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Simultaneous Media Experience

and Synesthesia

The findings demonstrate that simultaneous media usage is a fact, undermining

typical media measurements done in isolated environments that neglect the everyday

patterns of media users. More importantly, the simultaneous media experience points

to the concept of synesthesia as an experiential integrator of differing sensory fields.

The experience of simultaneous media foreground/background relationship needs to

be incorporated into the media planning and allocation mix if we are to actually

address the consumers’ media experience with multitasking.

INTRODUCTION

THE PRESENT RESEARCH STUDY of over 14,847 re-
spondents was conducted in May 2005. It is num-
ber VI in BlGresearch’s biannual research program.
It is based on an initial May 2002 BlGresearch
online pilot study of 1,883 participants. That pilot
was followed by a fully executed investigation
into simultaneous media usage and its effects
with 7,800 respondents conducted in August 2002
and 12,322 respondents in March 2003. Also in-
cluded in this study are the findings of SIMM I
in February 2003, SIMM HI in October 2003,
SIMM IV in June 2004, and STIMM V in December
2004.

RATIONALE

Media technologies, even as early as print media
but exponentially more so with the newer tech-
nologies, have begun to break down Euclidean
space. In reading about world events, we are aware
of such events in a significant fashion. We know
what they mean, and we understand them from
the perspectives of others and are capable of fill-
ing either imaginatively or by memory the empty
signs. [t is our body positionality, our imagina-
tions, memaries—indeed our harizons—that offer
perceptual content. With radio our perceptual pres-
ence thickens; we hear one’s laughter and—
synesthetically—hear her smile and her expressive

face.
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If we extend the lechudcal media toward filim,
the perceptual presence of the other thickens even
more. More importaatly, in il 1 am bodily lo-
cated as “here” in contrast to another’s visible
body “there.” Indeed, the film medium allows me
to see events, vistas, facades of buildings from
his/her perspective. [ can fill in his/her body
position and hence see the way he/she sees. [n
addition, the others who confront him/her also
offer positions, each representing, positioning,
and differentiating trom one another. 1 can attune
Fo their bady performances and can enter the
concrete vectors of their gesture, extended and
varied by speech. T can see the angry, pensive,
cold expressions across their faces and hear
these expressions in their voices and total body
comportments.

I'he new communication technologies consti-
tute a recoupling process that transforms a read-
ing culture into an audiovisual kinetic culture. In
essence, the interplay of images, sounds, and graph-
ics become central to a cultural system of self-
reproduction. The new communication technologies
transform modern three-dimensional space and
sequential time, space of locations and distances,
into presences without distances; into “take-for-
granted’s” with which we interact right at home.”
Multiple perspectives fuse inextricable with our
own. The space of concentrated metropolitan places

of business and commerce, of trade and transpor-
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tation, is dispersed and yet made more
accessible. The times are at an instant
from everywhere Space. time, and motion
fave assumed radical transformation.

One of the by-products of this radical
transformation is a fragmented media en-
vironment characterized by an exploding
number of media alternatives vying for
people’s time. Unfortunately, people still
have only 24 hours in a day, creating a
need to simultaneously use various me-
dia forms to keep pace with events around
them. As we know, people often talk on
the cell phone while listening to the radio
or viewing TV. Therefore, simultancous
media usage and multitasking are not new
to society. but they appear to be new to
media researchers and planners.

The growth of simultaneous media usage
should have a direct impact on the allo-
cation of advertiser’s media dollars. Si-

multaneous media usage suggest that (a)

one media becomes background or (b)
both pass one through the other or (c)
there is dissonance. Each option creates a
different metric of receptivity to program-
ming and advertising, requiring media
allocation to be thought through based on

some of the following issues:

« Which media create oplinm] synacsthe-
sia experience?

e Which media have the most influ-
ence in simultaneous use on concrete
behavior?

¢ Which media command attention dur-

ing simultaneous usage?

BACKGROUND ON THE MEDIA
CONSUMPTION MODEL

A detailed research model was presented
at the 2004 ESOMAR/ ARF Worldwide Au-
dience Measure (WAM) Conference and

subsequently published in Excellence in

International Researcl 2005. Based on a data-
base of 60,000 respondents, BlGresearch
presented its major applied research find-
ings and model for media planning at the
Advertising Research Foundation (ARF)
Conference, April 2005. Recently, BiGre-
search demonstrated how it could popu-
late the 2004 model (ESOMAR/ARF WAM
2004) at the WAM June 2005 conference in
Montreal (see Figure 1).

Al the 2004 ESOMAR WAM Confer-
ence, Schultz and Pilotta (2005) hypoth-
esized that substantial changes had recently
occurred in the advertising landscape and
that a new model of how media advertis-
ing “works” was needed.

They posited that media advertising im-
pact could likely be explained by measur-
ing audience media consumption rather
than through the traditional advertising
message distribution model. Their ap-

proach was based on three core issues:

What other types of media are relevant to
Wal-Mart grocery shoppers?
Identify consumer group Which media do consumers : $\e,1d|%—Format
you want to reach—or see— say influence their x —_— ° Ne—\;/‘s rgg;ami /National
motivate—e.g., Wal-Mart purchase paper—Local/iatona .
1st choice for Groceries . « Internet—Websites, ISP search engines
€.g., groceries « New Media—IM, Blogs
« Picture phone
o Etc.
Media by day part most ]
Media in | effective for getting their
Simultaneous Use message through the Media's most influential on purchases of
« Online SIMM usage. groceries and what are the multitasking activity.
« TV Day-part Home, Work
« Magazine S Activity  School, Library
» Newspaper 6 AM=10 AM
* gggﬁ)t mail 10 am-Noon
« EtG. Noon-4:30 pm
7:30 Pm-11 PM
11 pm=1 AM
1 : O 1 AM—6 AM
BiGtesearch
©, BlGresearch
L _

Figure 1 Flow Chart from Media Planning—Presented at ARF 2005.
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tation, is dispersed and vet made more
accessible. The times are at an instant
from every\A/hm‘P Space. time, and motion
have assumed radical transformation.

One of the by-products of this radical
transformation is a fragmented media en-
vironment characterized by an exploding
number of media alternatives vying for
pCOple’s time. Unfortunately, peoplc still
have only 24 hours in a day, creating a
need to simultaneously use various me-
dia forms to keep pace with events around
them. As we know, people often talk on
the cell phone while listening to the radio
or viewing TV. Therefore, simultancous
media usage and multitasking are not new
to society. but they appear to be new to
media researchers and planners.

The growth of simultaneous media usage
should have a direct impact on the allo-

cation of advertiser’s media dollars. Si-

multancous media usage suggest that (a)

the will of the advertiser. Furthe

one media becomes background or (b)
both pass one through the other or (c)
there is dissonance. Each option creates a
different metric of receptivity to program-
ming and advertising, requiring media
allocation to be thought through based on

some of the following issues:

» Whidchi media create optinm] synacsthe-
sia experience?

e Which media have the most influ-
ence in simultaneous use on concrete
behavior?

¢ Which media command attention dur-

ing simultancous usa ae?

BACKGROUND ON THE MEDIA
CONSUMPTION MODEL

A detailed rescarch model was presented
at the 2004 ESOMAR / ARF Worldwide Au-
dience Measure (WAM) Conference and

subsequently published in Excellence in
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International Rescarcl 2005. Based on a data-
base of 60,000 respondents, BlGresearch
presented its major applied research find-
ings and model for media planning at the
Advertising Research Foundation (ARF)
Conference, April 2005. Recently, BlGre-
search demonstrated how it could popu-
late the 2004 model (ESOMAR/ARF WAM
2004) at the WAM June 2005 conference in
Montreal (see Figure 1).

Al the 2004 ESOMAR WAM Confer-
ence, Schultz and Pilotta (2005) hypoth-
esized that substantial changes had recently
occurred in the advertising landscape and
that a new model of how media advertis-
ing “works” was needed.

They posited that media advertising im-
pact could likely be explained by measur-
ing audience media consumption rather
than through the traditional advertising
message distribution model. Their ap-

proach was based on three core issues:

R RARRS La AT T T e
SAN 20 233233600033010) INEHAOE e

tion, has found widespread consumer
simultaneous media usage, usually in the
range of 40 to 65 percent, depending on
the specific media combinations. Thus,
simultaneous media usage/consumption
occurs fairly often in today’s marketplace.

This evidence of simultaneous media con-

tive concepts raise major questions about
traditional advertising research techniques
using consumer questionnaires about prod-
ucts, services, and advertising. All these
techniques assume consumer knowledge
is stored in conscious memory (Zaltman,

2003), which is likely incorrect. Tradi-

In the SIMM studies, consumers also re-
port when and what media forms are
used simultaneously and in what combi
nation, ie., when television and online
were used together, and which media have
most impact on purchase decisions by

merchandise category.
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[. the advertising industry’s reliance on
derived assumptions of how media ad-
vertising “works” rather than on prov-
able measures

. their marketplace observations of avail-

(o]

able new data sources and measure-
ment techniques

3. the advertising industry’s reliance on
outbound, t.'fﬁn,lency—oricnted message
distribution systems to define advertis-

ing impacts and effects

All, they suggested need to be rethought.

THREE CRITICAL CHANGES DRIVE
MEDIA ADVERTISING UNDERSTANDING
Simultaneous media consumption
Advertisers have always known consum-
ers multitask with media, ie., flipping
through a newspaper while in front of the
TV, listening to the radio while thumbing
through a magazine, and so on. Yet, these
consumer media behaviors have received
littlhe advertiser or researcher attention
because the historic focus has been on
distributing media advertising, not on
understanding its impacts or effects.
Starting in 2003, BlGresearch began
studying simultaneous media consump-
tion (SIMM Studies). Data came from
consumer-reported, online-gathered re-
search about consumer media usage along
with consumer-reported purchase prefer-
ences and behaviors. Conducted twice
yearly, each time with a statistically pro-
jectable national consumer base, the re-
search is delineated on the basis of the 14
age/sex cells found in the 2000 U.S. Cen-
sus. The research, now in its sixth itera-
tion, has found widespread consumer
simultaneous media usage, usually in the
range ot 40 to 65 percent, depending on
the specific media combinations. Thus,
simultaneous media usage/consumption
vccurs fairly often in today’s marketplace.

This evidence of simultaneous media con-
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Advertisers have always known consumers multitask with

media ... Yet, these consumer media behaviors have

received little advertiser or researcher attention be-

cause the historic focus has been on distributing media

advertising, not on understanding its impacts or effects.

sumption is likely to change many of the
traditional rules of media analysis that

have been in place for years.

A cognitive model of consumer behavior
Great strides have been made in under-
standing how the human brain “works.”
Using neural network research, brain scans,
and magnetic resonance imaging, research-
ers have developed new understandings
OE consumer inforr’nntion PrOCCSG‘H\g. NO\V
commonly referred to as “cognitive psy-
chology” (Zaltman, 2003), these findings
Chall(gnge traditional behaviorist views.
Rather than the behaviorist “tcaching
and tearning” model (Colley, 1961; Lavidge
and Steiner, 1961), cognitive psycholo-
gists suggest advertising information
is acquired continuously from multiple
sources, stored often subconsciously in
the brain, and then assessed and assem-
bled on demand by the individual.
Clearly, today consumers arc active me-
dia seekers, choosing what torms of me-
dia they prefer, when, and how often.
They are not passive receivers who can be
moved through some type of hierarchy at
the will of the advertiser. Further, cogni-
tive concepts raise major questions about
traditional advertising research techniques
using consumer questionnaires about prod-
ucts, services, and advertising. All these
techniques assume consumer knowledge
is stored in conscious memory (Zaltman,

2003), which is likely incorrect. Tradi-

tional media advertising research there-
fore may not provide very accurate
methods of explaining how media adver-
tising exposures actually “work” or how

media itself is consumed.

Synergy

Our discussion of synesthesis will am-
plify our previous discussion on the issue
(Schultz and Pilotta, 2005).

l. The Study: Ooverviere. The model is
based on the media consumer, not the
media advertiser. The audience deter-
mines media exposure, not the media de-
livery system. The consumer sclects the

and use.

media form(s) they will access
They determine the amount of time they
will spend. Thus, consumers detine the
number of advertising messages to which
they will be exposed, not the advertiser,
no matter how much money he or she
spends or how pervasive the messages
might be.

SIMM  studies provide consumer-
reported cstimates of experiential - time
spent (not clock time) with each of 32
separate media forms. Media exposure by
media form and individual provide the
base for the media consumption model.
In the SIMM studies, consumers also re-
port when and what media forms are
used simultaneously and in wliat combi
nation, e, when television and online
were used together, and which media have
most impact on purchase decisions by

merchandise category.

March 2005 JOURMAL OF AOUCATISING RESEARCH 21




r————r

SIMULTANEOUS MEDIA EXPERIENCE AND SYNESTHESIA

When media advertising forms are
used simultaneously, one is generally
dominant, i.e., the person is watching
television, but also flipping through a
magazine. We have termed these media
exposures “foreground” (dominant) and
“packground” (secondary). Importantly,
consumers cait shift their focus from one
medium to the other and then back in an
instant. This ability to shift from one me-
dia form to another raises the question of
whether each medium processed sequen-
tially or in paral]el (Bluedorn et al., 1992).

Clearly, not all consumers process infor-
mation of access or use media in the same
way (Blumler, 1979; Buchholz and Smith,
1991). Thus, there likely is no “mass me-
dia audience” per se. There are simply
large numbers of people doing many of
the same general things, perhaps at the
same time, but in radically different ways.
Therefore, media distribution maodels can-
not likely explain how media advertising
“works,” particularly in a simultaneous
media usage environment. Thus we argue
the media form the consumer selects pro-
vides a better explanation.

In the process of media consumption
and the attendant advertising being deliv-
ered through those media, the audience is
impacted by synergy between media forms.
This synergy occurs when the same mes-
cage appears In multiple media forms
whether they are presented sequentially,
i.e., one after the other, or in parallel, i.e.,
al the same time. Naik and Raman (2003)
demonstrate that this synergy can cither
enhance or detract from the impact that
any one of the individual media forms
has on the media consumer.

2. Select Significant Findings from Spring
2005 SIMM VI. Table 1 of the SIMM Vi
findings demonstrates the preponderance
of SIMM participation both as a regular
and occasional activity—regularly means
routinely, as a set pattern or 75 percent of

one’s time; occasionally means no set pat-
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TABLE 1
Simultaneous Media Usage

Online  Newspaper  Magazines

A 29.4%  38.3% .. 43.0% .. 22.2%
Magazines
R B R 8.8%  96%
0. 23.9% e 35.4% 14.6%
Newspaper
R. OB e 12.4%  16.9%
0, 109% e 2 2 4B.8%
Mail
R 19.9% e 11.2%  148% s
O 28.3% e 40.6%  49.6%
Online
R e 8:3% 6.7% ... 19.4% 286% 1L1%
TS . S 20.7% . 35.8% 34.6% S08%
Engaged in

other activities

24.4%

Saurce: © BlGresearch SIMM VI, May 2005, n = 14.847.
AR = Regularly, O = Oceasionally.

tern, as mood suits or 3 percent of one’s to the experience of synesthesia as an op-

time. As the data show, simultaneous me- erative principle in our media environment.

dia are not only a fact but a pervasive The experience of simultaneous media

activity. However, when the audience 18 is a fact but it is not an attention sroblem.
) F

not engaged in simultaneous media, they Rather it is a shift in the logic of cultural

are multitasking while engaging in media. perception and attunement from succes-

While engaged in simultancous media sive experience to simultaneity and syn-
usage, 48.9 percent of respondents indi- esthesia of media that, in tumn, restructures
cated they pay attention to one medium attention. The experience of simultaneity

more than other(s) and 32.1 percent said as you can sce from the data, is an i

they attend to each media form cqually at creasingly regular experience of media.
the same time. Nincteen percent (19 per- 3. The Synesthetic Experience. The simul
cent) say they do not engage in simulta- tancity of the media experience affirms i

neous media usage. These findings point the McLuhanesque manner (McLuhan
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The experience of simultaneous media ... is a shift in

the logic of cultural perception and attunement from

successive experience to simultaneity and synesthesia

of media that, in turn, restructures attention.

1967) that a generation raised on news-
papers would develop minds that work
linearly, like print, and would engage in
activities one at a time—read a book, then
talk on the phone, then eat dinner. The
TV babies, however, would experience the
world nonlinearly—their minds would
work like television, a program, an adver-
tisement, a change of channels, etc. They
would read a book, talk on the phone,
watch television, read a magazine, go on-
line not in a discrete sequence but all at
twe saine time, one experience would in-
terpenetrate the other.

Following this line of thought, it would
seem that “TV babies” could make sense
of this seemingly disconnected flow of sights
and sounds. Such experience creates the ne-
cessity for looking at the synergistic assem-
blage of electronic combination, which in
turn creates a different form of receptivity.

In television, images are projected at
vou. You and the screen. The images wrap
around you. You are the vanishing peint.
Commercials have no time for the elon-
gated narrative of print technology. Tele-
vision compleles the cycle of the human
sensorium with the compressing ear and
moving eye. We have abolished writing,
with the specialized acoustic—visual. In
television, there occurs an extension of
the sense of active, exploratory touch that
involves all of the senses simultaneously,
rather than that of sight alone (McLuhan,
1967, p. 125).

As McLuhan has noted, “Most often

the few seconds sandwiched between the

hours of viewing the ‘commercial” reflect
a truer understanding of the medium”
(1967, p. 125). The narrative is sub-
ordinate to dance in many commercials
(product brand drink, Coke, Pepsi). Un-
fortunately, writing was prescribed to be
a derivative of speech. and television con-
tinues to be presupposed a derivative of
print. However, it is not and neither are
the new electronic media.

One thing has been clear since Pitt-
man’s (in McGrath, 1996) formal innova-
tion of MTYV, television is not necessarily
watched attentively, as one reads a book,
magazjno, etc. Our multimedia style and
convergence via simultaneous media use
is a complex form of mediation and tech-
nology that interpenetrates and creates a
new style of receptivity and a new form
of expression, which requires a new level
of understanding of perception. The sim-
ple identity of forms such as narrative,
advertisement, and news, and institu-
tional opposition such as radio and tele-
vision programs and commercials are
shattered, combined, and multiplied. to
the extent that singular distinction or bi-
nary opposition are rendered multiple and
irrelevant. This offers an opportunity to
rethink broadcasting not only in terms of
narrow casting, but to reconsider broad-
cast and receptivity.

The fragmented media environment in
which forms of media vie for people’s
attention is integrated into people’s lives
as they multitask, taking in several media

streams at the same time. Our rescarch

has verified the experience of synesthesia
as an aspect of human embodiment and
perception that makes possible the inte-
gration of media experience and simulta-
neous negotiation/absorption of media
advertising.

4. The Phenomena of Synesthesin. The abil-
ity for sensual modality, vision to point
beyond itselt and reveal another, modal-
ity taste and the apparent integration of
other sensual modalities both physical and
psychical, is an aspect of embodied con-
sciousness or cognition (Zaltman, 2003).
This is often neglected or disregarded but
is fundamental to communication and is
a vital aspect of advertising even if it is
unknowingly. Synesthesia is the crossing,
overlapping, ot integrating of sense expe-
rience. Most media are restricted to em-
pirical presentation of sights and sounds,
but consumers experience these sights and
sounds as visual, aural, haptic, gustatory,
olfactory, and meaningtul.

There is a tendency in contemporary
research to consider touch, taste, sight,
sound, and smell as individual senses re-
lating to specific sense organs that are
unified by the brain. While the five cat-
egories are useful, they lead us away from
the recognition that senses are also expe-
rienced as interconnected and inte-
grated (Merleau-Ponty, 1989). Richard
Cytowic (1989) and others in neurosci-
ence (D' Amasio, 1999; Zaltman, 2003) sug-
gest we are all synesthetic, even if only a
few people are consciously aware of it.
New findings in cognitive phyt.holngy note
that neural networks operate often at an
unconscious level (D’Amasio, 1999); there-
fore, synesthesia is more like breathing,
an involuntary activity.

This involuntary activity is important
to understand because the integration of
sensual communication is significant. For
instance, our mouth waters when we see/
hear a sizzling steak advertisement. While

this may be a good example of stimulus-

March 2005 JOURMAL OF ADUERTISING RESEARCH 23

R —E— -~ |




SIMULTANEOUS MEDIA EXPERIENCE AND SYNESTHESIA

The synesthetic experience is a leading clue toward un-

derstanding the combination and synergistic signifi-

cance of advertising. Even the most rudimentary sensual

experience we learn from Gestalt psychology is at least

a figure perceived against a background.

response, we have noted elsewhere that
perceptual activity and consumer behav-
ior is not causal as much as it is signifi-
cantly based on a fusion of horizons of
expectation and foreground and back-
ground relationships (Schultz and Pilotta,
2005, p. 594). We cannot predict consumer
activity based on an isolated stimulus.
The synesthetic experience is a leading
clue toward understanding the combina-
tion and synergistic significance of adver-

tising. Even the most rudimentary sensual

experience we learn from Gestalt psycholf

ogy is at least a figure perceived against
a background. The loud sounds and quick
cut images of a music video, for exam-
ple, are seen and heard against the rela-
tive quiet and technical visibility of a
network television newscast. On that ba-
sis, perception is as an opening of a field,
yielding a constellation of meaning and
experience. Perception is neither consti-
tuted nor experienced as a sum of dis-
crete sensces, rather “all of our senses are
modalities of perceptions and as such are
cooperative and inter-communicable” (Sob-
chack, 1992, p. 76). As a perceptive body
my sense of sight is pervaded by my
sense of touch. Likewise, 1 can sce tex-
ture, and smell is cooperative with taste
and taste with sight. Even when my per-
ception seems most focused and local-
ized in a single of its modalities, when it
seems dominated and directed by a sin-

gle sense, all of its other modalities form

the ground or a visual field of that focus
and are in harmony or dissonance with
it (Sobchack, 1992, p. 77).

The phenomena of perception can also
be deployed as phenomena of expression.
While vision is perceptual and extends
across the sensual perceptual field, visual
experience can be expressed in words,
sounds, imagination, and other signifi-
cant gestures, In fact this is the basis for
metaphor analysis as prosonted in Zalt-
man’s work (2003).

5. SIMM Tasking and Synesthesia. When
1 watch television, T am goncrally also
listening to and hearing television. To en-
joy watching is to take it in, to attune to
it, to movc to its rhythms. Not to enjoy is
to perceive the TV presentation as distract-
ing or boring. Today’s media encourages
grazing, surfing, flipping, a perpctua] flow
of sight and sounds; a pastiche receptivity
that mitigates against any form of tradi-
tion and not so traditional media engage-
ment studies, particularly those at the
purely cognitive level. Radio, in fact, is
more geared to listening rather than at-
tentive audiences whose attention is dis-
persed. While television can use and be
coupled with other media, the radio is
well suited to the inattentive-attention of
our day because it relies on the audible
more than the visual.

Popular music is consciously devised
to be heard (background) as well as lis-

tened to as J'()rcgmund. 1t is less clear that
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telovigion is programmed this way. While
advertisers want you to see their commer-
cials, we know people often nse felevision
as background. The activity of watching,
television is a participation engagement,
but it is not necessarily a focused experi-
ence. We do not have to look at TV to
watch it.

Unfortunately, sound is often disre-
garded in TV studies. However, it is bet-
ter suited than sight to communicate to a
dispersed audience because such is expe-
rienced in ebbing flows that allow for
attentive—in attention (Williams, 2003).
The simultaneous media experience is a
nonnarrative form with no beginning, mid-
dle, or end, with one media flowing
through the other—synesthesia.

The simultancous experience of media
is a rejection of McLuhan’s (1964, 1967)
rear-view mirror thesis. Rather than look-
ing back to the book, film, or theater as a
prototype of media, a tele-aural-visual-
tactile environment has emerged as a new
way of considering presentation and re-
ceptivity to advertising.

I can focus my eyes on the screen or the
kevhoard. | can “see” the glimmer of light
of the computer monitor in the “corner of
my eye,” while I'look for the correct keys
to punch on the lu,—\yhnm'd. 1 can also
“see” in my imagination and memory the
TV set behind me. However, my visual
attention must focus on one or the othor
Moreover, the bias of our time treats sight
physiol(‘)gically. The visual, in the experi-
ence of memory and umagination, is rarely
considered when  discussing vision. Vi-
sion, when scen this way, is our focus,
opaque, lincar, segmented, exclusive, spa-
tial (1 see this or that), and temporal (I see
this and then that) (Williams, 2003).

Sound, on the other hand, is pervasive.
Sound fills and colors space. 1t is moods
and effect; it is intensity. It creates the
depth, spatial and temporal experience
(Pilotta and Mickunas, 1990). This sound




is dispersed, transparent, all pervasive,
and inclusive. Sound facilitates the atten-
tive inatrention of audiences whose atten-
tion in divided and dispersed among
various acts as it unifies the field. How-
ever, audio is a second-class citizen in
television. Within the new media environ-
ment, the logic of radio, television, broad-
casting, cable casting, and advertising all
need to be rethought in terms of a tele-
audio-video-tactile-advertising form. The
institutional boundaries must be decon-
structed. Advertising works best with in-
tensity, tone, and mood. The repetition
and stability at the audio level inform the
visual. The audio will carry the visual
and sustain the new environment. Adver-
tising requires a cross-sensual intercom-
munication of media to be effective in
SIMM-tasking environment.

Media images create identities. As such,
they are an access to our sense of what
things are. The image of the business per-
son, sport celebrity, etc. manifests a con-
cept or even a preconception of these
things. Through direction, unity, order,
irreducibility, and recognizable limits,
the image brings to light the illusion of
fixity and permanence. The image is the
polar or complement to the audio. Sound
is more like experience, memory, and
feeling. Sound is a mode of daily talk,
connected by chance, circumstance, envi-
ronment, and mood. Therein lies the
power of the spoken word and its influ-
ence as an advertising medium. The sights
and sounds of advertisernent are a style
of awareness, a way of perceiving things,
a mood, an attitude, association, and imag-
ination. Sounds establish tonic rhythm of
visual presentation. The visual presenta-
tion reflects the tones. This synethestic
experience as aesthetic background and
foreground component are copresent in
every simultaneous experience creating
either ambiguity or intensification of
media.
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6. What is to be done? Visual and aural
communications, as in radio, television,
internet, cell phone, ipods, have a synes-
thetic foundation. The visual image, for
example, is synesthetic. Knowing this al-
lows media designers to produce and plan-
ners to plan with multisensual ends in
mind.

All of the senses including the phy&".ic:\l,
sight, sound, taste, touch, smell, and psy-
chical, e.g.,
tion, etc. are aspects of a complex sense

intuition, memory, imagina-

constellation. Therefore for a media plan-
ner, sight is not an end; that is, seeing a
commercial is not the goal. Rather, sight
is a means to engage the activity of per-
ception. It may well be the case that sense
of belonging is the consumer’s desire, and
the visual image of people socializing with
a Coke may be the key to the desired
outcome.

Media experience needs to be studied,
created, and plannod_ as an integration of

simultaneous streams that do not com-

TABLE 2

Simultaneous Consumption

pete for attention but media experiences
are synergized by attention. One is not
exposed but attends to media with a shift-
ing span of attention and focus. This means
that foreground and background experi-
ence be considered together. Indeed, the
model of the “viewer” or “listener” is for
all intents and purposes outdated as most
n1CL'!.1J COHSLHTI}JH(\H hnppﬂnq AS ONne 18
involved in a variety of activities (see
Table 2).

[t is the consumer’s perception, often
“unconscious” and synesthetic, that is of
importance for advertisers and planners
if they want to know how advertising
communicates. The real, multitask per-
son’s perception is nonlinear and selec-
tive. Selection is based on significance
within the foreground-background atten-
tion and scheme of experience. Combina-
tions of media and synesthetic synergy
enhance the scheme.

Understanding synesthesia helps to un-

derstand how a person is able to shift

Source: © BiGresearch, SIMM I‘m‘ug:mulni/l?m;/cgmzuul contbination by percent.
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from media to media, background to
f()l‘cgmuud, and integrate the potential
fragmcntation of attention in which media/
message impact would be diluted. The
synesthetic synergy, however, explains how
simultaneous media usage may reinforce
messages to create a response larger than
the source of the messages themselves.
Given that each media in institutional
research is treated in isolation, the con-
cepts of exposure, frequency, duphcation,
and reach must be eschewed once and for
all. As exposure presupposes exclusivity,
frequency Presupposes discrete sensory
participation, duplication presupposes
multimedia aperate in succession, reach
presupposes unduplicated audience, and
accumulation presupposes by aggregated
media forms. Our studies have shown
that media are received simultaneously
and synesthetically during intermittent ac-
tivities of daiy life. Therefore, we need to
examine not only media flow in terms of
the simultaneous foreground/ background
lut also social behavioral flow. ’
To look at media as a simultaneous and
synesthetic environment, we must under-
stand that social flow or social mobility is
compromised of intermittent activities and
experiences requiring that we as research-
ers attend to social practices/beha\'ior re-
quiring a 50ciological/c0111111u11icati011
analysis rather than diffusion and/or psy-
chographics analysis. In broad strokes, we

need to examine the complex interwork-

ing of simultancous media’s mediation as

consumption. @
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