
"AUDIO-VISUALS AS A PRIME MOTIVATOR IN A MARKETING/TRAINING 
PICTURE IS AN OUT-AND-OUT PHENOMENON TODAY." 

TRAINING AND A/V -
A COMBINATION 

FOR PROFIT 

BY BOB 
CONROY 

The only thing wrong with the 
English language is that it has too 
many words in it. 

Words like "training" and hy-
phenated ones like "audio-visual." 

Both conjure up highly restrict-
ed meanings in the minds of most 
people not in either field. 

Take "training," for instance. 
Toss it at the general public and 
you'll get definitions along the 
lines of what ballplayers do in the 
spring, what a horse goes through 
to get ready for a race . . . or what 
happens to a Marine in boot camp. 

Slip it into a word-association 
test with many a corporate execu-
tive and you might well find them 
associating "training" with "neces-
sary evil." 

Then, there's the case of "audio-
visual." 

Obviously, this is something 
identified with education. Audio-
visual techniques and tools are 
found in schools. They're used to 
teach planned parenthood to the 
peasants. Maybe job training. 

Regardless, both "training" and 
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"audio-visual" are perceived to be 
on the dreary side by far too many 
people who should know better. 

It would never occur to such 
people to equate training and 
audio-visual with selling or both 
with profit center. 

What training people and audio-
visual programs have in common is 
the ability to demonstrate . . . il-
luminate . . . dramatize, overcome, 
captivate, motivate, show, reveal, 
promote, convince, recruit, ex-
plain, persuade and as many other 
positive words as you might want 
to find in your thesaurus. 

And every last one plays a vital 
role in the selling process. If a 
company doesn't do any of these 
things, it would be difficult to 
imagine it making a profit. 

Maybe we should drop all of 
these words from the English lan-
guage in favor of just one: Com-
municate. That's a good, solid 
word without the slightest nega-
tive implication. 

Director of communications! 
Now, there's a title with signifi-
cance. It commands instant re-
spect. Is there a training director 
anywhere who would dispute his 
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or her right to such a title? 
The audio-visual industry today 

is rapidly succeeding in overcom-
ing its own schoolish image with 
one better linked to communica-
tions and selling, but the transfor-
mation is only a handful of years in 
the making. 

What happened, was one of the 
biggest jolts to American pride 
since the country first lost a track 
and field event in the Olympics. 
The Russians sent Sputnik into 
orbit in the late '50s. The best we 
were able to do was a Mickey 
Mantle home run. 

The government reacted immed-
iately. The call went out to catch-
up with space-age technology with-
out delay and the coffers opened 
wide. To those in the business of 
making audio-visual equipment, it 
was Christmas every day. All 
kinds of funds were available to 
universities and vocational schools 
to buy projectors by the carload, 
and this they did. 

Meantime, the manufacturers 
poured a lot of their profit money 
into research and development to 
come up with better and better 
systems. Motivation was not en-



tirely altruistic . . . if they didn't 
make improvements, competitors 
almost certainly would. 

For instance, motion pictures 
clearly were an outstanding med-
ium for teaching and training 
people, but the equipment was a 
nuisance. It wasn't enough for 
teachers to have degrees in math 
and physics, they had to be pro-
jectionists, too. There was all this 
infernal threading of film up, 
down, around and through things. 
Got it right? Fine. Turn the switch 
. . . and instant chaos. The little 
monster would immediately and 
avariciously start mangling great 
strips of film, while spewing out a 
mile or two of it on the floor, all 
before the f rus t ra ted operator 
could react and turn off the switch. 

People were trying to solve this 
problem back in the early 1920s 
when the first patents were issued 
to put film in sealed, endless-loop 
cartridges. These weren't practical 
either because the film was too 
wide, not long enough, or the 
cartridges were so complicated 
that the film simply got chewed up 
inside. 

A / V M a d e E a s y 

In 1961, the first practical, 
endless-loop cartridge patent was 
filed (by Technicolor), and granted 
in 1965. This was first for 8mm film 
and later for Super-8mm, which 
provided a 50 per cent larger 
image. 

This would have been of small 
significance had not film technolo-
gists made superb advances in the 
clarity of film. Not so very long 
ago, anything commercial to be 
good had to be filmed on 35mm. A 
16mm film was, at best, in the 
semi-pro league. As for 8mm . . . 
well, that was strictly for daddy to 
use while he screamed at his kids 
to "move — don't just stand 
there!" 

Of course, most 8mm industrial 
and business audio-visual films are 
not taken with an 8mm camera. 
Whether the camera is 35mm, 
16mm or video, the end result 
when converted to Super-8mm is 
an excellent image. 

However, whether the A/V pre-
sentation was made for motion pic-
tures, filmstrip or sound/slide pro-
jection, there had been the prob-
lem of portability. You could put a 

handle on a grand piano and call it 
portable with as much justification 
as some of those early A/V 
systems. There were so many indi-
vidual components that you needed 
the arms of an octopus to lug them 
around, and then a half-hour or 
more to set them all up. For all 
practical purpuses, the audience 
had to come to the projector, not 
the other way around. 

Meantime, sound went from 
wire to tape. Tape went from reel-
to-reel to cassettes. 

Videotape was born and almost 
immediately began a miniaturiza-
tion process. First two-inch, then 
one-, three-quarter, now half-inch. 
Quarter-inch is next. 

And, while all these good things 
were happening from Sputnik to 
Voyager, commercial television 
came into its own as the most ef-
fective advertising medium the 
world has ever known. Any doubts 
to that claim disappeared when 
color TV took over in the early 
'60s. 

Psychologically, other things 
were taking place. Weaned on 

Captain Kangaroo and settling 
down with Johnny Carson, people 
adopted the small picture tube and 
made it an indispensable part of 
living. The small screen is almost a 
security blanket. People are com-
fortable with it . . . in fact, would 
find it tough to live without it. 

All the more reason why the 
small, built-in rear screens of to-
day's A/V projectors have won 
ready acceptance. And they have 
flip mirrors for front throw to big 
screens, too. Everything is inte-
grated in one unit and portability 
is a fact. 

As the '70s evolved, the audio-
visual equipment manufacturer 
found the vast educational market 
disappearing. The reasons: 

• Prop. 13-type budgets cut off 
the funds that used to buy the 
latest in projection systems. 

• With birth rates declining, 
school enrollments fell. 

• Unused A/V hardware ga-
thered dust. 

Not long after the educational 
A/V market began to slip, busi-
ness and industry found audio-

Producers. 
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We'll t ransfer film to v ideo or 
t ape to 1 6 m m or S u p e r 8 . 

We'll d o anyth ing that c a n be 
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Churchil l Films P r e s e n t s 

Award Winning 
Motivational Films 

About People in the 
Pursuit of Excellence 

The Flight of The 
Gossamer Condor 
The saga of Dr. Paul MacCready 
who made aviation history by 
building a manpowered aircraft 
capable of flying a difficult 
prescribed course. A chronicle 
of creative thinking, problem 
solving and perseverance. 

1979 Academy Award, 
Best Documentary Short Subject 

27 minutes, color 
Sale $380, Preview/Rental $45 

Climb 
The thoughts of two men 
transform an exquisite rock 
climbing film into a parable 
of living — of struggle — 
of reaching beyond to test limits 
and redefine personal goals. 

Academy Award Nominee, 
Short Films, Live Action 

22 minutes, color 
Sale $330, Preview/Rental $30 

Gravity 
Is My Enemy 

Mark Hicks, essentially without 
nerve or muscle function below 
the neck, has become a superlative 
artist. A story of achievement 
and excellence in the face of 
overwhelming limitations. 

1978 Academy Award, 
Best Documentary Short Subject 

26 minutes, color 
Sale $380, Preview/Rental $30 

WRITE OR CALL 

Churchill Films 
662 NORTH ROBERTSON BLVD. 

LOS ANGELES, CA 90069 
213-657-5110 
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visual and broke through the 
semantics barrier that prompted 
this article. 

It was a discovery forced by 
desperation . . . sheer necessity. 
The cost of the average sales call 
soared close to the $100-mark . . . 
and that's to make the call, not 
necessarily to close a deal. The 
rate of sales-force turnover be-
came appalling, and down the 
drain went the time and money in-
vested in teaching sales people 
how to sell a product or service. 

And the products and services 
became infinitely more complex. 
Yesterday's typewriter became a 
word processor. Yesterday's Par-
chesi game is today's computerized 
marvel. Words like "software" 
were born, and "hardware" took 
on a meaning unrelated to nuts and 
bolts or the place to buy a screen 
door. 

This would be fine were it not 
for the fact that the nation's 
schools were giving diplomas to 
graduates who couldn't read them. 
Illiteracy was spotted as an epi-
demic. I.Q. numbers were rising 
out of sight . . . only the "I" stood 
for "ignorance." 

These were and are the people 
looking for selling jobs. 

That's when — just a few years 
ago — corporate executives decid-
ed that words like " train" and 
"educate" and "teach" weren't 
really that far removed from 
"sell," after all. 

A/V Can Sell! 
If you are trying to convince 

someone to accept a job at your 
company, the word really isn't "re-
cruiting" . . . you are selling . . . 
particularly if you are trying to 
persuade someone that they would 
be much bet ter off moving to 
Toledo and escape the big earth-
quake coming to Southern Cal-
ifornia. 

College football and basketball 
coaches travel the country from 
one end to the other, clawing each 
other to land the latest high school 
hot-shot for next year 's varsity 
team. Better believe the best of 
them tote along a neat A/V projec-
tor and a film that makes old State 
U. the most glamorous campus on 
earth. There might even be a few 
seconds on academics! The coaches 
call this recruiting, but that's one 

fine selling tool they brought with 
them. 

Today's simplistic, briefcase-like 
A/V projectors make it easy. No 
way in the past would a recruiting 
coach attempt to lug a big projec-
tor and screen, plus reel-to-reel 
film, and try to put on a movie in a 
prospect's home. Today, he can 
land an Ail-American by simply 
pushing an "on" button. 

This leads to the incredible 
growth in "personal selling" and 
franchised businesses in the past 
decade or so, and think a moment 
of the role that A/V techniques 
have played. 

"Personal selling" used to be 
"door-to-door" selling, but the 
former is a much more attractive 
euphemism. 

Just 20 years ago, when the 
thought of Sputnik was still gall-
ing, Amway Corpora t ion was 
founded. First year's sales for this 
home care products leader were 
$500,000. Twenty years later, the 
numbers exploded to $500,000,000. 
Amway has one of the biggest and 
most sophisticated A/V depart-
ments in American business today. 
Its latest film rivals a big-budget 
Hollywood feature production . . . 
just look at it and see if you can 
resist signing up as an Amway dis-
tributor. This film sells! 

Look at what's happening in real 
estate. Wasn't it just yesterday 
that real estate brokerages were 
individual enterprises? Now, fran-
chised operations have taken a lock 
on the business. 

Century 21 is the biggie . . . and 
its A/V program is simply awe-
some in its completeness and 
sophistication. 

They have recruiting (selling) 
films to lure the newcomers who 
just passed their state exams and 
also to get the established veteran 
to join the Century 21 bandwagon. 
There's a training film to teach an 
agent how to get a new listing — 
the real name of the real estate 
game. Finally, there's the clincher 
— the listing film. 

The agent carries this neat-look-
ing projector and asks the home-
owner to take a few minutes to see 
a movie. The owner agrees — 
some not believing that the little 
case could possibly contain a sound 
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movie projector. 
They watch a movie that is a 

much stronger story about the 
"neighborhood professionals" so 
cutely done on television. Then the 
agent puts the projector in another 
room and hands the children an 
assortment of cartoon cartridges, 
effectively neutralizing them while 
the deal is being closed. 

Proving Effectiveness With A / V 
Meantime, a point-of-purchase 

explosion is taking place in the 
retail outlets of mass merchandis-
ers such as J.C. Penney and Sears. 
The familiar TV-like screens are all 
over. People are pushing "on" but-
tons or else looking at continuous 
play programs and they are learn-
ing how to do their own wallpaper-
ing (with a specific brand, of 
course), how a game is played, how 
to apply a brand of cosmetics, or 
why this particular home-security 
system will keep their properties 
inviolate from nasty people with 
ski masks and guns. The public, in 
effect, is being trained to want a 
product. To make cash registers 
ring, wanting something is far 
more motivational than merely 
needing it. 

Simply by constant exposure to 
A/V films in their departments, 
sales people are learning how to 
sell the item in spite of themselves. 
Call it brainwashing, perhaps. 

With network television com-
mercials going over six figures for 
a mere 30 seconds of exposure, 
smart advertisers have discovered 
"life after TV" . . . an A/V pro-
gram (such as Century 21's) that 
plays back to the TV commercial 
and hits the prospects when they 
are right there, in the buying en-
vironment and ready to write 
checks or hand over their in-
evitable credit cards. 

Then there are companies that 
manufacture earth-moving equip-
ment or just about anything that 
can't be demonstrated on a pros-
pect's desktop. How else do you 
prove effectively how your product 
or service works if not with an 
A/V presentation? 

Printed collateral material is a 
dull substitute for sight, sound, 
color and action. And that's what 
A/V is all about. 

Ben Franklin's bromide, "A pen-
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WHICH OF THESE CANDIDATES 
WOULD YOU HIRE? 

The wrong choice could cost 
your organization tune and money! 

^ f a r g e t e d Select ion 
A more accurate and legally defensible method of 
selection interviewing may be the answer! 

• Targeted Selection is designed to build the inter-
viewing skills of supervisors and managers, thus 
improving hiring accuracy and reducing turnover 
and training costs. 

• Targeted Selection trains supervisory or management 
personnel how to use factual, job-related data from 
the applicant's background to make accurate selec-
tion decisions. 

• Targeted Selection organizes all elements of the 
selection process into an efficient, consistent system 
which is fair to applicants and more legally defensible 
than traditional methods. 

• Targeted Selection is a three-day training program 
designed to be run in-house by your organization's 
staff or by a DDI representative. 

For details return coupon or call: 

D D I 
DEVELOPMENT DIMENSIONS INT'L. 
250 Mt. Lebanon Boulevard 
Pittsburgh, Pa. 15234 
Tel: 412/344-4122 

Please send Targeted Select ion: 
• Program Descript ion 
• Conference Schedule 

• Please Contact Me 
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Address.... 
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State 
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"The emergence of audio-visual as a prime 
motivator in a marketing/training picture 

is an out-and-out phenomenon today 
to the extent that it is giving many 
professional people new problems 

to go with the opportunities." 

ny saved is a penny earned," is not 
one of his most exciting state-
ments. How about "three-million 
dollars saved"? Now, you are in 
the big leagues. Talk numbers like 
that and you have won instant at-
tention from any executive with 
carpeting under his or her chair. 

That's exactly what happened to 
a major supermarket chain. Its 
profit and loss statement showed 
red ink in the $3,000,000 range 
simply from losses incurred be-
cause youngsters in the back room 
didn't know how to open cartons of 
merchandise. These kids would 
take out their razor-sharp weapons 
and slash. They opened the car-
tons, all right, but in the process 
also destroyed the boxes of corn 
flakes or the plastic bottles of 
bleach inside. Occasionally, they 
also opened themselves, adding to 

insurance claims. 
A backroom A/V program cor-

rected this situation fast. Now, 
training program? Or $3,000,000 
profit center . . . 

The Retail Bankers of America 
concluded that its thousands of 
members had employee turnover 
problems just like everyone else. 
The RBA is promoting a slide/ 
sound program designed to train 
mere clerks into becoming sales-
people. Put a new employee in 
front of the screen, push the but-
ton, and get more profits out of 
that person in 30 minutes or less. 
Repeat as needed. 

There is seemingly no end to 
case histories like these. The 
emergence of audio-visual as a 
prime motivator in a marketing/ 
training picture is an out-and-out 
phenomenon today to the extent 

Writing Is a 
Boring Subject 

That's one reason we don't teach it as a 
subject. We teach it as a skill. In our work-
shops for business and technical writers, 
people learn to write well by writing well. 

So they are too busy to be bored. And too 
excited by their own skills improvement. 

In-house workshops, in formats ranging f rom one to four 
days, staffed f rom our offices in the U.S. and Canada. 

For information 

contact: 

DON M. RICKS, Ph.D. 
President 

(403) 252-3121 

IWCC Ltd 
Box 8337, Station F 

CALGARY, ALBERTA, 
Canada 

T2J 2V5 
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that it is giving many professional 
people new problems to go with 
the opportunities. For instance: 
Which is best for your particular 
situation . . . Super-8mm? Video? 
Sound/slide? Filmstrip? Silent 
film? 

Don't laugh at silent movies.The 
Soflens Division of Bausch & Lomb 
has been using small, silent pro-
jectors and cartridged Super-8mm 
silent film for years as the ideal 
technique for training new wear-
ers in the use and care of contact 
lenses. Silent was preferred so 
that the eye-care p rac t i t i one r 
would be able to provide personal-
ized narration during the instruc-
tion period. 

Sales, advertising and training 
people are going through a train-
ing program of their own. They are 
learning the best A/V formats for 
their r e q u i r e m e n t s . They are 
learning little and not-so-little de-
tails such as shooting their scenes 
with a video camera and then con-
verting the tape to Super-8mm 
along with still photos, charts and 
whatever else is wanted. Com-
pared with a video monitor, a 
Super-8mm projector is more flexi-
ble, has fewer maintenance prob-
lems, takes up less space and 
certainly is more portable. 

They are learning that A/V re-
gardless of format puts on a pre-
sentation precisely as planned . . . 
everything in correct sequence . . . 
nothing forgotten . . . just push the 
button. It starts on time and it 
ends on time. 

Top management is well on its 
way to discovering that "audio-
visual" and "training" are simply 
synonyms for "profit." 

Bob Conroy is currently director of 
advertising and public relations at the 
Audio-Visual Systems Division of Tech-
nicolor Inc. in Costa Mesa, CA. A veter-
an advertising person, Conroy lists affil-
iations with N.W. Ayer, Lennen & 
Newell, Cole Fischer Rogow and more 
recently, Needham, Harper & Steers/ 
West. 


