"TODAY, MANY FIRMS ARE STILL GRAPPLING WITH THE DILEMMA
OF HOW TO USE TV EFFECTIVELY
IN ORDER TO ATTAIN TRAINING OBJECTIVES!"

BETTER TRAINING
WITH TV

BY KEITH A.
WILKINS

Over the past couple of decades we
have seen the increasing use of
television in business and industry
as an important part of training
programs. Unfortunately, how-
ever, this proliferation of TV has
not always produced a commen-
surate amount of improved train-
ing or learning.

If TV has not completely lived
up to expectations as a training
tool, it isn't necessarily TV that's
to be blamed . . . but neither does
the blame lie with those who have
so enthusiastically endorsed its
use.

The blame, if blame must be
levied, can more appropriately be
directed at the lack of understand-
ing of the role TV should play in
our training efforts. As the new
medium became available in busi-
ness and industry, we had no
clear-cut guidelines for fitting it
into existing and planned training
programs. Initially we thought it
might be an excellent tool for role-
playing exercises. When it didn't
pan out as we had expected, disil-

lusionment set in. We often grop-
ed. We fumbled. And at times we
had great successes. Often,
though, the equipment was set
aside to gather expensive dust or it
was used sporadically as it seemed
vaguely suited for some facet of
training. Today, many firms are
still grappling with the dilemma of
how to use TV effectively in order
to attain training objectives.

We can best attack this problem
by first realizing that the applica-
tion of television to training may
have been partially frustrated as
the result of certain "myths" sur-
rounding motion pictures that
were carried over to TV. We
should secondly understand just
what TV can and cannot accom-
plish in terms of our training ob-
jectives. TV has strengths, but it
has weaknesses, too. And only by
knowing these strengths and
weaknesses can we employ this
medium as an effective educational
tool.

Success vs. High Budget
It is, for example, a misconcep-
tion that we can equate a high-
budget television production with
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success in our training programs.
The same applies to films made for
TV use; slick films don't necessari-
ly ensure that training will be en-
hanced. Nor does expensive TV
equipment, such as special-effects
generators, high-cost cameras and
monitors ensure that employees
will receive more effective train-
ing. It isa myth that TV possesses
some sort of special quality that
puts it in a unique position in our
training programs. And simply be-
cause a TV program is beautifully
done with name actors, special
sound effects, and a great musical
score does not guarantee that such
a program will contribute measur-
ably to our training objectives.

It is, perhaps, easy to under-
stand why such myths exist. Like
motion pictures, there is a kind of
mystique about television that
suggests a special potential and
capability that does not necessarily
reside in this medium. The making
of a TV show is to most laymen
shrouded in a certain amount of
mys;ery. Television jargon itself,
such as fades, wipes, dissolves and
cuts, seems to exclude the unini-
tiated. And our unfamiliarity with
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the secrets of television production
cmvavs to foster the notion that
TV is in a way something quite
speeial. The result is that we get
the impression that TV can some-
how present information more

effectively than other types of

presentations, such as printed
matter, lectures, tapes and slides.

How, then, can we make use of
TV without inadvertently dimin-
ishing the effectiveness of our
training efforts? The answer is

that through the diseriminate use

of TV we can make the most of the
strengths TV does possess as a
training tool.

The initial consideration is whe-
ther or not TV is really the most
effective medium for achieving
particular training goals. Would it
be advantageous to use a single TV

program or perhaps a ser of
programs? We should also deter-

mine whether TV is going to be
used as an additional instruetional
tool or whether it may form the
core of the training process. How-
ever, TV should never be simply
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an adjunel to any learning situa-
tion.

Too often TV is introduced for a
nummber of reasons, none of which
hears directly upon the learning
nimﬁ ctives, except, perhaps, in
some vague sort of way. It is bet-
ter not to use TV at all than to ar-
hitrarily subject trainees to it, re-
gardless of how relevant the sub-
jeet matter is to a particular phase
of training. In this regard we need
to consider TV in the broader con-
text of education and instruetion.

Gducation may, in general
terms, be referred to as the Mud
ing of an individual's learning and
socialization in order that he de-
velops into a productive citizen,
This may include institutional
learning as well as planned or un-
planned personal experiences and
human interrelationships. Ul
mately, these encounters may pro-
duce some changes in the individ-
ual's  knowl . understanding,
heliefs, attitudes and valnes.

On the other hand, we may
to instruchion as :x more capw;ﬁw
form of educatic
planned, specif il
gscheduled. The mwm ()f
struction is to produce on the pm‘t
of the learner a particular set of re-
sponses or behaviors delineated in

adv ance by the person responsible
for the ruction.
rjﬁ V a4 an izwNr(”a;i('ﬂml fti(i f;“

¢ wm uf zz‘.s ahzicfw
fic, preplommed re-

com very well hinder,
not he!p, the mstructional process.

m

This is particularly true in view
of the fact that TV content re-
quires a certain amount of specifi-
city, because the photographic (if
films are used) or electronic con-
tent of TV is itself specific. The
perceptual experiences of the
viewers are, therefore, specific ra-
ther than general. Broad general
effects do not usually result from
the viewing of a single TV pro-
gram, and general effects should
not be expected by the training in-
structor. One should not antici-
pate, for instance, ageneral appre-
ciation for or understanding of
marketing strategies as the result
of viewing a broad treatment of
the subject. The point is that the
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effectiveness of TV depends upon
hone clasely the pm(}rmr? r'ammr,f 18

tor. At the r'i@k of wuneimg m"edx.m--
dant, there is nothing, per se, in
TV that guarantees better learn-
ing or more effective training.
Therefore, if TV is to be effec.
tive in terms of established learn-
ing objectives, its content must be
dnrwﬁy related to particular view-
er reactions or behaviars expected
or desired by the Instructor. Any
material that is extraneous to the
specific learning objectives will
make little or no contribution to
those objectives, For example, if,
ina TV presentation aimed at
demonstrating a particular sales
technigue, there neluded ma-
terial about the history and t
henefits of selling, such mmvrmﬁ
would be irrelevant, An instructor
who selected the presentation be-
cause he or she found the material
ng m hmn or her might in-
: xpect the program to
w of which 1t is in-

Audisnce Ditfersnces

Often, however, caught up in
our excitement over a particular
TV presentation, we overlook a
i the dif-
among our viewing au-
The content of TV is gener-
' differentially by our
Factors sueh as age, sex,

igence, edueation, predisposi-
tions and TV literacy greatly influ-
ence reactions to a program or
presentation. Thus, if a TV presen-
tation is to be effectivein terms of
desired trainee responses, we must
be aware of those viewer charac-
teristics that influence TV re-
sponse.

We should realize that persons
of different ages react differently
to both content and treatment of a
program. Older people, for in-
stance, can tolerate a slower-paced
presentation than younger people.
Older persons also have a greater
number of experiences that assist
them in the assimilation of the con-
tent. The education and intelli-
gence of the viewers influence
what can be readily understood
without additional explanations,
and the sex of the viewers deter-
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mines response in terms of the way
males and females regard various
situations.

We must be aware of the train-
ees' predispositions; that is, their
beliefs, values, attitudes, and bias-
es that influence their receptivity
of TV material. We must take into
consideration TV literacy, which is
the ability of the viewer to learn
from TV and to understand the
content of the TV presentation and
the treatment of that content.

With regard to the above, it is
essential, if we are goingto use TV
in our training programs, to have
some insight into the trainees'
prior experiences, knowledge and
motivations. This is important be-
cause TV has a tendency to influ-
ence viewers when its content re-
inforces such experiences, know-
ledge and motivations. A person
respondsto TV content in terms of
what he or she already knows, has
experienced, or is motivated to do.

The selection or the creation of a
TV presentation with regard to
learning objectives must also in-
volve a consideration of whether or
not the intent of the training is to

| NEVYS loaded with ideas;

extend or reinforce behavior or to
reorganize and redirect behavior.
Such efforts will be successful to
the extent that the TV presenta-
tion is appropriate to these inten-
tions and is part of a cumulative
experience on the part of the train-
ee. This suggests that a selected or
created TV presentation should
adequately fit into the instruction-
a package and not be expected to
influence independently.

Another consideration in our se-
lection or creation of a TV presen-
tation is the way in which the TV
camera is used. Viewers generally
respond to instructional material
better if the camera angle repre-
sents their own point of view; that
is, their own eye positions. But
this does not imply that the use of
a principal character — the pres-
tige role concept — is not effec-
tive. The point is that, depending
upon the type of instructional con-
tent, the TV camera angle should
be considered in terms of the view-
ers' subjectivity and identification
with the principal character or
actor.
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Instructor's Role

Another concern that we may
inadvertently overlook involves
the role of the instructor in the
viewing of a TV program. While it
is generally accepted that the in-
structor plays a vital role within
the lecture process, in terms of
providing leadership and motiva-
tion, we may carelessly assume
that the TV presentation can stand
on its own merits. However, the
leadership and motivation display-
ed by the instructor are important
with the showing of a TV training
program, if the learning objectives
are to be realized. The instructor's
responsibilities, therefore, include
planning, arranging and managing
the instructional situation. He/she
must do more than simply an-
nounce the Tv presentation; he/
she must make any appropriate
explanations and interpretations
regarding the TV's content and
purpose . . . and must integrate
the TV presentation with the
learning objectives.

We may or may not have any
control over the content of a TV
presentation, depending on whe-
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ther we create the TV program or
purchase it already made. In either
event, we should be wary of TV
programs that tend to cram as
much information into the shortest
viewing times. There is, unfortu-
nately, a tendency to cover as
much ground as quickly as possi-
ble, because of the economics in-
volved. The author had the mis
fortune to witness the pressure to
overload training films with so
much content that their effective-
ness was drastically reduced. The
film's content could never be as-
similated in one showing, but there
was not enough time in the train-
ing program to permit multiple
showings. Thousands of dollars
worth of film now lie unused in the
company's production studio. Hind-
sight strongly suggests that the
firm might have had a more flexi-
ble and adaptable training aid if it
had used TV.

Despite the presence of back-
ground music, dialogue, sound ef-
fects and narration, many persons
assert that TV, like motion pic-
tures, is primarily a visual med-
ium. This notion may or may not
be true regarding both film and
TV. It depends upon the objectives
of the producer and/or director.
One or the other may be emphasiz-
ed according to the particular ef-
fects desired. But if neither the
visual elements nor sound is made
the primary communication vehicle
of the message, then there should
be a meld of the two. The visual
and the sound should complement
one another so that a unified and
coherent production emerges that
is compatible with our training ob-
jectives.  What is important with
regard to learning or training ob-
jectives is that the action and the
dialogue (or narration) are de-
veloped within the context of these
objectives. These objectives must
be identified and exist within the
content of the presentation . . .
and whether the visual or sound
medium or both are used in
developing these objectives must
be taken into account.

Significant Programming
We must also be concerned,
whether we create the production
or purchase one already made,
that the program have built into it
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the context of action that is
familiar to the trainees and is sig-
nificant to them in terms of their
predispositions, beliefs, attitudes
and values. It is not necessarily
the action itself that determines
the perception and retention of
certain scenes, but the meaning of
the action in those scenes. It is not
the close-ups that are important,
but the significance of the object
shown. And it is not the perform-
ance of atask per se that contrib-
utes to the learning objective, but
the meaning of the task to the
viewers. What our trainees see
and hear in a TV production de-
pends on what meaning the visual
and sound content have for them
— what personal needs are met by
this content.

From the foregoing, a number of
corollaries may be stated pertinent
to the efficacy of TV in terms of
our learning or training objectives.

e Factual learning: TV can be an
effective communicator of factual
information or knowledge, provid-
ed that such information or know-
ledge can best be presented via
this medium. Included are infor-
mation about people, places, condi-
tions, and interrelationships. But
we must not fail to understand that
TV can also distort some facts,
such as time and space relation-
ships. Incorrect information may
be accepted by the TV viewers if
that information is presented in a
plausible context.

* Retention:  One force inherent
in TV presentations used in learn-
ing situations is that it can influ-
ence retention of factual informa-
tion in a positive way. The influ-
ence of factual information may
persist for longer periods than may
be attributable to other methods of
introducing information, such as
lectures, printed materials, and
recordings. Although there is a-
ways some forgetting of learned
information, the learning may be
evident up to two to three months
after the viewing, even though the
production did not expressly pre-
sent the facts or information as in-
structional material. However, the
retention of TV-presented infor-
mation may well vary among indi-
viduals within a given audience of
trainees.
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o Jpecificity of TV content: As
mentioned earlier, the photograph-
ic or electronic content of TV is
pretty much specific and, there-
fore, the perceptual experiences of
the viewers are also specific rather
than general. As a result, broad
general effectsdo not normally re-
sult from a single viewing of a TV
production as a medium of instruc-
tional communication.

» Jecific Attitudes:  Some spe-
cific attitude change can result
fromaTV presentation whose con-
tent is closely related to the object
of the specific attitude. If the
training objective isto create a fa-
vorable attitude toward a particu-
lar operation, the content of the
presentation must directly and
specifically relate to that operation
and its advantages and the need
for adoption of it. But if the TV
content strongly contradicts social
norms or well-established beliefs,
the result may be a reinforcing of
the original attitude rather than a
change in attitude.

* General Attitudes: Because
the influence of a single TV pre-
sentation tends to be specific, ra-
ther than general, we should not
expect general attitude changes.
However, general effects may oc-
cur if (1) the TV presentation is
biased in some direction consistent
with the trainees' predispositions,
(2) it is exhibited within a context
that supports and reinforces the
particular bias, and (3) several
similar presentations are shown
over a period of time.

TV can, of course, play a vital
rolein our training efforts. What is
crucial, however, is how big aTole
and what that role is. When TV
first appeared on the training
scene, some felt that it could sup-
plement the usual training me-
thods and that it would prove to be
a sort of panacea of our training
ills.

"No Guarantee"

While TV can somewhat speed
up the learning process and in-
crease retention of factual infor-
mation and concepts, TV by itself
is no guarantee that better learn-
ing is the end product of its use.
An appropriate presentation may
be just as effective as a poor or
average instructor, but it must be



re-emphasized that the showing of
just any TV presentation, even
though related to the training ma-
terial, will not necessarily enhance
learning. As previously stated, the
content must be specifically and
explicitly integrated with the
training material to be learned.

In comparison with other train-
ing methods, such as slides, tapes,
lectures and printed matter, TV
can hold its own, but it is not ne-
cessarily superior to these. There
is nothing to gain from indiscrimin-
ately tossing into the training pro-
gram a TV presentation to replace
a lecture or some other teaching
method. In fact, simply tossing in a
TV presentation may hinder, not
enhanece, the training.

A Noteworthy Contribution

Why, then, bother to use TV at
all? Because TV may not be the
final answer to all our training
needs, doesn't mean it isn't a val-
uable and flexible training tool. TV
can make a noteworthy contribu-
tion to our training, provided it
deals with material that can best
be presented visually.

Another advantage of TV is that
a videotape can be re-edited to
meet changing training require-
ments, It can be completely erased
and used again. It is far less ex-
pensive to send a videotape into
the field than to send an instrue-
tor, particularly if extensive trav-
eling is involved. And videotape
can bring into the classroom
scenes, material, and circum-
stances not possible in the usual
lecture approach. Because TV can
be as effective as an average in-
structor, it can he employed in
those instances in which instrue-
tors are not available,

There is no reason our equip-
ment should gather dust or that it
he used ineffectively. Like other
training methods, it has its limita-
tions, but it also has its unique
strengths. These can be summed
up as follows:

1. People learn from TV, partic-

“TV CAN MAKE A
NOTEWORTHY CONTRIBUTION
TO OUR TRAINING, PROVIDED

IT DEALS WITH MATERIAL
THAT CAN BEST BE
PRESENTED VISUALLY!"

ularly factual information, con-
cepts, motor skills and attitudes.

2. If appropriate and effective
TV presentations are used, train-
ees tend to learn faster and better
retain what they have learned.

3. Instructional TV may stimu-
late other learning activities, such
as discussions, voluntary reading,
investigations.

4, TV presentations may facili-
tate thinking and problem-solving,
particularly when new concepts
must be learned, or new patterns
of thought or new ideas must be
assimilated.

5. Good TV presentations are as
effective as a good or average in-
structor, and may even equal an
excellent instructor insofar as the
instructor’s function is communi-
cating the facts or demonstrating

the procedures presented in the
TV presentation.

6. TV possesses a flexibility not
found in many other methods of in-
struction, and can bring into the
classroom features that no other
medium (except film) can.

7. TV can be readily adapted to
changing training needs and situa-
tions, and it can be brought up to
date quickly and simply.

8. TV eliminates the need for
expensive centralized training.
Videotapes can be easily shipped
to lield locations for use, so that
personnel do not have to travel to a
firm's home office or other central
loeation for training.

Keith A, Wilkins teaches Technical
Writing at Virginia Polytechnic Institute
and State University in Blacksburg, Va.
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