Water-cooled power tubes (above ) used in a CBS
television tramimitter, . . . Felix the Cat and
Mickey Mouse (right) are televised through
NBC'S experimental tramimitter in Nesv York.

ILL television pay its way? That's a question
worrying American television research men and pro-
moters more than their enginecring problems,  Adver-
tising is what keeps radio going in the United States.
But will John Q. and Mary A. Public give attention to
television advertising—already dubbed “teladvertising™?
Will they remember—and buy—televised products? How
much teladvertising will they accepe?

Psychologists are supplying some answers to those ques-
tions. And what they are saying isn't altogether reas-
suring to financiers and equipment manufacturers who
had looked upon television as a promised land, a televiser
in every cottage, and producers of wothpaste and trucks
clamoring w purchase television time,

The carly optimism for the commercial success of rele-
vision is, however, understandable, It is elementary that
the success of advertising is dependent upon arousing de-
sires for goods. The printed page docs it through the
eye; the radio does it through the ear.  But behold tele-
vision! It combines both appeals. Ergo: it should be
twice as effective,

To understand that course of reasoning, you need but
listen 10 a speaker first with your cyes closed, then with
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them open.  This simple experiment will prove to your
own satisfaction that you “take in" more of the speech

when you see and hear simultancously. Or, as the
psychologists put it, multiple stimulation of human sense
organs increases and intensifics reception,

Recently 1 demonstrated this with more than 25,000
people in the emotional-frame-of-the-life sitvation. Poster
or cye advertising of an exhibit got attention from 254
percent of the audience; radio or ear advertising of the
same exhibit, 32.1 percent; simultaneous poster and radio
advertising comparable to welevision, 334 percen

People likewise remember better when they
seen and heard than when they have either only scen or
only heard: This conclusion is warranted by a study
"‘l.l!lt’ (If more than ‘x\,l“h) ||i)_vh.§,(h(~,l SCNIOTS, Seven
times as many, in proportion to numbers, responded with
follow-up inquiries after they had been furnished litera-
ture and a speaker as when they had received literarure
only. Twice as large a percentage responded with uni-
versity enrollment following combined visual
presentation as compared with visual presentation alone.

A [urther series of studics, conducted with the cobper-
ation of the Columbia Broadcasting System and Colum-

we both

uditory
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bia University, confirms this. Memory for trade names
presented simultancously by radio and on the screen was
from 152 to 46 percent better than was memory follow.
ing screen presentation alane, and from 5 to 30 percent
better than from radio alone.

Even so subtle a response as that of a change in public
opinion shows advantages of the television mode, A re-
cent experiment in New York City with 400 college stu-
dents showed that their views could be changed decidedly
more by seeing and hearing an argument simuluncously
than by reading the identical argument alone or hearing
it by radio alone. If President Roosevelt won the 1936
clection largely through his radio “fAreside chats,” as has
been said, he probably would have won even more
handily had his audience been able 1o see him as he talked.

Very few people would trade the sound Rlms for the
old-fashioned silent pictures. Why? For the simple
reason that sight-sound subject matter is clearer than thar
presented to the eye alone, Good teachers recognize this
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To the manufacturer who, through advertising, secks
national sales, that is 4 fact of dollar-and-sense interest
If teladvertising isn't going to reach the 100 million or so
people outside the television zones, why should he ad-
vertise?  If he doesn’, teladvertising must depend upon
local merchants and others who seck to develop customers
in urban arcas. They may be induced to teladvertise—
tf John Q. and Mary A. Public accept teladvertising.

What will be the reaction of John and Mary?  Perhaps
an inkling of it can be gleaned from the experience of the
short advertising films sometimes slipped between fea
tures of 4 moton-picture program,  Studies and invest
gations point to the conclusion that unless the ad Alm
unquestionably clever, short, and snappy, the patron’s
attention sags. Bovs and girls often will snicker. Cal-
legiate brothers and sisters will wisecrack. Father and
mother will audibly begin to wonder whether the iccbox
door was closed and the kitchen door locked.

All of which is surprising. for movie advertising, as has
often been remarked, offers o tremendous potential

.
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patron pays for his seat; he gives voluntary attention in
semidarkness; distractions are at a minimum: he feels
“aslone.” At home, on the other hand, there is a hurly-
burly of activity. The telephone or the doorbell rings.
There’s no social After the
novelty of television has worn off, how is it to hold at-
tention amid these and other distractions—to say nothing
of brief interludes of teladvertising?

The ditheulties of attention-holding in television will
be realized when we compare television with newspaper,
magazine, or even radio advertising, I the newspaper
reader’s attention wavers, there is the page 1o come back
to; if the magazine reader quits the page, it is there
hours, days, or even weeks later for his attention, Not so
with television. Let the eye wander from the small
screcn—even for seconds—and that teladvertisement is
gone, never to be retrieved,

Radio makes much less claim on fixed attention than
television does.  Sound is nondirectional.  Turn your

taboo on conversation.

head away from the radio set; turn your back to it; look
out the window; tidy up the room; knit, sew, mind the
baby, glance at the newspaper headlines—you can stll
hear the radio.

If the welevised program is so wordy as 1o give the com.
plete story via the ear, it will be so overloaded with talk
as 10 be a-repetitions bore. 1f there is appropriate balance

ture 1t reflected

bt 1 worsds and picture s there must be, then both
car and eve atention must be given simultancously
Failure of either must mean inadequate reception, True,
the trade name in teladvertiang may be heard withow

n witer than l.:.|’\,ul‘:-v'.$

1. but will this b

1
i America takes

THE ROTARIAN

But there's another thing worrying the television gen-
tlemen. It is custom. Newspapers are thought of pri-
marily oy media of current information; magazines pre-
sent information and entertainment; and the tendency is
to regard movics; the stage, and radio chiefly as sources
of entertainment.

When radio was in its infancy, educators hailed it as a
means of formal instruction; now many think of it as at-
tracting attention to education through good entertain-
ment.  You may not agree on that point, but, neverthe
less, isn't it probable that John Q. and Mary A. Public
will expect from television even more entertainment than
they do from radio? If they transform onc end of the
living-room into a stage and the rest of it into a family
auditorium, will they react kindly to the breaks in the
dramatic continuity of their entertainment that teladver-
tising would entail?

Aye, there's the rub, Cerminly the new evecar me.
dium will have tremendous psychological advantages
from multiple stimulation of the human sense organs.
It will undoubredly leave a deep impress upon the mem.
ory. It will have striking attention-getting advantages.
But will it succeed at the extremely difficult task of amud-
tancously holding both eye and ear attention? Finally,
will the public taste tolerate enough teladvertising to foot
the heavy television 12 1 pot, what then? Will tele-
vision fade
Will
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