-is one of numgrous weaporis in the
g : retailer's locker with which to generate Sales, .

A

f\BTvConstruct your own, your family's, and the average shopper's purchases.
Deterpine whether they're normally planned or unplanned. Ev1Fence ’
- shaws that a h1gh percentage are unplanned. Strateg1ca1]y, S
g1ves ‘the reta1]nr a cq%nce to 1nf]uence your decisions 1n -store.
The reta11er sets up an in- store env1ronment where products and ser-
“t " yices offered “talk to" and-"talk with" the customer.  Realize that
' much of this. "ta1k1ng to" the customer is identified as environmental

o

marketing, and is in sharp conurast 1o ma-kod ~fforts in other
countries. ~'In contrast to '"e u-~ .+ we. -+ in Russiaf the-
United States marketing efforts ... - .. .u - sowvductive, /The Russian

. system precludes.such-a- cap1ta1lst1c offense as_trying. togqnfluence_‘,sser_
7 a customer's choice, " .
/ < .

P

/// -5, Identify“the 4‘functions of'point-o?-purchase advertising.

LI 4 \ ! - ‘,.
‘//Z‘ ~ 6. Identify and be able to 1]1ustrate each of the 9° standard pract1ces I
o s stores. engage ‘in to make their“environment more p1eas1ng to custo- LA

;- .- mers, and more prof1tab]e to themselves. '
' . . . ) ,

GTES FOR YOU_T0 TAKE DuRLNé THE TELEVISION LECTUhE IR

“ 1. The growth of mavket1ng in the Un1ted States is we]] 11]ustrated by

/ th1s ‘1gur8, _ \
. ,i Poxnt-of purchase advert1s1ng dur1ng the decade 1962~ 72 grew'?ronr/ . Ej
:  to - 2 S R

EXAMPLES: JOt down 3 examp]es of corporat1on po1nt of*purchase o ,ff )
. budgets:, (A) - B) ___~(C) L ‘ o

2:‘Resu]ts show that stores us1ng the. who]e po1nt -of- purchase program
. increases sales dramat1ca11y compared to stores that use-only parts
of a* promot1on program, or no po1nt of-purchase advert1s1ng at all.

P . s
| EXAMPLE / | A o .
. / ’ “SALESnGAIN:'_G times ‘
TOTAL USJ' " OVER-THE-WIRE ONLY o
R 4 a . %
. S o0 B )
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3. A h1gh percencage of customer purchases are unp]anned Where is the f@if
decision made td buy? = .. Buying dec1s1ons are made in
response to whatf C .

4. WHERE DECISIONS ARE MADE: o : IR

‘.a . . .- ‘/
. (a. Percent of purchases spec1f1ca11y planned - -, %
‘b. Percent of puvchases generally planned a %
c. Percent of purchases accepting.a substitute i %
.d. Percent of purchases made by in-store decision ‘ %

. é.ewhat does the study by Ra]ph Head & Assoc1ates sbow7 It shows that

\ "% of unp]anned purchases was .the result af ‘in-store 1nf1uences
| .
6;-What§percentage (60%) of customers 1nterv1ewed 1mmednate1y after

~ shopping say that point-of-purchase advertising assists then in

I ‘7."what are the 4 fun- nt-ofrpurchase advertising? Identify
each below: ¢ ' » N e
“A . , c ’ L T

B_——__Tf_f‘_"‘ : D T ‘ foon

i
i ———— e e —_—_— -

Lo 5 - i . . : A

v a. A po1nt-of purchase d1sp1ay can fu1f111 1 2,u§3 or a11\5_fuh§tions,:;:f
: -depending on the obJect]ve of the program. e T

L e A

< /‘~—~/:

. 8. The Ffirst funct1on‘of po1nt-of purchase advert1s3ng/1s j o ff\.\‘ :

T w‘h

'(NOw write your own descr1pt1on of th1s function in the space below)

¢ U
% : = .

B

-9, The second function of-po1n+-of-purchase advert1s11g iS' R L \ .

v

(NOA wr1te youv own descr1pt1on of this function in the Spacevbelow) ‘L_'

]O.'The third - funct1on of po1nt-of~purchase advert1s1ng iss

 (NOW, write your own descr1pt1on of th1s functton in the space be]ow)
. . S S TS . . . st ! ‘-

¢ P & . B
. . \‘;2',

11.AThelfourth.function'of poiht?of-purchase advert{sing isr R S

(NOW, write* your own description~of'thiSffunctioh in the .space below)-

I8

124 Store managers engage in p01nt -of> purchase advert1s1ng to make the1r
. store's environment more p1eastng for cuonmers and more prof1tab1e
o for themselves, what are major in- store env1ronmenta1 strateg1es? E
T Ident1fy each be]ow : : -

ERIC . -~ i o R S T
e . 206 ~ PR S
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CFIRST:- the . |

| e —— o RS . . o

CTHIRD: the

———— .
. . . . . ) ) -

FOURTH: the L o AP

FIFTH: " the .
/- _§E§Iﬂi the - ' L .
' EIeHTH; thie

o NINTH: the

v

HVNON,'fdr the,remainder of the 1ecture, sit back and enjoy it ...

- b s - Lo

- v N
. . B
' ‘ . . 0 . .
}.- ! PR : . + T R . . L S
. : \ o o - . .

‘ ' ) 7 ' - T . ’ \'\ TS "
*******.*******ﬁ_************v**********.'\k:‘
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" The University of Toledo *%*) *kx Recommended you study
' this sheet ..,

J ). * Note concept or h1gh

po1nt only ...

OUTLINE FOR "POSITIONING " Part’l
: Market1ng 706- 137

NOTE CAREFULLY! (1) You W111 be held responsible’ for mater1al pre*' |
sented in ,this teievision lecture.and for writing down lecture mater1a|‘ ¢
1nt0\;hexﬁrov1ded space, Th1s his lecture will be foIlowed by a test. ’

-

(2) For a better understand1ng of the mater1a1 in this Iecture you,

m ust read this outline prior to seeing the te]ev1s1on lecture 1t>e]f R
‘ Study these 2 _notes befdre jou view the the lecture. o ) Ca

-

7(3) Thls is a. permanent shee® It wi]]‘be turned in for. the .

Instructor's review at the ui this quarter. Th'. {. s prrmanent
' jsheet, do not lose 1t o ) ‘_< . N ',; | |
f‘ﬂPURPOSE OF THIS - is toIPPesent a- Iate market1n9 phenomenon, fhat of . '}“) i

PRESENTATION ... pos1§10n1ng., Pos1t1en1ng refers: to. the preference 5
- for a product by-a consumer,-~ A product’s pos1t1on may be -pne of- com-~ T

“ences. " Chevrolet doesn't talk abdut its motor-car, it talks about

plete preference with no' rivals for purchase. A product, may f1nd

itself rejected completgly by the consumer as "worthless,*® or. "good but

difficult to open and operate," or, "I'd byy it if L could buy it at a
Tower price." In sum, positioning refers to the actual posit1on a.pro-

..duct occupies. in the affections of the consuming- public-or the- 1nd1-ﬂm“"“—"—“*“—4f

vidual consumer,’say, you. You, as a.student, position.a Cadillac dif- ~ ..
ferently than you do’a Toyota. One you look.upon with- ‘great-favor. " e

" because of its elegance, The other: *you may look upon.as’a cheap 1m1ta?

tion, suitable for young coup]es only, for old maid sch001 teachers

- and for hou'séives to tote their children in from'music lessons to
+ dentist. Positioning has resulted from there not being anyth1ng e]se
a product can offer-to c1a1m sup9r1or1ty or uniqueness. : :

e

SUMMARY OF THIS " This Jecture acquaints you with- the fac¢ that market— ; _1n.“§§

- TV _LECTURE IS .- ing has passed beyond the product-claim stage, and

into the stage where a product through advertls1ng cu1t1vates prefer-

“baseball;, hot dogs, and'dpple pie!" MacDonald‘s fast~food restaurantsl--"
talk about clowns, "you deserve-a break,"” and fast- serv1ce--anvth1ng .
but the qua11ty of their buns, meat, and cond1ments.g . .

/ 08
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THE NATURE: oF D0 Gacé this television- Iecture has™ started you- W1II -
THIS TV LECTURE IS- periodically view actdrs who 1IIustrate major pomts° '

. Theseiactors - dramat1ze these major po1nts in a small ~town_ grocery store.:

The 3 main- artors portray, first; JED, & middle-aged grocery store _
- manager, -second, RICK, a young college student serving as Jed's ass1s—
tant, and th1rd BECKY, Jed's cash1er and ch1ef clerk . \-
> —_ \

. DO NOT DISCUSS POSSIBLE ANSWERS WITH CLASSMATFS \.. ‘

o ) . B c i

OBJECT VES OF. THIS TELEVISION LECTURE

NHEN YOU HAVE VIEWED THE CONTENTS OF THIS LECTURE, YOU SHOULD BE ABLE TO:
T..Discuss the rise of positioning during the post-World War II period,
1948 til} today, show years and the maJor pﬁenomenon that occurred
. in each ' :
: 2. Identify andS1ITustrate the 2 maaor schooIs Gf creat1v1ty in the U.S.. -
,__*_fm_w73f—111ustrateﬁtwe 2 pos1t1ons—represented by the~terms Magainst" and .
: "ugly." ' SR T
”_ﬁ_"w———~4T—WFlte—Al—RJeS——Sta%em&&&_:EQﬁiiﬂﬁﬁiﬂngesulEs:ifﬁm .--»»»m"w'~~~~¥4~~=“j‘ 2
5./ Write Al Ries’ definition of positioning. . - ' U
‘6.HIIIustrate how pos1t10n1ng and advertising reldte to- each other
. 7. Discuss-the decline pf Toledo}s B. R..Baker Company oL
~ 8. Write how Prestothe spark plugs m1ght beg1n “to- compete for- Sales e

'-LNOTES‘FOR wou TO'TAKE DURING THE TELEVISION_LECTURE _
; , , e O
. o : - /. '
1. And so, today,’ marketers are concerned with a new and\nontrovers1a1
. concept w1th1n their realm. What is it? = - oo . .
__c__g..AQI_Htstor1caJTy, rket1ng has - seen- qu1te~amfeW—aTIeged—solut4onsrto~f~ﬁ~~rm¢m<
N the sales probTem . . R N -
FIRST, "1950-1955 -:_; : S |
GECDND 1955-1960 , o I A
"ALSOQ, -in the late f1ft1es (1958-60) Chevrolet discovered . L
THIRD, 1960-65 - L ' N _ _ A,
- LQWRTH, 1965~ /O . - Co o : ¢ .
_FIFTH, 1971 unt1T today cee

-3, The' 2- schools of creat1v1tj in the Un1ted States are: FIRST, the
ST U (WRITE A: BRIEF DESCRIPTION OF THE "U.S. P BELON) S e ?,_f

/

s - SECOND, the Bill Bernbach school. (WRITE A BRIEF DESCRIPTION OF THE
- BERNBACH FAN SCHOOL OF CREATIVITY BELOW).




f*f%\ei"‘sftf-~ R »g‘*- S

4» The Finns seem to be rac1ng +o dup11cate the Br1t1sh success w1th
- gin during the Gb's._ But-they have a problem , which s -

5. What is the chief significance of ULTRA-BRITE advertiSjng?P_;' |

6. No. 1 Po§ftion, THE "AGAINST" POSITION (WRITE A DESCRIPTION OF THIS  °
- POSITION BELOW) - . :

. ‘ * ) - . 7 o /‘ .v .
> 7. No. Z Position, "THE "JGLY" POSITION. (WRITE A ZESCRIPTION OF THIS CA
ﬁOSITION BELOW) S . ' '

A . o T S
_\8. What are ‘4 -reasons for the rise of positioning?

-THE FIRST/REASON for the ri se of pos1t1on1ng .o

THE SECONO,REASON for the rise of p051t1bn1ng

_THE THIRn RFATM £, “he risc of pos¢t1on1ng.

,THE FOURTH REASON for ‘the.rise of pos1tion1ng

\ o T
AL RIES says that-pos1t1on1pg requtS'from,whatR‘\\ e coe
9 POSITIONING resuIts from the costIy battIe to ga1n preference 1n Lon»
sumers m1nds. ».i . . _
. ALL/ POSITIONINE CAMPAIGNS have a number of th1ngs 1n common (CONTINUE
TAKING NOTES IN SPACE BELOH)

1 They don t emphas1ze product features o
. ..

2/ They. don t emphas1ze customer benef1ts.
o A . ,

o
’ *
. -

' Ip. what is AL RIES' def1n1t1on of pos1tmon1ng? T o L

,II.‘POSITIONING & ADVERTISING‘ "Pos1t1on1ng, if 1nterpreted as: a. cont1nu-7"“
' ing -search fer exclusivfty, goes to“the heartof aII advert1s1ngc" what

. is the heart of all advert1s1ng7 . o _ -

- T : \

;_12.'THE B, R. BAKER COMPAN examg]e (TAKE NOTES IN SPACE BELOW)

#




/; 13. THE AC CﬁAMPION AUTO- LITE SPARK PLUG examp]e (TAKE NOTES IN SPACEQ

- The DEFINITION OF POSITIONING: "Positioning is what

{uw‘ , Joﬁ'

e

- BELOW) L

A

14, What are four reasons #Br the rise of pos1t1on1ng7
FIRST | ‘
SECOND

- THIRD

and. a FOURTH

POSTTTONTNG ane: . the'hea; i o

? advértiéing._ What is the heart of_plTh O f
advertising? - 7 e & ‘ S
L PpTNjOUR OWN_NOTES IN THIS AREA o ) - R
’ b KX .l;£
. AN B
' ’ \\V ‘,1
X
f' .

ki
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. . e AN | . o ot e
commuuirvgé TECHNICAL COLLEGE . _ GUIDE TO IMPORTANCE OF THIS SHEET -
The University of-Toledo B (¥**)7%kx pacommended you study

U ' - - this sheet
o : (- ¥*) ** For guidance only
e . ( *) * Note concept or high
point only

GUTLINE FOR "POSITIONING" PART I[**+

‘eievision ”ofeq

NOTE CAREFULLY:ﬂ(l) You will be held <one L . =Atevial presented

inothis fe.dyis o iectw v and for writing down lecture
st tal into blanks provided This lecture will be fo]]owed by a test.

o C(2) ﬁ%r a better understanding of the material in:this Iecture you—~—«—~—-———
*  must read this outline prior. to seeing the television’ 1ecture itself
- .'Study these notes before you view the lecture. SCE—

/

S (3) This“1s“a”permanent sheet It will be turned 1n for Instructor's

© ¢ review at the end of this quarter. Th1s 1s a. permanent sheet do- not
1ose 1t' ﬁ SRR . o — , S
L - : S L A - ' S
PURPOSE OF THIS is to present a 1ate ma/ket1ng phenomenon that of. IR ',*if

PRESENTATION ... positioning. Positioning refers .to qﬁg preferences
for a. product by a consumer., A product s position may be cne of com-- co
p]ete preference with no-rivals for purchase. A. product may find 1tse1f'i e
‘completely rejected by the consumer as "worth]ess," or "good but d1f- o
ficult to open and operate," or "I'd-buy it if I could buy it at.a
louer price." In sum,. pos1t1on1ng refars to .the actual pos1t1on -a-pro-
duct occupies in the affections of. the consuming public or the indi-
. ﬂ v1dua1 consumer, say, you. You, as a student, pos1t1on a Cadillac
' d1fferent1y than you do'a Toyota. One you look upon with great favor
because of its e]egance The other you may look upon as a cheap imi- .
/’ tation, suitable for young coup]es only, for-old-maid school teach- L
- -€rs, and for housewives to tote their children in from music lessons- ) A
to déntist; ‘Positioning has resu]ted from there not being anyth1ng
e]se a producf can offer to c1a1m super1or1ty or un1queness.

-,

SUMMARY OF THIS ‘This 1ecture acqua1nts students w1th the: fact that
. # TV-LECTURE IS .. marketing has passed teyond the- product-c aim stage, ' v
" " and into a stage where a _product through advertls1ng cultivates prefer- I
ences. .Chevrolet doesn t talk"about its motor ¢ar, it talks about SN
' 'baseba]] hot dogs, ‘and: apple: piel" McDonald's fast-food resfau- ‘
‘rants talk about cldwns, "you deserve a break " and ‘fast serv1ce--
anyth1ng but the- qua11ty of the1r buns, meat,. and cond1ments

THE NATURE’ OF THIS once th1s television lecture has started, some
TV LECTURE IS ...+ students will periodically view actors ‘who Tillus-
trate major points. - These actors dramat1ze these maJor p01nts in &

'MEKf°‘;e*“'.< S e T .", 22142 S - ST
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Y

The 3 ma1n actors.portray, first; JED,. a
middie-aged grocery store managert second, RICK, a young college \'
. student.sserving as Jed's ass1sta7t, and’ th1rd BECKY Jed 5 cashier
~ and ch1ef c]erk ,

_sma]]-town grocery sno:e.

4

DO NOT D7 .1y PR sTUQiﬂjSl

5 POOSTHCE ANSHERS & 17

OBAL ¢S %' .o TELEVISION ! . TUki,

. WHEN YOU HAVE VIEWED THE CONTENTS OF THIS LECTURE, YOU SHOULD BE ABLE \TO

I. define, and illustrate the concepts set forth in Part 1. of this - »
. television pres ntat1on, plus

2. identify\at Yeast 5 of the 111ustrat1ons of Eosit1on1qﬂ g1ven you \
in this part

RS

3. discuss 1n“deta11 the fast-food fieid as you can see it in To]edo
. and as presented 1n Part IT of "Pos1t1on1ng"

\\
- ; " B
NOTES FOR YOU TO TAKE.DURING THE TELEVISION LECTURE ... I\
7 R R | fuj"\-:'_V¢¢\;.
~“Position 1. Nhat is. the AGAINST pos1t1on ee (ReCOPy notes from your e
‘ o L . outline for "POS?TIONING""I
“ - Part I, for this/ block) -
~PUT YOUR OWN NOTES IN THIS-AREA -~ .
. . - ' f /"’;‘ .
- 2. What is the UGLY position (Recopy notes from your. out]1ne for
' e "POSITIONING,? Part I, for th1s b]ock) |
BRAND - 1971 PRODUCTION - . .
Champion w7 270\m11110q/ .
AC P o223 Joos L
Autolite™ - 116 > g o b
) . Prestolite ~ . . - 18 " / T
R S ST R

_ Not1ce the 11ne ‘that recogn1zes pos1t1on1qg_ 71
. "PRESTOLITE is a Johnny -come-lately that ... "

. e !/
,Not1ce the un1que idea: L

7 - e '
"

eee offers the m1rac]e spher1ca] t1p with the bu1]t-1n bra1n"'

213
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‘3. What.is the GOT-IT-LICKED poSITION -+ . ° S

o TR 014 Tine Firn-in s UNIQUE“POSLTION
€. o I,

‘t::“'—T;,,w v Rt \/ - . @ ,

DAL __7. The "No-SPECIAL" Pos1tion ;;_‘,"'-,V-f L e

* *“* * kv k% ;;.-I*.*_# Kok ok ok ok K kK K K Kk K * * ok ok« *‘la; *5* * % k. -
PUT YOUR 1 75 1N THIS AREA | e :
. \ |
The GOT-IT-LICKED POSITION .
Genera! Motors Higbee*s ©IBM
Mercedes-Benz Dutch Boy - 'woolmark )
Shell 0il : Busch- - Montgomery Ward
Lazarus . °~ ~ RCA . - Standard 0i)
Sears Roebuck'; - AT&T & = - * Ford
:;;::::;::PGswtxartﬁ::1he—£NIERZQQM?#N¥:@QMPEiii?#E—?@Sif?QN—— :
i 5. The 01d 11ne P051t1on that BEGINS TO SAG 5
e R « T )
"‘;‘,:' ,, — if - A
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. 8. The CONTINUOU$~SALE.PoSit?on

"9, The TRUE INNOVA*IVE Position”   :"f

“'“—4**””“l“”“““ﬂff*fhe SELF*DECLARED NUMBER ONEPo's tfon "~ — = "

.

o - 11..The NEGATIVE SHALLENGE Pos1tqon'? | ) | |
. ‘N . .. " ‘ o - . \ e : . ' R & a o . | .. { | !
~ The "NEGATIVE CHALLENGE"ApdéifiQQ_;' R

Central Nat1ona1 Bank: (Cleveland) - Uncola ‘ e 0
Camel c1ganets o T “"Underwhelm" soft wb1skey

- Arrid S . Hardwood whlskey : '

‘. L1ster1ne ' R T~ "the ice cream with noth1ng to
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. 12, The MULTIPLE LEVEL-Positioh -~ . . = &
; [ ] “7 N . ) ) "!,«
- 13.The IMAGE Position - \\ S E e \
¢ 18, The SAME CLAIM Position " - ,\‘ :
S o — T Y )
» 15, The 'DISCOUNT Position
16. The "BEAT THE- COMPETITION AT-ANY-PRICE" pos1t1on |
17. The GIVE SOMETHING- AWAY Position, -
18.: The SELL- BY- COUPON Position )
19. The UNIQUE NAME Pos i tion | | ,
, 20. Pos1t1on by v1rtue of GEOGRAPHY OR. ETHNIC IDENTIFICATION
21.vPos1tlon of a  FOREIGN PRODUCT in a DOMESTIE MARKET . °
FOre1gn products 1"1 the d0mest1c market f ';'- B v L
A1r France - '<'~_ : ' lthe f1rst WankeT powered autono- af,,g o
Japanese products . _bile: Mazda :
y Japanese cultural pubT1cat1bns Garrard turntab]es
.. . Deutsches Gramophone records  * Scotch 100 Pipers whlskey
‘ Finnish vodka S Singapore A1r11nes
*‘************.***.'***I*H******l;**l******»,
PUT YOUR -OuWN NOTES X /{ e o . I
INTHIS AREA °~ - e
aﬂb' . Toe ¥
" *The swarming of thousands of Japanese businessmen. into a selected -
' area'-where the United States might send a modest deTegation of»TO
. *Products produced Dy Tabor w1]11ng to vork: less and at a h1gh
of product1v1ty . o L
- *spec1a1 He]p frqﬁ a. sympathet1c Tokyo qovernment spend1ng m11110ns‘
‘ 1n Suryeys, res arch . and promot1on - o
" E *Carte]s that 1n b1g fore1gn orders

*Low 1nterest Ioans to exporters from a government domlnated bank1ng
System -'/-\ : . . : . o,
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*A c]oSed domest1c economy to many ‘foreign goods and most fore1gn
capital investment : o , ‘
22. Positioning in the FAST FOOD FIELD
. ’ ‘ .Y
- l\ . ' ) .- . .
I. THE STEAK HALF: S AVERAGE  PERCENTAGE
- ' s . FOOD CHECK  OF INDUSTRY
1. F1ne rnstaurant° - o ‘_$'5-8. 6%
2. Specialty steak houses S . 4-6 5
3. Family steak houses : . 255 4]
R Economy Se1f—serv1ce Steak houses : 1-2 48
iI. THE HAMBURGER HALF = .
E’?ﬁBeresthQEEEETM'MEE”EWE7lW C 7500
6.. Carry outs ) > r 1.75=2.00 = 19
7. Family restaurants - .~ .- . 2.00 - 49
-8, Driverins- - L 1.00. - .. 23 ) A
****""“”“f?:%::ﬁf:‘fnf—:i-ﬁ“%.'k%*ii-\-***‘***?***'*.**,_-'**‘*"
©pUT YOUR de\NOTEs | | |
IN THIS AREA - o R
Ao o © - . NUMBER OF
CHAIN y o o ... 1971 VOLUME OUTLETS A,
Machonald's . 788,000,000 1,800 J/jz'z”
. Burger King (Pil1s bury) | -' 255,000,000 . = 825 = _~
‘Burger Chef.(General Foods) g ~ 7 175,000,000 - 800 I
Jack 1n-thQ°Box Ra]ston Pur1na) .. 102,000,000 725 %
° 23 Po;1t10n1ng in the ENTERTAINMENT FIELD
24 thé”NEWEST "os1t1on '"”f“'f*”*f”f'“ AR
. zJ, the L ACK=OF-TAS TE P051t1on -
26, The UNREALISTIC Pos1t1on' | 1
. | .ﬁ;.;3-£‘1”"':”1
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" MARKETING
ATTITUDE SURVEY, =~ =

v

INSTRUCTIONS: This survey is ¢esigned .to sample your reac-
tions to what you have seen., Be as objective and impartial
_-3s you can., The information will be held confidential,

- There is no need to sign your name, Thank you,.

- PLEASE read each statement carefuily and respond to each
~.statement most appropriate for you; i.e., SA=st¥ongly
- agree, A}agree,'D disagree and .SD=strongly disagree.

Y
e
o
a on
@ [1+]
-~ v
on e
< o
> * G >
~— Q - - *
.o X ‘L on o
[ [43) o | =4
o v o (=
| L - &
X B R +
'_1.; 1 {Rink ma#keting is a boring subject SA A D SD°
2. More time should be allowed to.study be-
~ fore taking the test on the television o :
. ]e"tur'es . . . ® s . . . . . . - - . . \~ . SA v. A . D S’D

The tests weren't fair, cons1der1ng thp
mauer1a‘ we were supposed to have

L

1earned e e e . e e e e w ... . SA A D SD .

“a, The 1nstructor makes sure everyone unders '
stands the material .. .-. . .. . . .. . SA A D SD

5. ;e?evw:won 1ectures are just as effec-

tive as classriom lectyres... . . . . . . SA A D.SD

6. The 1nst.uctor does not make many po1nts

clear to me . . . . . .o, ... Eeo. . sg A D SD .

7.  The aut]1nes for tﬁe television ]ectures

are’ he]pful e oo oo L. SA A D sD.
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.- 8., Marketing should be a requ1rement SA
for all. students . e e v e
9. I genera]]y prefer classroom 1eCtures SA~
10. The material. taught in this course is .
L qegera11y useless. SA
. For me,.the out11nes were worthless., SA
12, It's too chﬁcu'It t6-fill-in the qut-
11ne while viewing the skits in the o
te1ev1s1on 1ectures e e e e e e e a SAC
13. This course is too difficult for me. SA
14, .The 1nstructor does not present’ course ‘
] material c1ear1y on television . . . .="SA.
15, The ‘test quest1dhs were appropr1ate
; measures of the content of the lec-.
tures, .. L. . .l Lt L .~ SA
ST ) R ST
_16. C1assroom 1ectures by the jnstructor i
. raxe not too aood- « e et ey SA
17. The material presented in the te1ev1-
~_ sion skits was easy to. ledrn . SA .
18; In genera] the skits inm the televi- -
’ " sion 1ecturgs exp1a1ned course mater-r
1a1 c1ear1y . SA
19. The skits in the te]ev1s1on 1ectures |
-were not realistic : .+« SA”
§
20. In generaT, I orefer television lec-
tures containing theatrica] skits. SA
’; 21.;'For,me, the skits in the te]ev1s1on -
- = lectures made it difficult to learn .
' the material SA
"~ 22. The instiuctor dis a good te]ev1s1on .
SA

->. Agree

Disagree.

o

Stroné]y'Disagree

w
o

SD

SD

SD -

N

s

SD

sn

" sp

- 5D

7
/£
)

SD

SD

SD

sp

.SD .
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23. .In the te]eviS1od lectures, the skits
detracted from the mater1a1 beina
taught . . : '

24, It's a good 1dea to take thp test
. 1mmed1ate1y after watching the tele-
}v1s1on Tecture . e

25. . In the classroom, the instfuctor‘gen-
erally does a good"job of teaching

: 26;~ If I had a choice, I would prefer tel-

evisieon 1ectures without theatr1ca1
skits

7. ;The use of theatr1ca1 skits to teach
tends to make the material more con-

fus1ng

28. In the television lectures, I prefer -

more 1ecture and fewer skits . . .
“29. In general, the skits in the te1ev1-
S s1on 1ectures were good .o
B ) 1
- 30. The Sk]tS in the television ]ectures
were an enJoyab1e way. to Tea

31, 1 aeneag11y enJoy attend1nq c1ass sess

sions, . e e e e e

i

32. I wish mbre .ectu"es had been ‘televised’

33. F1111ﬁg in‘the outline is no d1fferent

than tak1nq notes

34, The-]eve1 of the matenia1[taught‘in
this course is too e]ementaryfv.

" 35, .The skits were a pleasant diversion from

the rest of.the'teTevision Tecture

36. I learn just as easily from °k1ts as I

do from 1ecTures

. [%

. SA

SD -,

[«¥]

[«¥]

| 4%
U on
[«¥] 3+
} [72]
o .
<t ‘D_
> @ >
— @ ~—
o L o
= 0 O <
o QU - o
| | L7 T
2 (=2 I +
o a un-r
SA A—B__SD
SA SD
SA SD
SA SD

SD
SA )
SA - $D
SA SD
SA A D SD
SA $D
SA
SA SD-
“SA - sp
SA.

D
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COMMUNITY & TECHNICAL COLLEGE ' Marketding 706-137
The Un1vers1tv of To]edo ¢ @

TEST ON "ENVIRONMENTAL MARKETING" Part I

*************************************************:k*****#n***********
% - i :

#NQIE! veo (1) This forh is “used in conJunct1on with th& computer
- *record sheet (IBM Form No. 509).° (2) Turn this sheet in with the

*computer record sheet. . (3) Be sure vour correct identifyina num-.

*the computer record .sheet at the top!a (4) Assign your .correct
- *Soc, Sec. number to your record sheet! (5) -Pencil-in your last

*name in the upper left hand corner of the red record sheet!!.!

*ﬁ*************************************************************xxxnx

*
*
*
*
*ber (your personal Soc. Sec..number) has been pencilled-in ontg *
*
*
*

'NOTE' Th1s exam off=rs 10 mu1t1p1e cho1ce que=t1ons each worth 10
po1nts. Read each juestion carefully; then, select the best
answer. There is o01ly one correct answer: Then transfer this .
selected gption.to /our red record sheet. Do not select more
than one answer! : ' ~ :

This test covers only Part I of the te1ev1s1on presentat1on
titled: "Env1ronmenta1 Marketing"

%

I

1. Where is it? the spot in any store where the customer p1cks up a .“d

product transferr1ng ownersh1p, is called:

1. the point: of no- return, 2. the point of or1g1n 5 the point of

purchase, 4. the po1nt of market ana]ys1s, 5. the point of complet- 5

- a sa]e ' _ =

2. What's it called? env1ronmenta1 market1ng 1s that. part of the
"marketing mix" that dea]s with: . B “ -

)

"+ 1. modification in the storek env1ronment
2. modification in environment to comply with new Congress passed
. Consumer laws
3. -the new philosophy of "vending mach1ne serv1ce
4. the in-store "shopping hypothesis" - R
5. the "paragon theory -of ehvironment e
. 1

3. How'Manx - how many products s1t on the average Amer1can super- f'"

market shelf?. . _ - .
1. 35,000 3. 1'2,02_1 " 5..10,000
2. 8,850 .. 4. 4,460 R

i
v

202

L .
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. .V ‘e
N ’ 4. How Many, again? how many products are introduced to supermarket
’ shelves each year? ~ -
. 1. 45 to 95 3.°1,000 to 2,000 5. 500 to 1,250 vy
° - 2. 100 to 125 -4, 200 to 300 ’ o \

S _ \

5. Again and agdin, haw many? how many products fail to prove success-
_ ful sellers out of those 1n+roduced annually to supermarket she]ves’

. 50% 2. 41% 3. 84% 4. 69% 5. 80%

6. Demand Eiasticity ees AS defined by economists, demand e]asticity:

L. app11es to the degree aJproduct ar serv1ce sells as its sa]es
o - ‘may be influenced by price '
. ‘2.‘1s the degree a product or serv1ce penetrates 1ts commun1ty
3. relates to the degree a product m®intains its standard inven-
“tory on a store's shelf
4. represents the degree to which a rubber band, or rubber tlre,;
-.expands and contracts :
5. shows the varying deg: ‘ees to wh1ch the reta11 store is held in .
the pub11c s affect1ous ' L

“7,5What are they? there are 3 categories. of product movement infiu-
enced by environment. Ttey are: :

. non-responsive,: ut111ty use, frequent]y purchased

. non-responsive, generel use, occasionally purchased .

. all-responsive, frequently used, occasionally purchased - . . |

. slow response, fa response, $0~S0 response : o o
. satisfactory, unsatisfactory, and in-between - ' '

WM —

&, Other factors ... There are factors that influence sales. .Which4

" are app]icab]e? : :
1. seasons and climate, 2. geography and size of store, 3. number -
of employees and amount of promotion in the store 4. alil of. the :
forego1ng, 5. opt1ons ] and 2 :

9. Environmental. E1ast1c1ty . in this cense environmental . .elasticity
is defined as the degree of change in unit sales a product enjoys
.ow1ng to cnanges in certain in-store factors, such as:

all of the fo]]ow1ng

square feet allocated to.display of the product

the position in the store a manager gives to the product v A R

. the env1ronment the manager bu1]ds into the store Jtself S
none of the forego ng M L . '

G B W —
£ ]

.
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. ‘10, Which? " suppose you're a supermarket manager. Now, based on § )
’ cold, hard, profit-making facts, which of the items below would -
- you give greatest environmental "push" to: A . T
1. one gross of whisk breams (profit margin 40%) .
2. 4 dozen angelfood cakes, assorted flavors (profit margin 60%)
' : 3. 1,000 No. 10 size cans "Beaucaire" peaches (profit margin -30%)
.t*t ‘
) &3‘ c
L o |
b Y a /
e‘ . . ) N . o, A’ ".-: v .
2 i o (Yépf You're é]deoné! Relax!) -
'/ t X o o .. i #
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COMMUNITY & TECHNICAL COLLEGE f ~ Markéting 706-137
The University of Toledo ' -

TEST ON "ENVIRONMENTAL MARKETING," PART I1I

'-m************************************

*NOTE: ... (1) This form is used in - -conjunction with the computer *
x record sheet (IBM Form No. 509). (2) Turn this sheet - *
*in with the computer record sheet. (3) Be sure your correct ! *
*identifying number {Soc Sec number) ‘has been pencilled-in onto *
*the computer record sheet -at top! (4) Assign jour correct-Soc | *
*Sec number to your xecord sheet! (5) Pencil in your, last name *
*¥n the upper left hand corner of the red record sheet!!! *
. - .
***IA**,V**:.‘P(************‘**-****:k*****i*;k**

. (.

NOTE! ... This exam offers 10 multiple choice questions each worth’
10 points. Read each question carefully; then, select the best
answer. There is only one correct answer!. Then transfer this
selected option to your red record sheet. Do not select more than
one answer. ‘ L

%y N
“... This test covers only Fart II uf the te]ev1s1on presentat1on
- titled: "Env1ronmenta] Market1ngW cee )
1. Point-of-purchase advertising has 4 furictions. They are: -
1. -pérsuading and assisting 3. informing and merchandising
.2..reminding and persuading 4. none of the pptions shown here v
S ] 5. on]y opt1ons 2 and 3

- 2, Wnat's he doing?-... if the manager of G11bert S nearby “shoe- mart tele-
-, phones you to say:, . Mrs. Schmidt, you should know I now stock Gilbert
shoes with FLEX- KRON 100% Sumatran never-wear-out overshoes, you '
realize inmediately he is ... :
1. persuading and ass1st1ng you 3. 1nform1ng and ass1st4ng-you :
2. reminding and persuading you ' 4. persuading and multiplying you"
” : *f" . 5. informing ‘and merchandising.you -

5

3. Wh1ch7 o if you see a wire- spr1ng sign on top a stack of sugar’bdxes

" that says: "Hey, Matilda, Mattie, 'n Betty: Canning season's just

ahead!" you automat1ca11y know that this po1nt-of—purchase s1gn is
~ performing what. function? e
1 demand1ng, 2. rem:nd1ng, 3. p:,suad1ng, 4, se]]fng, . advert1s1ng-'
' ‘4.'How -to do 1t? ... One of the dev1ces to increase sa]es used\by top L

. salesmen and supermarket managers is psychology. - Wh1ch of the options

below cost represents a psycho]og1ca1 device used by supermarkets to

;ét'. .sway customers taward them psycho]og1ca11y? - ) L S
S 1. give the prospect a penc11 S0, h1s hands cannot ssume an on-guard =
: . os1t1on : il . : - _ o , -
Eam IR : | BT oL i .v eog e L Al . - DO \, T e e e
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2. equip shopp1ng carts with rubber t1res to reduce fr1ct1on w1th
the floor

'3, equip shopping carts with broad rorizontal handles so both hands‘ .*

are réquired to push them

- 4, dim lights during bright sub-light hours SO an atmosphere of lazy,

hazy delight descends over shopping Qisles
5. use the ®*kim-row" effect which deals with the effects of walking
on hard, unyielding floors

Suppose ... assume you're employed at a- supermarket. Lf you hear the
manager say: "All right, boys, turn up soft music, put those panty-

~ hose at eye 1eve1, and detour 'em past the baked goods!" you know

LTl , . Ly .
P S Lo LAY . o T »

~he's. engag1ng in:

1. the strategy of snaring, 2. the strategy of loss- 1eadering; 3. "kini-

rowing" his customers, 4. revving up the sp1ths of his sales peop1e,
5. the strategy of pos1t1on1ng con

-~

\Survey says wot? ... what percentage of in-stove, on-the-spot, un-

planned purchases make it worthwh11e for- stove managers to man1pu1ate
the environment? :

1. it doesn't, the percentage of {n-store purchases is smaT], say,
~ about 23% '

2. .1t does. the percentage of. in- -store "urchases is so large. it's

always worthwhile--about 96%

3. ncne of these; the in-store percentage of purchases ba]ances with

those decisions madé before entering the store, .about. 50-50
4, none of these. A sutvey shows that 73% of unp]anned purchases
~is the result of in-store ihfluences

~

5. well, T can 't really say. I guess environmental 1nf1uences don t

.affect any more than41% of all purchases made, e1ther out-of-
store o 1n store : -

) PR

- You experience this occasionally_,i. suppose your mother says:

"Dear, Walgreen's is running a sale on.No. 10 whize enveiopes. You

“always use this size. Why don't you take this coupon and get 3

packs for the“price‘ofgl?“ You'know this_is.anwin-storegstrategy
called:

1. a "barn burner" bargaln 2, a strategic 1nv1tat10n, 3. a.shelf- .
puller, 4. a manager s special,. 5. a "10ss 1eader“ ;

The shopper suffers from what7 ... if you pass a worian shopper near
the soft drink, section in a. supermarket and you hear her say:

""Doggone it: I.can't think anymore! . These- 11ghts bother me!" ...

you.know she's: suffering from:

T, encloma, 2. kinesitis), 3. supermarket hypnos1s 4. sh0pper s

fatigue, 5. supermarket ch11b1a1ns

_Hey,ggang, here s aglooney. s+« SUppPOSE you. hear a man shout 1ns1de a.

supermarket: "Lt's mine! A1l mipe.” ... and he. beg1ns stuffing his"

,:shopp1ng ‘cart with cream puffs, Jars of mar1nated herr1ng, etc.,
’you know he's suffer1ng from: C

NI / o 220




| o 193

 1. an artificial environment of pleasant plenty, 2, an overwhe]mingi
supply of Christmas fruit cakes 3. an inadequate supply of oxygen,
o 4. a pin sticking him in the rear, 5. "arched reactions”

*10. Now you check out!.... the supermarket checkout area is loaded with
: many loew-cost, Tow-risk, deésirable items. Which of the options
below represents thi: strategy? o PR
1. the strategy of “"env:vonmental traps," 2. "environmental plusses,” -
3. the strategy of "something for a lot of money," 4, indirected
-7 selling, 5, the strategy of soft lights, music, perfume, and rubber-
tired carts (not noisy, free-wheeling, etc.)

LR

>

e

. e

(Yeah, man!" You're all donei") -
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COMMUNITY & TECHNICAL COLLEGE | Marketing 7Q6f137
Unﬁvers1ty of Toledo ' . '

. a ' TEST ON "POSITIONING," Part I.

* ok k ok k ok ok ok ok ok kk ok ok ok kok ok kk ok k ok k kk kK ok ok ok ok Kk ok k %

“*NOTE. ... (1) This form is used in conjunction with the computer *

. *record sheet (IBM Form No. 509}. {2) Turn_this sheet in with the- *

. *computer record sheet. (3) Be sure your correct identifying num-- *
~ *ber (Soc. Sec. No.) has been pencilled in-onto the computer. *

~ *record sheet at the top.. (4) Assign your correct Soc. Sec. number *

*to your record:sheet. (&) Pencil in your 1ast name in upper Teft *

*

*

*hand corner of the record sheet !!! <

T'k*k*’**'k*‘k‘k‘k'k'k'k'k'k'k'k'kvl‘-k‘k-k*-k'l\"k'k'k'A"k‘k'k‘k‘k‘k
. * -

NOTE!-... This exam offers 10 multiple cho1cg_questlons each worth
10 pe points. Read each question carefule, “then select the best _
answer, There is only ere correct answer, ~ , T e

1. The FINNS ... you heard this statement: "The Finns want Americans to
. prefer their vodka, and are racing to beat the Russians." This is
an example of: ' SN
-1, merchand1s1ng, 2. mu1t1p1y1ng, 3. the ”k1m row" efrect
4, poswt1on1ng 5. 1nternat1ona1 persuad1ng -
| —
2 CREATIVITY e there are two schooTs of creat1V1ty in the Un1ted
_ “States. T They are~‘ -
. = 1. the "USP* schaol 2. the Bernbach c 3. the Ba11ey schooT
.4, .only opt1ons 1 and 3 5 only op?1ons 1 and 2

3. ADVERTISING SHOWS IT.... you ‘learned that Ultra an%e advert1s1nq

. Shows a prime characterrstlc of nosvt10h1ng. -That pr1me character- '
istic is: : ® L .
1,,advert1sers name compet1tors and the1r products o
- 2. advertisers reverse the'rules and make wild ¢laims _
3, advertisers clear all advertising f1rsi w1tn the Federal Trade
-+ Commission’ ‘

4, advertisers are limited to firm's name, name of product and one
major character1st1c of that prcduct - ,

o 5. advert1sers, owing to high costs, ment1on Tess than 2 products
. - ~in s1n91e<ad4ertusement : <

x

4, WHY'D IT ARISE7 ... YyOU are aware of certain reasons for the rise of
~ positioning in the United States. One-such reason is:

. . 1. economic circumstances, 2. international complications, 3 exces—'
" sive; -lavish claims, 4 the "halo" effect 5. advanced compute? -
technlques _ o _ o e .
? o _ L o
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5 -SINCE POSI:IONING has arrlved advert1sers seek:

1. to establish a pos1tldn with concrete proof, ]aboratnr tests

-+ and performance facts and figures

to establish themse]ves at the head of the parade
to overwhelm readers and viewers with so many false facLs and
figures they believe these claims -

4. to answer each others' claims with even more high powered f1gure
: tests, etc. "4
~ 5. knock each other down with progressively exhorbltant claims,- -

" proof, statistics, etc. o

W

6. DtFINITIQﬂ cee the,def1n1t1on of positioning is:

1. "...the phiTosophy of programmIng a dom1nant character1st1c of
: computerlzed product.” :
- 2. "...what careful sales’ techn1ques do. for sales. oeop]e.“'
3. "...accepts the facts that in a structured economy a11 products
' tend to position themselves competitively." g
4.’ ...what advert1s1nq -does for thP product in the prospect s mind."

7. BIGGER n BETTER ... a]l domest1c automob11e mdnufacturers want the -

' motor1ng public to think their products are,b1gger, more powerful ,
more stylish, safer, and. -greater in value. . However, one automebile ‘
manufacturer in the past said semething totally reversed, ‘and th]: -
represents the phenomenon- of positioning. Which phrase ‘below repre- =~
sents its position .in the’fight against domestic vehicle manufacturers? .~
1. "I'd walk a mile for a Cadillac." 2. "Tovota--the qreat drivers' '
preference.” 3. "The VW will stay ualy longer."™ 4, "Hhen better cars
are bui1t Buick'11 bu1ld them." 5. "Wheathearts are the heart of the .
-wheat." : ‘ : ‘ STy,

8. THEiﬂgART‘of all advértisina sy "

1. of f&r the prospective buver an opportunity to create wealth for

his estate - e
_ 2. offer an exclus1ve 1qst1f1cat1on to the consumer to chanoe his
’ behavior

3. suacest the 1dent1ca1 advantane<at ]east 16 t1mes to takp advan-
taage of .the law of averaaes . .

o3 4, have the riaht oroduct atyvthe richt place at the rlqht t1me ~
5. it's identical to sales: keep oersuad1na untII vou overcome
resistance . . .

+
A}

9. AN EXAMPLE : you 1earned from the 1ecture that. probabiy the best
examp]e of positioning ligs in Proctor -& Gamble's advert1$1nq' TIDE
.~ _makes clothes white. .CHEER. makes cTothes whiter than white,’ BOLD
e ‘makes clothes bright. In sum, P & G-fo]lows the definition of o
] pos1+1on7ng - Which opt1on below best. represents pos1t1on1ng? S
Bo-o 7. "Bayer aspirin incorporates Tylénol, a powder made from a]umwnum.fg,»s'aq
L 2. "Gleem I1I makes teeth pearly white, heaveiily white, with Fast-'n~ - =
B C]ean, a combvnat1on of bak1ng powder and sa]t." ' S

O ol - 2‘)J

o
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3. "AJax 1ncorporates Ajaxo with 12 1/2& greater c]ean1nq power "
4, "Safe-'n-sure detergent—-always when women want garden party
leisure time." .
5. "Glopolish from Johnson & Johnson offers the super—rbem1ca] ‘
sywe»”.con".“ . '
10, THE B. R. BAKER COMPANY ... you 1eamed that the R. R, Boker «Company
was once a leading Toiedo, Ohio men's clothier, well-accepted and :
well-patronized. Lventualiy, however, the clothes buying men of- I
Tc]edo did something to this company, its products, and 1ts reputa-
tion:. In short, the public :
. 1. re-tcoled the BRB Company 2. refused to accept the company's exces-
“sive,: lavish claims ‘3. re-positioned the company, its services, and"
its products 4. continued to accept. the company as an authority even
though competition eventually Lvnrwhelmed it 5. shifted its 1oya1t1es
to b:gger stores in Detro1t

&
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.. COMMUNITY & TECHNICAL COLLEGE :
The University of Toledo ' - Marketing 706-137

TEST ON "POSITIONING" PART II

******‘*********'*”**-****s\***.*******;'

NOTE.L\]) This form is used in conjunction with the computer record
sheet (IBM Form Ne. 509). {2) Turn this sheet in with the computer
record sheet. (3) Be sure your correct 1dent1fvvng number (Soc.
Sec. No.) has been penc111ed—1u onto the computer recerd sheet at .
‘the top!. (4) Assign your Correct Soc. Sec., Number to your record
sheet! - (5) Pencil-in your last name in upper left nand corner of

]
the red record sheet!!: o . : :
_*‘***************t‘ﬁt*t.%;‘:'*k%’f-‘**—‘%s‘:‘k‘.‘:‘-‘.“.‘:%‘.‘%‘*

l('l('l("l'*i(-

’(‘
A% R ok A A * A

»*

I NOTE' This exam offers 10 multTple choice quest1ons each worth-10
pounts. .Read each question carefully; .then select the ONE best
answer. There is only.gne-corrsct answer. Then transfer this. -se~ -
lected option to your red record sheet. Do rot select more than
one answer.’ S

~ This test covers only Part Il of the telev15101 Lres entat10n
tltled “Pos1twon1ng"- : :
1. INNOVATION .. dur1nq the lecture you heard df the 1nnovat1ve p051-
tion. Which: optlon below best represents this pos1t10n7 B '
1. "His master's voice" 2.%Ask the man who owns one" 3. “Full-
course steak dinners in one pill the size of an aspirin tablet,”
4. "I'd walk z nile for a Camel," 5. Sherwin-Williams paints .
cover the wor "~ S . 2 : I

. A NEW POSITIO: .. when.Calvert whiskey advertises: "Let us under—
,whelm you:" i+ is using’ what pesitioning technique? S
i the- negatzw .challenge position 2, the infamous posxtlon 3. th

ethnac posizion 4. the faulty p051t10n 5. the "kxmraw" p051t.0n ‘

3. WHAT POS;TION 122182 .. when the Tecture talked. about var10us
. classifications of purchase possibilities, it referred to what
position? To illustrate: General Motors offers 5 different classi- .
fications of vehicles: (a) expensive, luxurious Cadillac, (b} PR
_costly Oldsmobile, {c) smart, practical Buick, (d) spor*y Pontiac, .
(e) vo1une produced non~costly Chevro!et.'

’.

1. the no- tasLe p041t1on 2, the d1scount posit1on 3. the reg10nal _
poswtxon 4. the mu1t1p1e leve} pos1t1on 5. the last poswtxon ;':-,‘, °~ 5{
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4 VﬁLUME MERCHANHISING .o.in the To1edo area there are various, posi- .
‘tions established by 1arge~sca]e merchandisers: Lamson's; LaSalles, L
Sears, Mont-Ward, etc Hhat pos1t1on does RINK s - ‘Bargain'Barn rep- _—

- resent? E
1. the departmenf <toru pOSItlon 2. Lhn mu1t1plemun1t ‘position
3. the discount position 4, the specxaTLy store P051t1on 5. the ’
regaona?/ethn1rlgeograph1a position ‘ :

5. THE UNIQUE POSITION .. 1f "positioning” is an ordering of pRefer-
ences/for competing products in a prospective ‘purchaser's mind,. - i
en which of the following attempts will position the product

fmrst 1n 3 buyer S mind of the basis of uniqueness?

1, Szppwty~doo~dah ... "insert end of straw into thlS ho]e and suck
. up delicious red pop from pastic bag" .
2, Faygo Red Pop (chuckle-ch rkle-chuckle) "JUSt twist the fop and
drink up" _
-3, Squearnh Indian Herb’ TOHlC co “pull Yum out cork and dr1nk m up"

6 SOMETHING DIFFERENT . when you. hear a television announcer say
“Yardley offers not perfume, but skin. incensel". :
- eee YOU kriow very well these ‘statements represent what pos1t10n? .
1. the excessive claim position. 2, the_hn1que-p0sxi49n-3T—the~“bea%-»—--~———
‘em-at-any-price" position 4, the ‘ethnic and geograph1c pos1t10n ,
~5. the "no ga1n" pos1t1on N : ‘

-~

te)

. 7. FAMOUS NAME «« the second most qu1ck]y recognlzed name in the’ U S
today is Ronald MacDonald, the clown. MacDoriald's fast-food chain
uses this name and figure to position itself. ¥What position is it
seeking to maintain? _ _ - . ‘ ~ -
1. a sober, 1ndustrwou< fast-food reputation
2. the image of circussy delight and thrills v s

© 3, an-attitude of commun4tj~respensab%1+%y~—e%9an%%ﬁes syand—fast
service .
4. an tmage of low-cost, fast -service, c]ean.1ness
5. a fee11ng ot warmth and vxgor for the eldery generat1on

8. MR PIBB »» Coca- Co?a s new entry 1nto ‘the soft drink market is now. S
bucking alil kinds-of "go-go" drinks that accelerate through caffe1n, B ;
~ - f’J,c./wHoWéver, Toca~Cola says: "Get a wooden nickel withany Mr. PIBB
——=—""" bottle you purchase and enjoy_one, free:", it is using what method
" of positioning?
b.. the "net-jet" pos1t10n 2. the p051t1on of 1eadersh1p 3, the 1mage
position 4. the give-sometling- away p051t1on 5 the sel]»by~coupon ,

pos1t1on '

9, lRISH §£'{ﬂg .. Position No. 20 presents “Irish Spring" soap as*an .
‘exanple of what position? .
-l.:same claim 2, multiple level 3, g1ve-someth1ng ~away' 4 ethn1c or

geographwc 5 se]f~dec1ared number 1 pos1t10n

23 __‘_," .
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10. POSITIONING . sa1d another way, pos1t1on1ng is where the marketer BRI
makes the product stand for something’ different, somgthing it may R
not be. You can see this is Chevrolet!s advertising, in MacDonald's -
advertising, and in Marlboro's advertising. Marlboro§ are the: same
old tobacco, same filter, same paper other tobacco producers offer, -
yet Mar]boro has positioned itself through use of:

1. "we're first" claims 2. the image position 2. the soft-seli
position 4. the push-&-pull pos1t1on 5. the “1eont1ne" position
C@w




