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McCracken, Bruce, Production Trends in the

Utilization of Commercial Multi-Image Presentations

Produced in Dallas During the High Growth Years 1979-1981.

Master of Arts (Radio/Television/Film), May 1989, 58 pp.,

19 tables, bibliography, 7 titles.

This study was designed to determine the general

volume of multi-image production in Dallas County, Texas

from 1979 through 1981 as categorized by: the presentation,

number of projectors utilized, and by relevant aspects of

presentation with analysis of 85 respondents.

The questionnaire yielded 633 variables in the

computer analysis. The study revealed significant growth

in multi-image production with the 1981 total being more

than twice the 1979 total.

1988 consensus indicates that the multi-image use is

dictated by the business climate. Having been adopted

initially, it is retained by those who find it effective

and a suitable medium for larger screens.



CHAPTER 1

INTRODUCTION

Multi-image is an increasingly common communicative

tool in group situations, whether it be the boardroom,

classroom, trade fair, sales office, or convention hall.

Questions remain unanswered concerning the medium's

function in any of these settings. Is it a medium that

presents more conceptual information in less time, or a

novelty? Is it a marketing tool that circumvents the

audiences' sophistication and immunity to video, or a hyped

slide show? Does it activate the sales force with its near

subliminal emotional power to achieve success, or bombard

with visual regurgitation? Yes. It is a medium that

encompasses the potential of any of these, and frequently

does.

It is also an enigma with virtually no consensual

agreement regarding what it is, how it works, or its

advantages and/or shortcomings when compared with other

media. Despite this lack of agreement, there is no longer

any doubt concerning its growth in group communications. As

this study will illustrate, multi-image has been used more

often in more ways with the passage of time. It becomes

what the users want it to become. On a local level, this
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study sought to discover who uses it for what purposes in

what format for what audience in what setting.

In his 1980 study, Pandolfi stated:

with the growth of the multi-image concept there
has not been an in-depth and broad study to
determine the utilization and effectiveness of
multi-image production.1

While the Pandolfi study constitutes the bulk of the

empirical knowledge on this subject, it does not

differentiate categories by application. While no study

can be expected to accomplish this task, this study will

attempt to scratch the surface.

[A] Purpose of the Study

This study was designed to determine the general

volume and trends of multi-image production in Dallas

County, Texas from 1979 through 1981 as categorized by:

the purpose of the presentation, number of projectors

utilized, and by relevant aspects of its presentation.

The resulting trends will then be compared to the state of

the multi-image industry today. The respondents, in turn,

were grouped as an aggregate, as either independent or

in-house producers. The data were analyzed by the above

categories over a time period from 1979 through 1981.

The study focuses on multi-image presentations

produced for six communicative functions: (1) Direct
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Sales, for audiences involved in the potential purchase of

goods or services presented. (2) Indirect Sales, for

motivating audiences involved in the sales or marketing of

goods or services presented. (3) Intracorporate Communi-

cations, for use within the corporation or trade

association at managerial level or above. (4) Entertain-

ment, for recreational use within the corporation or trade

association. (5) Public Relations, produced for customer

service, publicity, or nonprofit intents. (6) Employee

Recruitment, Orientation and Training, for employees below

managerial levels concerning safety, benefits, duties, or

company policies.

This descriptive study measured production levels

and trends over a three year period: 1979, 1980, 1981.

The study examines the respondents regarding age, sex,

education, multi-image involvement, professional

organization affiliation, and other pertinent background

information. The employer's staff, subcontracting, slide

usage, multi-image income/budget, and other relevant data

were analyzed. The 1981 multi-image presentations will be

further analyzed for the amount of usage, location of

presentations, screen configurations, interfacing with

other media, and cost effectiveness intent.
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[B] Problem

The rapidity of technological advances in the state

of the art brought about a medium that was misunderstood

and often viewed as intimidating by the commercial

interests that could use it effectively. While

experiments and research into its educational/training

applications date back to the Second World War,2

multi-image utilization in commercial applications remains

unexplored to a large extent.

Pandolfi wrote that "there is a lack of comprehen-

sive and up to date research investigating the

utilization and effectiveness of multi-image production."3

In his computer and literature searches, the extensive

listings resulted in "45 studies dealing directly with

some aspect of multi-image production", of which "eight

studies...sought to provide descriptive information" and

only "four were survey studies".4

Burke state that "research in multi-imagery has been

limited in scope and complexity. Most studies are

attempts to prove the superiority of a multi-image program

over a similar slide-image program."5 Relevant studies

are further narrowed in that this study does not attempt

to measure effectiveness and that it excludes educational

institutions, dealing only with commercial utilization. Of
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the four Pandolfi listed, only one dealt with any aspects

of commercial utilization, that being Harkins (1978).

Pandolfi writes:

studies by Maguire (1977), Harkins (1978) and
Rowan (1978) were to some extent directed towards
determining how multi-image programs were being
used and who was using them. Except for the
Maguire (1977) study, none of the studies yielded
results which gave quantifiable data on
multi-image usage.6

The Maguire (1977) study dealt with the applications

of multi-image at the university level.

While there are many articles in trade magazines, my

investigation into previous research on commercial

multi-image application in the United States leads me to

concur with Pandolfi and Burke. After my ERIC and

abstract searches were completed along with examination of

the bibliographies in several books on multi-image, I came

to the conclusion that with the exception of the Pandolfi

(1980) study, no research has been done on the utilization

for categorized purposes by commercial interests of

multi-image presentations. There are writings in foreign

languages that were unexplored. This study will attempt

to answer the heretofore unasked questions regarding the

functions that multi-image serves as a medium of corporate

communications.
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[C] Scope and Limitations

This study was designed to determine the general

volume and trends of commercial multi-image production in

Dallas County, Texas. It is recognized that these

indicators are broadly based, and that only general

measures can be analyzed. The researcher recognizes that

the respondents are dealing with numbers from memory,

along with multiple categories and years, which can lead

one to expect inconsistencies with an instrument dealing

with 92 questions in each of the six categories beyond the

background data. However, it is felt that the respondents

are individually consistent in their inconsistencies. The

raw scores should be recognized as indicators relevant to

each other and that proportional comparisons should serve

the purpose of this study.

Owing to the significant work that is subcontracted

in the geographical survey area, this study made no

attempt to differentiate between any overlapping projects

that were worked on by multiple respondents. It was felt

that any attempt on the part of the researcher to obtain

detailed clientele lists from respondents to compensate

for overlapping would have jeopardized the respondents'

willingness to cooperate in the study. The study was

limited geographically to Dallas County, Texas.
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CHAPTER 2

REVIEW OF LITERATURE

Multi-image presentations, defined in this study as

an audiovisual medium consisting of two or more projectors

capable of two or more simultaneous images controlled by

a programmed audio track, are descended from ancient

prehistoric cave paintings. When applied to mechan-

ically transmitted visual communication, the beginnings

can be traced to the turn of the century when the first

recorded use of multi-image was Raoul Grimoin- Samson's

Cineorama display at the 1900 Paris Exposition which

utilized ten 70mm projectors and ten screens creating a

360 degrees horizontal environment.2 Some, however,

cite the planetarium in Munich, Germany and its educa-

tional applications in 1923 as the first use of multi-

image.3

The first recorded multi-image multi-media show

incorporating slides was Fred Waller's Vitarama for the

Eastman Kodak Pavilion at the New York World's Fair in

1939 which featured eleven projectors with two lenses each

controlled by a single synchronized sound film track and

pulsed optical track.4 Waller's Vitarama show, known as

the Kodak "Cavalcade of Color", used 2,000 slides with

8
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dissolves and was the first perfected multi-image

presentation.5

Waller went on to form the Vitarama Corporation

which produced seventy-six programs in a five screen

format for military gunnery training.6 After the war,

a road show was done for Life magazine in 1947 and the

first production for corporate use, Seagram's sales

meetings, was done in 1948.7

The technical state of the art remained dormant

until the mid-fifties when synchronizers were custom

built for special applications.8 The high fallibility

of these devices resulted in slowed development and

utilization until tape recorders and recording tape

technology became more advanced. 1964 brought the advent

of the Kodak Carousel 35mm slide projector, which

revolutionized the audiovisual industry.9 The first

programmer put into even limited production was The

Custom Electronic Programmer by Dukane in the mid-sixties

which used holes punched in tape to detect programming

changes. 10

The infant industry was helped immeasurably by the

multi-image presentations displayed for the public

beginning in the late fifties. The forum generally was a

World's Fair. Articles abound by enthralled authors who

visited multi-image presentations at the 1958 Brussels
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World's Fair, the Seattle World's Fair of 1962, the 1964

New York World's Fair, Montreal's Expo 67, Expo 70 in Osaka,

and Expo 74 in Spokane. The same is true for multi-image

increased appearances at art exhibits and concerts.

The first multi-speed dissolve control unit was the

Dynamic Dissolve Control by Spindler & Sauppe in 1969,

which they followed with programmed logic in 1970 with the

Media Mix Programmer. Solid state transistors and

increases in computer and digital technology brought about

programming systems with microprocessors and electronic

memory banks by the mid seventies.12 1974 marked the

beginnings of the Association for Multi-image, the first

trade association for the industry, which had grown to

3,000 members by 1980. 13 The technological advances in

multi-image hardware had provided a communicative tool

with many functional applications.

[A] Educational Research

Some of the educational multi-image research is

applicable to this study. Ingli's experiments with

college students found that multi-image was more effective

for cognitive retention than single images. However,

this is disputed by four other studies by Bollman,1 5

Atherton,16 Didcoct, 17 and Jodoin,18 who found no
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significant difference in cognitive retention between

single and multi-images. Gardner's study revealed that

school administrators felt that multi-image would be

helpful in public relations, with 90% of the respondents

answering in the affirmative. This latter study was

the only one of the above utilizing an adult population.

Maguire's 1975 survey of sixty-seven colleges and

universities indicates a surprisingly high level of

involvement in multi-image use and/or teaching of multi-

image as part of course study.20 Fifty-seven had access

to multi-image equipment. Twenty-nine offered full

semester courses or seminars devoted to multi-image, with

five more incorporating multi-image with other courses.

Thirty-three schools reported production of one to fifteen

presentations, with three producing over seventy-five

presentations. Forty respondents indicated that motion

pictures were interfaced with multi-image, while only

eight cited video interface. The survey indicated that

twenty-five of the institutions had special multi-image

projection facilities.

It should be pointed out that the data were

apparently relative to the respondents and not given in

relation to total production. It cannot be determined

from examination of the abstract how often another medium was

interfaced with multi-image, only that it had been at the
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respondent's institution. Further, it is not indicated

whether the production totals given are cumulative or an

annual average. The growth rate for any category is not

given.

One school not listed in Maguire's study of those

offering courses in multi-image production, The University

of Wisconsin, Madison, utilized multi-image in the Multi-

media Instructional Laboratory continuously since January

30, 1961.21 From 1961 through 1965 two hundred and

twenty presentations were completed, forty-nine in

progress, with future plans to produce an additional one

hundred forty-four.22 The presentations incorporated two

slide projectors (35mm), a TelePro projector, an opaque

projector, a video projector, an overhead projector, 16mm

film, and other aids. Each fifty minute program averaged

one hundred and twenty man hours of production time with an

average cost of $300.23

[B] Commercial Research

As previously stated, commercial multi-image research

is scant. It is interesting to note that media utilization

by commercial interests is extremely commonplace. Video,

while not the subject of this study, has found acceptance

in business and industry as a visual communicative tool. As
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a point of reference and comparison, Glassmeyer stated in

1979:

In 1973 internal television programming for
business and industry amounted to over 13,000
programs for a total of 3,500 hours--more than the
production of the three networks that year
combined. Although there are significant oppor-
tunities in other major institutional areas --
health care, higher education, and elementary-
secondary schools -- the money spent on internal
video in business and industry is estimated at
five times their combined total.

Over 90 percent of business and industrial
programming is produced internally. How is it
used? There are a wide variety of applications.
The primary ones, roughly in the order of their
importance, are (1) sales training, (2) specific
job training, (3) management communications, (4)
product information for sales personnel and
clients, (5) management training, and (6) employee
information.2 4

Harkins 1978 study on multi-image adoption drew 600

names at random form lists provide by the Association for

Multi-Image, Society for Technical Communication, and two

United Business Publication magazines (Audiovisual

Communications and Industrial Photography). The 42

question survey instrument was completed by 209 respondents

that made up his valid cases.2 5

He concluded that: (1) Expo 67 was a major factor in

adoption, (2) personal as opposed to organizational

characteristics have more influence regarding adoption, (3)

multi-image appealed to younger communicators, and (4)

multi-image use is most effected by association with an

observation of multi-image users and presentations.2 6
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Concerning his claim that Expo 67 was a major factor

in multi-image adoption, Harkins writes:

Analysis of the 209 responses to question 2
("For how many years has your regular work
assignment involved the use of multi-image?")
produced a mean of 3.641 and a standard deviation
of 4.272. These figures were used as the basis
for following Barnett's criterion to limit the
population to that which falls within three
standard deviations on either side of the mean.
For this reason, two cases with values higher than
17.088 were not plotted. Eighty-one cases
reported "0," and, thus, could not be plotted
either.2 7

While this "diffusion" curve generally exhibits the

properties of a 'typical' diffusion S-curve, it also has a

particularly interesting property. The curve exhibits an

atypical bulge... between the years 1967 and 1968 -- in

other words, immediately following Expo 67." 28 (See

figure 1)

Extensive analysis on my part of the Harkins

dissertation, revealed no data on this question beyond his

diffusion curve. Using interpolations based on 102mm

equaling 126 cases,29 his diffusion curve indicates that

an increase of roughly 173% (11 to 30) occurred between

1967 and 1968.30

The Harkins study does not concur with the Pandolfi

study done in early 1980 by mail that yielded 480 valid

cases drawn from the Association for Multi-Image mailing

list.31 Question eight on the survey asked "How many

years has your organization been involved with multi-image
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presentations?"3 2 The category "11 to 13 years" would

cover 1967 to 1969.33

As illustrated in figure 2, Pandolfi's raw data

revealed that 20 respondents had adopted by 1966 and that

total rose to 46 by 1969 or 130%.34 Interpolations of

Harkins" curve roughly shows a rise from 9 to 33 or 267%

during this same time.35 Using Pandolfi's commercial

respondents only, the rise was 100% from 13 to 26.36

Harkins' curve shows less than a 61% increase from 1969

until 1972.37 During this time frame, Pandolfi's study

shows an increase of 128% overall and a 127% increase for

commercial respondents.38 The increases are similar past

this point between the two studies. Using the total

adoptees as of 1975 (approximately 100 cases of Harkins),

33% had adopted by 1969 of Harkins3 9 and 22.1% for

Pandolfi's group of adoptees by 1975.40 The percentages,

respectively, of those who had adopted by 1972 were

53%4 and 50.48%.42

It is impossible to ascertain the Harkins' claim that

Expo 67 was a major factor in adoption owing to these

differences. It is possible that the bulk of Pandolfi's

respondents in the "ll to 13 years" category would have

selected 12 years if afforded that specific opportunity.

However, significant differences remain as the Harkins

study indicates a growth rate of half of Pandolfi's from



" Aovo o\0
0

o\
0NV

o\
0m

o\
0)
CN

40\0
0
H-

10N

0\0

0
H-

0
0

H

0\0
0

Cm

-- )

N

o\
0
co

0\0

N

17

0
0 H4H 9Z
E-4

0H

O zO

0E4

U2 H
O

k i
0

u

>|>

z H0

z

I

0
0

L__

L --

- - i ---- -- - mwlmm
-I

tl--
.GP

I I F



18

1969 to 1972. Pandolfi's sheds reasonable doubt on Harkins

claim for Expo 67's effect on adoption rates.

The overall conclusions of the Pandolfi (1980) study

were that both commercial and educational producers have

met the needs of clients. Multi-image was perceived as

effective in sales, changing attitudes, and simulating

environments.43 It was further indicated that

multi-image was not perceived as being more effective in

training applications over other mediums.4 4

Results that closely parallel this study will now be

included for reference. The data are for the commercial

groups only. 54.2% of the organizations had five or less

people involved in the production or usage of multi-image

presentations.45 70.3% of the organizations had annual

multi-image budgets under $100,00.4 6  83.2% of the

respondents were in management.4 71.3% were 39 years

old or younger.48 85.2% were male.49 73.9% had a

minimum of 4 years of college.50 Only 18.6% had helped

produced more than 60 multi-image presentations.51 49.5%

of the presentations were exclusively front projection.5 2

Of the presentations, 15% used 2 projectors, 32.4% used 12

or more, and 0.4% used 18.53 89.7% of the organizations

used only 35mm slides.54 59.4% produced 9 or fewer

presentations with only 11.3% producing 35 or more.5 5

The areas in which the organization's multi-image
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presentations were being used were as follows: Marketing

and Sales (48.5%), Meetings of all kinds (73.5%), Personnel

recruitment (27.9%), Public relations (65.4%), Training

company's employees (49.6%), Entertainment (40.8%), Point

of Purchase (15.4%), Education within an academic setting

(13.6%), Tourism (20.6%), Other (0.7%).56 The data are

based on the 278 respondents categorizing their organiza-

tion as a commercial user and/or producer57 less the

658 that did not answer this question.

The training applications were as follows: Orienta-

tion of new employees (46.7%), Training employees to do job

(42.4%), Employee motivation (57.1%), Customer training

(20%), Not involved with training in a commercial organiza-

tion (26.2%), Other (6.2%).59 This data is based on the

278 respondents categorizing their organization as a

commercial user and/or producer60 less 6561 that did

not answer this question.

31.6% of the commercial organizations produced

multi-image presentations In-house,62 with 34.8% being

produced by an outside organization and 33.6% answering

that the presentations are produced both ways.63 56.0%

of the firms were involved in multi-image 4 years or less

with 10.1% involved over 10 years.6 4

A study monitored church donations in which the

congregation was exposed to: no mass media, 16mm film only,
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or multi-image. In this study Reid noted that higher

donations were given by two of the three groups exposed to

multi-image.65

In Ziegler66 and Lepps67, two additional

education related studies involving students' cognition,

showed no significant differences between single and

multiple image presentations.

Similarly, two more studies, January68 and

Kreszoch69, showed no significant difference in attitude

changes between single and multi-image programs.

Borman70 studied high school students with no

significant differences noted in retention between single

and multi-images.

Connally found music and sound effects were not

effective in generating mood or retention in multi-image

programs.

The researcher feels that Dr. Ken Burke best sums up

the bulk of multi-image studies stating that "the bottom

line for all of this data is that multiple image is not

superior to single image (filmstrips, films, video) for

cognitive or affective response, except in some specific

cases. The meaning behind the bottom line is that most of

this research has not been conducted in a manner proper to

analyze well-designed contemporary multi-image."7 2
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[C] Summary

The turn of the century brought about the development

of a new visual medium that would eventually evolve into

what we know as multi-image. The refinement and adoption

of the medium was given its impetus via World's Fairs to a

large degree from its beginnings. The potential of

multi-image remained hampered by the technology available

until the mid sixties when affordable equipment with

increased reliability became available. Technology and the

medium itself have found acceptance increasingly since that

time. Academic research into the medium and its role in

corporate communications is scant with little concurrence

between researchers concerning its advantages/disadvantages

in comparison to others mediums. Little doubt remains

concerning the growth of multi-image in general.
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CHAPTER 3

METHODOLOGY

[A] Population

The survey population for this study consisted of

the commercial firms represented by individuals listed in

the following professional organizations' membership

and/or mailing lists (total number of listings is give in

parenthesis): National Audiovisual Association (17),

Association For Multi-Image (274), International Tele-

vision Association (298), and International Association of

Business Communicators (271). Additionally, the Top Ten

Advertising agencies, based on total billings, from the

Dallas Advertising League and 51 listing from the South-

western Bell Commercial Yellow Pages (Dallas, November

1981) category of Audio Visual Production Services were

added.

A log was kept on each firm to check the status of

the listings and to cull duplications. The 921 listings

yielded 260 different prospects; 661 duplications were

eliminated. This surprisingly high number of duplications

was the result of several entries of the same person in

the same directory, many firms having more than one person

26
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listed in a given directory, and individuals listed in more

than one directory.

The selection of the professional organizations was

based on the criteria that these organizations had a

membership that utilized electronic media in a business

setting, whether as an independent or as an in-house

producer. The Yellow Pages and Top Ten Advertising lists

were included to balance the population and increase the

same, so as to gain an increase in the independent producer

prospect population to closer resemble the proportion of

the Pandolfi study.

The two studies concerning multi-image that were

relevant to this study, Harkins and Pandolfi , were both

nation wide mail out surveys (the Pandolfi study included

Mexico, Canada, and Puerto Rico). Only the latter gave a

breakdown of the survey population. The Pandolfi study

yielded 480 completed questionnaires of which 278 were

"Commercial", which he defined as, "producing or using

multi-image presentations in a profit making organization

and would include, for example, multi-image activities in

business and industry, entertainment, travel, tourism, etc.

The presentations could be produced either in-house or on

contract." Of these, 200 (71.9%) were Commercial

Producers, 72 (25.9%) were Commercial Users, and 6 (2.2%)

classified themselves as both.2
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[B] Sample Selection

The 260 prospects constituted a population that would

be manageable. It was therefore decided that all of the

prospects would be surveyed as opposed to a random sample.

Within the scope and limitations of this study, it

was felt that operationalizing it could best be accom-

plished by personal interviews, having only to deal with a

relatively small geographical survey area, Dallas County,

Texas.

The time on the part of the researcher would be a

small price to pay for an increased return rate, closer

quality control, and avoiding the pitfalls of various

semantic interpretations.

[C] Instrumentation

The researcher developed survey instrument (Appendix

A) was designed to yield the results desired in a thirty

minute interview. It featured ten major areas:

1. Qualification.

2. Background information on respondent.

3. Background information if independent producer.

4. Background information if in-house producer.

5. Direct Sales presentations.
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6. Indirect Sales presentations.

7. Entertainment presentations.

8. Intracorporate communications presentations.

9. Public relations presentations.

10. Employee recruitment, orientation, and training

presentations.

Section one dealt with the qualifications of the

prospects to insure that they were engaged in multi-image

production, that the firm was located in Dallas County,

Texas, and that it was a profit making concern. It also

classified the respondents' organizations as independent

producers or in-house producers. An additional choice of

free lance was afforded, however, there were no respondents

choosing it (though there are some independent producers

with only one employee). The operationalization eliminated

reference to those engage in presentation to insure that

only locally produced shows were included.

Section 2 dealt with the respondent's age, educa-

tional level, organization memberships, sex, management

status, and multi-image involvement.

Section 3 and 4 requested data on slide usage,

budgets, staff,subcontracting, years involved, company's

business, and (for independent producers) gross income.

Sections 5 through 10 inquired on how many presenta-

tions were done in 1979, 1980, 1981 and how many projectors
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were used in each. Further, for 1981 only, question on

interfacing with other media, screen configuration,

location of presentation, number of times shown, and cost

effectiveness intent were made.

With the exception of slide usage and the number of

times shown, all questions elicit exact answers as opposed

to category blocks.

[D] General Data Collection Procedure

The prospects were contacted by telephone and

screened. 172 prospects were eliminated as either not

engaged in multi-image production, not representing a

commercial firm, or being outside of the geographical

survey area. A letter of introduction was mailed out to

the respondents, or delivered at the time of the interview

if the appointment was imminent. In some cases the

interview was conducted over the telephone at the time of

the screening at the respondent's request, in which case no

letter of introduction was utilized.

In some instances, multi- image production was

decentralized and various people had to be contacted to

complete the questionnaire. For example, one person might

be appropriate for training presentations, another sales,

etc. Only one respondent would represent the organization
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in the respondent's section. In one instance, two

different firms were represented by one respondent and only

one background section utilized. In this case, both firms

fell into the same business classification.

The interviews were conducted between February 26,

1982 through June 4, 1982. It had been previously

determined that a quota of 50 completed questionnaires be

established, with 30 as the minimum acceptable. The study

yielded 85 completed questionnaires from those engaged in

multi-image production and an additional three that

transferred multi-image presentations to video tape format.

The 85 respondents constituted a 100% completion rate.

[E] Data Analysis

The 85 multi-image production cases were segregated

for analysis into the three appropriate categories: overall,

in-house or independent producer, and into the one of the

thirteen business classifications.

The business classification was determined by

response to an open ended question concerning the organiza-

tions goods and/or services offered for in-house producers.

The business classification for independent producers was

determined by the product or service that constituted

plurality of their gross income.
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The business classifications were: multi-image

producer, slide/audio visual, film/video, computer

graphics, advertising agency, petroleum, publishing,

retail, building, high technology, insurance, financial,

and utilities.

The three cases engaged in multi-image transfer to

video tape, but not multi-image as such, were analyzed

separately and excluded from the previous categories.

A frequency analysis was performed on questions

except job title and those in the qualification section.

The multi-image income and gross income was analyzed on

the 66 cases that answered these question. The three

multi-image transfer to video tape cases were further

excluded on questions irrelevant to their category such as

screen configuration, number of times and location

presented, slide usage, media interface, etc.

These responses were tabulated so that the number

and percentage of responses from each group was given for

each question.

Summary

The population for this study consisted of

commercial organizations engaged in multi-image production

drawn from listings oriented to those utilizing electronic
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media. The 260 different firms were all screened yielding

85 cases engaged in multi--image production and an addi-

tional three that transferred multi-image presentations to

video tape within scope and limitations of the study.

All interviews were conducted in person with the

exception of those done over the telephone at the respon-

dent's request. The questionnaire featured 10 section

consisting of qualification, background information on

respondent and firm, and multi-image presentations produced

for six communicative functions.

The cases were each analyzed in three different

categories based on their business classification so that

the number and percentage of response from each group was

given.
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1 Ralph Pandolfi, "An Analysis and Synthesis of the

Utilization and Effectiveness of Multi-Image Production as

Reported by Multi-Image Commercial and Non-Commercial

Producers and Users," diss. Temple University 1980, 102.
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CHAPTER 4

RESULTS

This study was designed to determine the general

volume and trends of multi-image production by commercial

organizations in Dallas County, Texas from 1979 through

1981. The questionnaire yielded 633 variables in the

computer (SPSS) analysis. Further, the cases were

grouped into sixteen categories of producers and separate

classifi- cation for multi-image transfer to video tape.

Addition- ally, these variables, in some instances, were

tested against each other for growth rates, trends, and

changes in configuration in the number of projectors

utilized in each presentation. The researcher deemed it

reasonable that only the most relevant data be presented.

The study revealed significant growth in multi-

image production with the 1981 total being more than

twice the 1979 total. A total of 798 multi-image present-

ations were produced in 1979, 1,150 in 1980, and 1,672 in

1981. The growth rates, expressed in percent of increase,

for the six communicative purposes, were: (rate of 1979-

1980 increase, 1980-1981 increase) Direct Sales (59.8%,

58.4%); Indirect Sales (46.6%), 41.6%); Entertainment

(51.1%, 53.5%); Intracorporate Communications (28.4%,

35
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35.9%); Public Relations (29.5%, 12.7%); Training (40.4%,

55.5%) (See figure 3).

The six communicative purposes in the combined years

made up the following percentages of total multi-image

productions: Direct Sales (27.5%); Indirect Sales (28.0%);

Entertainment (6.3%); Intracorporate Communications

(18.8%); Public Relations (6.2%); Training (13.2%) (See

figure 4).

The number of projectors utilized changed in the

measured years with a decrease in the percentage of total

shows using two projectors; 47.1% in 1979, 38.5% in 1980,

and 35.4% in 1981. There was an increase in the percentage

of total shows using twelve or more projectors; 10.0% in

1979, 15.6% in 1980, and 19.3% in 1981. Specifically, the

most significant increase was in eighteen projector shows;

1.6% in 1979, 4.9% in 1980, and 8.9% in 1981 (See figure

5). There were no ascertainable trends regarding the

number projectors utilized overall in the measured years

beyond these noted above.

With one exception, the same holds true for the six

communicative purposes, a decrease in percentage of shows

using two projectors and an increase in the percentage of

shows using twelve or more projectors. The two projectors

shows as a percentage of shows (1979, 1980, 1981): Direct

Sales (42.8%, 33.9%, 29.9%); Indirect Sales (35.9%, 27.2%,
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24.4%); Entertainment (17.0%, 22.5%, 23.9%); Intracorporate

Communications (56.8%, 53.5%, 51.5%); Public Relations

(47.5%, 36.7%, 34.8%); Training (76.9%, 60.3%, 54.6%). The

twelve or more projector shows as a percentage of shows

(1979, 1980, 1981): Direct Sales (10.8%, 12.2%, 18.2%);

Indirect Sales (17.9%, 29.9%, 31.3%); Entertainment (29.7%,

18.3%, 17.4%); Intracorporate Communications (5.3%, 7.1%,

8.1%); Public Relations (1.6%, 6.4%, 7.8%); Training (

1.0%, 5.9%, 17.1%) (See figure 6). It is notable that the

Entertainment category is inverse to the others in both

respects. Despite this it can be concluded that there were

not only more shows each year but that the shows involved

more projectors proportionately.

The study yielded 1981 data related to the production

and presentation of the shows. 46.8% of the work was given

out to subcontractors, with the breakdown as follows:

concept, 11.9%; scripting, 36.4%; art work, 42.9%;

graphics, 40.9%; audio, 50.0%; equipment, 44.4%; animated

special effects, 49.1%; photography, 38.4%; post production

lab work, 80.6%; programming, 44.0%; talent (narration,

actors, etc.), 75.8% and presentation, 46.9% (See figure 7).

58.9% of the shows were front projected, 35.9% rear

projected, and 5.2% both front and rear projected. 38.7%

of the shows were projected onto a square screen, 59.0%

onto a rectangular screen, 2.2% onto both types of screens,
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41Breakdown Of The Subcontracted Work
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and 0.1% onto another type of screen configuration (See

figures 8 and 9).

The study yielded the following in regards to

interface with other forms of media: film, 6.2%, video,

1.6%; film and video, 1.1%; and live talent, 2.6% (See

figure 10).

The percentage of multi-image only shows presented at

categorized sites is as follows (percentage exceeds 100%

cumulative as some were shown at more than one of the

sites) 42.0% at the user's business; 18.8% at the user's

client's business; and 57.3% at another site (See figure

11).

Other data related to the shows are noteworthy. 31.0%

of the shows were shown once, 23.9% were shown two to five

times, and 45.1% were used six or more times (See figure

12). 64.7% of the shows were intended to be cost effective

(generating enough revenues directly or indirectly to pay

for themselves). 95.3% of the slides used were 35 mm.

59.3% of the slides were used once, 24.4% were used two to

five times, and 13.6% were used six or more times (See

figure 13).

The six communicative functions of shows broke down

as follows (user's business, client's business, other

site): Direct Sales (46.2%, 27.3%, 54.8%); Indirect Sales

(27.6%, 20.1%, 67.0%); Entertainment (19.3%, 6.4%, 93.6%);
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Intracorporate Communications (56.8%, 6.2%, 45,4%); Public

Relations (40.4%, 24.7%, 50.6%) and Training (56.8%, 6.2%,

45.4%) (See figure 14). The number of times shown was as

follows (once, two to five times, six or more times):

Direct Sales (16.5%, 26.3%, 57.2%); Indirect Sales (34.6%,

22.2%, 43.2%); Entertainment (50.5%, 19.3%, 30.3%); Intra-

corporate Communications (46.1%, 24.6%, 29.7%); Public

Relations (14.6%, 38.2%, 47.2%); Training (33.0%, 18.1%,

48.9%) (See figure 15). The percentage of shows intended

to be cost effective were as follows: Direct Sales, 82.7%;

Indirect Sales, 70.4%; Entertainment, 20.2%; Intracorporate

Communications, 54.6%; Public Relations, 66.3%; Training,

48.0%.

The information on the respondents and their

companies was also collected. The number of years that

the respondents were involved in multi-image ranged from

one to twenty-five with the mean at 8.06. Only 13.1%

were in management. 75% of the respondents were male.

They ranged from age 20 to age 69 with a mean of 35.32

years. The educational level was 11 to 18 with the mean

being 15.82, 76.2% had at least a four year degree. The

number of shows personally worked on ranged from 0 (3

respondents) to over 1,000 (3 respondents) with a mean of

117.12 (which is inaccurate as the high three were

limited to "999" in the computer analysis).
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The number of years that the firms were involved in

multi-image production yields some very interesting

results. The range was from 1 to 30 years, with a mean

6.69 years. 69% of the firms had been involved 7 years or

less, 36% 3 years or less, and 26% two years or less.

The data on multi-image budget/income is based on the

70 respondents willing to disclose this information. The

budget/income ranged from zero to three million dollars

with a mean of $171,042.75. Only four cases exceeded

$400,000. The amounts for these four were $960,000;

$1,250,000; $1,300,000; and $3,000,000. 62.9% reported

$70,000 or less. This data is for 1981.

The 46 independent producers that were treated

separately from the in-house units will now be presented.

The respondents were asked what the percentage was of their

clients in five categories: advertising agencies, corpora-

tions, other multiimage producers, non profit organiza-

tions, and governmental agencies.

Advertising agencies comprised of 10.9% of the

clients with a range from zero to 60%. 47.8% had no

advertising agency work.

. Corporations made 68.7% of the clients with a range

from zero to 100%. Only 17% derived less than 50% of their

clients from corporations. Only one case had no corporate

clients and 17% listed corporations as 100% of their clientele.
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Other multi-image producers made up 10.7% of the

clients with a range from zero to 75%. 50% had no other

multi-image producers as clients, with only 6.5% having

them make up 50% or more of their clientele.

Non profit organizations made up 8.1% of the

clientele with a range from zero to 100%. One case

derived 100% of their work from non profit organizations,

three 50% and the remainder a third or less.

Government made up 1.5% with a range from zero to

33%. 84.8% had no governmental clients (See figure 16).

Staff growth over the measured years was notable.

There were 175 people on staff in 1979, 197 in 1980, and

259 in 1981 (See figure 17). The range was from zero to

30 in 1979, and from 0 to 35 in 1980 and 1981. The mean

was 3.80 in 1979, 4.28 in 1980, 5.63 in 1981.

Comparison between the independent and in-house

producers can also be made. The growth rates for

production from 1979 to 1980 were, respectfully, 54.5% and

17.7%, 1980 to 1981 were 45.5% and 45.1%. The independent

and in-house growth rates, expressed in percent of

increase, for the six communicative purposes are as

follows (1979-1980;1980-1981): Direct Sales (62.4%, 38.1%;

55.9%, 82.8%); Indirect Sales(61.1%, 33.7%; 44.8%, 33.7%);

Entertainment (48.8%, 75.0%; 51.6%, 71.4%); Intracorporate

Communications (41.2%, 3.2%; 44.4%, 12.5%%); Public
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Relations (22.8%, 125.0%; 18.6%, minus 33.3%); Training

(75.0%, 69.4%; 32.1%, 87.1%) (See figure 18).

The six communicative purposes in the combined years

made up the following percentages of total multi-image

presentations productions: Direct Sales (32.5%, 11.7%);

Indirect Sales (26.0%, 34.3%); Entertainment (7.4%, 2.6%);

Intracorporate Communications (17.5%, 22.6%); Public Rela-

tions (7.7%, 2.2%); Training (8.9%, 26.7%) (See figure 19).

It can be concluded that there was tremendous growth

in multi-image production in Dallas County, Texas from

1979 to 1981. This growth was noted in the number of

productions, number of years firms were involved in

multi-image, number of years that the respondents were

involved in multi-image, and staff growth. It can also be

concluded that not only were there more productions in

each succeeding year, but that the productions involved an

increasing proportion using twelve or more projectors at

the expense of two projectors shows.

With the exception of breakdown into the six

communicative functions for growth rate and overall 1979

through 1980 growth rate, little difference existed in the

noted trends between independent and in-house producers.

The sub file breakdown was deleted as the number of cases

was too small to establish any trends or comparisons with

any reliability.
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CHAPTER 5

CONCLUSIONS AND RECOMMENDATIONS

FOR FUTURE STUDY

The study depicted trend of extreme growth in

production with a higher proportion of the production going

to shows that used more projectors. The growth rate in

production was augmented by similar growth in areas of

personal involvement, corporate involvement, staff size,

and other indicators. The trends were very similar for

both the independent and in-house producers. The study

revealed that there was very little interfacing with other

mediums, little use of the medium at a client's business,

with its power being directed towards the marketing and

sales aspect of corporate communicating. Little difference

was noted in the amount of subcontracting between the

independent and in-house producers. It was also noted that

expenditure of income was either small or large with very

little in between.

The study answered many questions, but also posed

some. Was this tremendous growth only the beginning of the

adoption of a corporate communicative tool? Or, merely a

trendy fad that caught businesses jumping on the band wagon

for a short term ride? What would be the results today of
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the study? Has the corporate world refined the medium to

the point of understanding its strengths and weaknesses as

a communicative tool in specific applications and configu-

rations? To what extent does the economic climate impact

corporate media use and adoption?

The researcher, having been extensively involved in

live media presentations since before the study, has

observed that the application of multi-image to motivate

sales personnel or sell a product is still a common tool of

industry, but the role of multi-image is much more

defined. The larger productions, typically 18 projector

present- ations, are utilized when there is a large

promotional budget and/or audience with high revenue

potential regarding the subject being presented. In this

application, these shows are truly a part of multi-media as

they are frequently interfaced and integrated with high

power/ quality sound and lighting systems, video, live

talent, and massive staging.

The inherent advantage of film over video in

resolution also makes multi-image a more attractive medium

for presentations to large audiences in that larger screens

can be utilized without the drop in quality that large

screens yield with video. Additionally the cost of high

quality video projectors for larger screens is prohibitive

in many instances.
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Conversations on the changes in the industry have

been held with some people in the industry: Dr. Ken Burke,

researcher and President elect of AMI; Mike Drago,

President of Drago Communications and President of the

Dallas Chapter of AMI in 1981; Jack Hollingsworth of

Grayson-Hollingsworth and current president of the Dallas

Chapter of AMI; Sam Stalos, Editor of AV Video; Reinhardt

Ziegler, researcher. The consensus is that multi-image is

used where individual firms have found it effective as the

newness and trendiness has worn off. Furthermore, there

seems to have been an increase in smaller shows and a

decrease in larger shows, with the overall number of

productions at the same level as in 1981.

Economic changes in the local market have created a

vastly different set of circumstances. While there were

274 listings in 1982 of A.M.I. Dallas members, Jack

Hollings- worth says that there are now "about ninety".

The reduced current A.M.I. membership and stable production

levels indicate that multi-image has been tried and that

the individual corporations finding it effective for their

needs use it while other initial adoptees have abandoned

the multi-image. Many of the major independent multi-image

producers in 1981 are out of business, while significant

in-house units have faced massive budget reductions. The

local economy's downturn has had a tremendous impact on
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multi-image. Media budgets are down.

It is speculated that the growth of commercial

multi-image production was dictated by the business

environment. The late seventies saw corporate media use

increase with improved technology in an economy that

fostered expansion through the early eighties. Fueled by a

friendly, expansive business climate, multi-image use

peaked during the study period at a time when money and

attitudes were conducive to an innovative fresh medium.

The impact of the economic downturn of the eighties,

most acute in Texas, is evident. The business climate and

funding changed resulting in a repressed condition for

corporate media. The down turn of the business cycle led

to decreased media budgets and reduced production levels

for multi-image. Business was forced to become leaner and

the tightening of corporate budgets negatively affected

multi-image. It may be concluded in retrospect that the

depressed condition of the business climate has dictated

the reduction of multi-image use at this time, rather than

any lack of success with multi-image as a corporate

communicative tool.

Even given the cyclical nature of economics,

multi-image has found its niche as a corporate communica-

tive tool. With its inherent advantages as a film medium,

multi-image is more suitable for large screen projection
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than video which is more costly to project and has reduced

large screens quality. Large screens are required for

large audiences and preferred in high dollar marketing

efforts. These factors are major reasons for multi-image's

continued role in corporate communications, even in times

of corporate cut-backs.
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