Print and Television News Components
of Agricultural Communications Programs
at Land-Grant Universities

Ricky Telg

In 1991 and 1992, separate studies were conducted on
televigion and print news components of agricultural com-
munications programs at land-grant universities, The
studies sought to determine the personnel and financial
resource commitment to each of them, the types and
natures of the projects produced, how audiences wers
defined, and anawers relating to production, distribution,
marketing, equipment and demographics. This article
compares results from the two studies and should resullin
aclearer picture of the news output of agricultural commus-
mications departments.

Among the findings: print and television news compe-
nents employed a small number of professional staff mem-
hers but employees turned out a great deal of print or video
stories; audience definition seemed largely based on geog-
raphy; the U.5. Poatal Service was the news story distribu-
tion system of choice; and most of the stories produced
were features concerning agriculture and closely related
Lopics,

Introduction ing, equipment.and demographics.

In 1991, a study of the television
news components (THNCg) of de-
partmenis of agricultural eomrmu-
nications at the nation’s land-grant
universities was conducted (Beoth,
Smith, Telg, & Tomlinson, 1992)
to determing the resource commit-
ment to each of them, the types
and natures of the projects pro-
duced, how audiences were defined,
anewers to gquestions relating to
production, distribution, market-

The suecess of that survey effort
was the basis for another survey
(Smith, Telg & Tomlinsom, 195
in mid-1992 which took inthe print
news components (PMCs) of the
same departments of agricultural
commumnications. This article com-
pares results from the two studies.
The two studies should, in combi-
nation, allow the emergence of a
picture of the overall news output
of these entilies.

Ricky Telg, an ACE member of two years, is o television eommunications apacintist
with the Texns Sgricaitural Experiment Station, Texos A&M University.
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Literature RHeview

In recent yvears, the traditiong]
"pross releaze” format has under-
gone changes. Rather than simply
mailing & piece of paper, more and
more public relations firms and
informuation outlets ofvarious other
sorts have been sending news ato-
ries to televizion stations on video-
tape (Green,Shapiref&Harmon
1987-88, Winter); and they have
been sending news stories to the
print media by electronic means,
such as the “facsimile” technology
(herealter “fax™). For many public
relations frms and sgricultural
communications programa, how-
ever, the standard, paper-printed,
mailed news release still i3 the
praferred method,

Arathercomprehensive look into
the area of determining the use of
agriculture-oriented print news re-
leases disseminated by a PNC was
accomplished through aeveral an-
nual studicz of Tdaho newspapers
conducted by the University of
Idaho Agricultural Communica-
tions Center (Fritz, 1885, 1987a,
1DETh) The survey results could
beused as a baseline injudging the
peneral use of print releases dis-
tribuled to newepapers by PNCz.
In the Idaho siudies, the data
were based on clippings obtained
from the Idahe Newspaper Asso-
ciation a3 a means of delermining
how well “Ap Newe” stories were
used by print sources, excluding
magnzines, within the state.

Im 1983, from the 2584 print re-
leases for which data were gath-
ered, 1,627 clips were collected,
meaning that sach print relesse
appeared an average of 5.7 times

(Fritz, 1385). Print news releases
concerning what Fritz called “soft
and housekeeping nows," such az
Future Farmera of America, food
preparation, and heuszing avd fir-
niture, wers uszed more times than
releases on apriculiure-related re-
search (Fritz, 1880), Those stories
targsted tothe statewide audience,
rather than to narrow geographic
areas within the state, were used
more often, In 1984 and 1985, the
Idaho studies added more vari-
ables, including use baged on print
releaselength, lead length and day
of mailing {Fritz, 1985). Mo firm
trends were reported when com.
paring the results of the variables
added during the last two vears.

Additionally, questionnaires
were sent to all Idaho daily and
weekly newspapers, television and
radio stations, wire services and o
category of “other” organizations
comprising agricullural maga-
zgines, neweletters and news ser-
vieeg to determine their evalua-
tioms and perceptions of “Ag News"”
releases | Fritz, 1987ak The resuliz
indicated that steries woere wall
accepted and rated at least “very
good." A majority of respondents
said the reports were “generally
understandable to the public,” the
maximum release length printed
usually was two pages and that the
release was preferred w*tip sheets”
by all media types except telovi-
giaon. The results overwhelmingly
suggested the continued vseol print
relenses, Concerning the method
of distribution preferred by the
print media, 44 percent of the dai-
lies, & percent of the weekliea and
20 percent of those in the “other™
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catigary indicated that, in terma of
the future, they were inferested in
electronic iransmisaion as oppossd
to digtribution by mail

Video news releases have been
yaed since the enrly 19808 to pro-
vide information on videotape,
rather than in the “traditional®
print news release format, to teie-
vigipn stations, Since then, video
news release production, distribu-
tion and uwee have continued io
climb (Rubin, 138%; Turk, 1986}
These video news releases ara de-
signed to resemble any normal
gtory the staff of a televigion sta-
tion would produce, One of the
video rolense’s more appoaling fea-
Lwres to the stations is that video
news releases are free to the end-
user, (Green & Shapire, 1987-88;
Harmaon, 1983), meaning television
news departments have access toa
story on a topic of interest to them
that they did not have to pay a
reporter to produce. Rubin (1985,
Octeber) condacted an in-depth
survey of every station in the coun-
try and concluded that 85 to B0
percent of all markets use video
relenges at least onoce a month.
Another study revealed that T3
percent of surveyed stations were
willing to accept video news re-
leases by satellite (Rothenberg,
1989

Telg (18992) found that an aver-
ape of five agricultural video re-
leases a month were used by the 26
televigion news outlets to which
Texas A&M University's Depart-
ment of Agricultural Communica-
tions matled videstapes on a regu-
lar hasis. Large-market stations
werg more likely o air “nuatrition

and/or persenal health® stories, fol-
lowed closely by "wildlife andfor
fisheries™ and “consumer scienees”™
stories. Smaller markets preferred
“nutrition andor personal health”
as their first choice, with “entomol-
ogy” and “production agriculture’
second and third, respectively.
Only programs that were predomi-
nantly agriculture-related were
meore likely to air “production agri-
culture” atories.

Method

For the TNCs and PNCs, guoes-
Honnaire inatruments were devel-
oped nnd mailed to all 52 depart-
menta of agricultural eomrmuni-
cations at the land-grant universi-
tieg. (Thig includes all 50 states,
Puerto Rico and the Virgin Islands.)
The introduction to the surveyvs
requested that they be answered
b the individual in charge of the
TN ar PNC. The TNC guestion-
naire, with cover letter and post-
age-paid return envelope, was
mailed inJuly, 1921; the PNC ques-
tionnaire was sent in May, 1992,
Follow-uptelephone colls produced
a return rate of 100 percent in the
THC stedy and B8 percent in the
PNC study. All data, except where
gpicifically noted, were to reflect
the most recently completed fiacal
VEAT.

Results

Because most departments of
agricultural communications have
had PNCe for a longer period of
time and have concentrated most
of their efforts in the past on relay-
ing information in a print, rather
than a video, format, it 18 nok gur-
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pricing that there were more than
doubla the number of PNC full-
time profeszional (non-clerical)
employess than THNC employess.
The average number of print full-
time employees was 3.5; the aver-
ape for television was 1.6,

The gverage approximate fair
market value of the production and
diztribution equipment azaigned to
PNCawas$34,701. However, given
the nature of television with new,
expengive production and editing
equipment, the average fair mar-
ket value of THNCs equipment wias
almost six times higher —
8182,905.

The average operating budgels
for FINCs was $185,607, with o low
of $18,840 and a high of S800,00,
TNCs' average operating budget
wasE106,737, with alowof $ 10,500
and a high of 2607 680. Selaries
and fringe benefits aceounted for
48 prreent of PINCE operating bud-
geta, production and distabuation
egquipment for 15 percent, and other
aervices, such as paying for [ree-
lancers, fax services and feletexd,
aecounting for 38 perceni, For
THCs, salaries and fringe benefits
made up 2.9 percent of the bud-
get, while television production
equipment accounted for 25,7 per-
cent, All other payments, inelud-
ing hiring marketing companios
and nuatside production companies,
made up 9.9 percent of TNCs' op-
erating budgets,

With regard to the nature of the
output of both news components,
the average number of *hard news”
slories produced by PNCs was 24,5
percent; “news-feature stories,”

33,5 pereent; and "strajght feature
gtories," 11.9 parcent. TNCa pro-
duced *news-features™ 37,6 percent
of the time, "straight fepturea” 17.4
percentafthe time, and “hard news"
153.6 pereent of the time, (Other
categories auch as “pholographs’
cutlings” for PNCs and * 15-minute-
long-or-longer programs" for THCs
werte included in the two studies
butdo not lend themee] ves for com-
parizon purposea. In both in-
stances, the overall feature varisety
waid more popular than “hard
news.” It appeara that the news
compotents’ priorities had more to
do with “explanation” than with
*breaking news." This was espe-
cially true for the TNCs, which
have o much more difficult time
distributing a "hreaking” story ina
timely manner when mailing vid-
eotapes to television stations, un-
legz distribution is done by satel-
lite transmission. PINCs could dis-
tributa by Fax cr electronie mail (e
mailh means toget a breaking story
to newspapers guickly.

PHC and THC heads wereaskod
Lo estimale the percentage of sto-
ries produced from the list of 18
story-Lopic categories provided (zee
Tahle 1). For both news opera-
tions, “agriculture” emerged as the
moat common category in which
projects were produced (37.6 per-
cent for THMCs and 20.8 percent for
PR Cs) Following “agricullure” for
PNCs was "home gardening” (1006
percent), “agri-businesa” (8.6 per-
cent), "personal health/nutrition”
(8.2 percent) and “4-H and youth"
(7.7 percent). For THCs, the drop
from "sgricaliure” was much maore
drastie. The next highest percent-
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nge story topic was “4-H and youth”
(7.7 percent), followed by “home
gardoning™ (7.6 pereent), “personal
health/nutrition™ (7.1 pereent) and
“horticulture” (6.1 percent).

After print and video news re-
leases are targeted and produced,
they must be distributed to their
intended outlets by some means,
such as the U.S, mail or an elec-
tromic distribution service. Forthe
years surveyed, the US, Postal Ser-
viee and parcel delivery services
were used by 79.5 percent of PNCa,
Electronic methods, such as fax
transmittal, e-mail, computer da-
tabases and wire sorvicss wore uti-
lized the remaining 20.5 percent of
the time, TNCs vsed the mail or

overnight mail services to distribe-
ute their video news releases 74.2
percent of the time, satellites 8.2
percent of the time and “other
methods” 15.9 percent of the time
(“Other methods™ included hand
delivery, messengerfcourior, par-
cel services, microwave relay, and
bus service). Hespondents were
asked to examine their future dis.
tribution methods by estimating
the percentage of news releases
they thought would be dissemi-
mated by the various metheds five
years from the time the studies
were done, Average mail use
dropped considerably to 46.8 per-
cont for PNCs and 38.7 percent for
TNCs, and electronically based

Table 1: Percentage of News Releases Relating to Various Tepics,

PRINT VIDED
Froduction agricullure 20.8 s
Home gardening 10.6 7.6
Agri-business 8.6 —
Mutrition or parsonal health B2 A
4-H and youth 7.7 7.7
Hortieulture 7.2 &1
Farnily development 6.2 4.2
Entomoiogy 5.5 2.6
Parsonal financefinvesiments 4.4 2.8
Forastey a7 28
Wildiife o fisharies 34 4.7
Votarnary medicing 2.4 25
Community devakopment 2.8 3.0
Intermnational topics 2.0 1.3
Housing 1.9 2.6
Rural scciology 1.5 1.5
Sea GranUmaring issues 1.3 1.5
Travel or lourism 0.9 1.4
Consumer scignces — a3
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means (fax, e-mail, satellites) rose
to 46.2 percent for PNCs and 34.3
for TN Cs.

Conclusions

THCs were more selective as to
where they distributed their sto-
ries. Slightly more than one-fourth
said they usually sent video news
releases Woevery television station
in the state. Almost half of THNCs
gaid they usually distributed sto-
ries toevery newspaperin the state,
and more than half wsually did for
every state agricultural magnzine.
THCs and PNCsalzo did not target
particular audiences based on de-
mopraphics (see Table 2), More

than half of the respondents in
both news components congistently
indicated they rarely or never took
age, gender, income range or edu-
cation inte account when produc-
ing and disseminating print or
video nows releases.  Howewer,
PMNCs and THNCs were more likely
to target audionces based on Feo-
graphic areas. The majority of
THCsand PNCs alwaysor usually
targeted rural, urban, statewide
and regional audiences, A minor-
ity of both news components tar-
peted national audiences, The ma-
jority of TNCs also targeted local
audiences; however, only 45.7 per-
cent of PNCs did.

Table 2: Geographical and Demographic Audience Targeting.

PHCs THCs PHCa THCs

Incidorce of Always BE 154 Imgrpenge ol Abways 1.4 115
Earghting Usunlly 885 462  iargeling Lisually BT B18
o marml Harahy 71 3hE od urban Rnnly 2O o192
auckenae By 5F T BREENDE Maver &9 7.7
Incidancs of Always 143 240 Irscuin i of Alwiys S T
angating Usually 3.4 320  largeling Usually 543 500
of hacal Aargly 543 320  of stnfewids  Radely 20 i50
nuckonco Hevar 00 120  audence Mewvar £7 0.0
Incidurcy of Always 114 154 Insicarin of AlEYE 29 0.0
targeting Usually 571 538 targeling Wswalty 143 230
4 reghandal RAaraty 286 192  of national Farnaly 29 7aa
avcdionce Have 28 115  audence Mavar 200  3a
Inckiarce of Always oo 0 Inckiamed of Always 00 L]
targating Usually 143 192  largeling Usyalty 114 230
nge Raraly 657 615 g redar Raraty 543 385
Mevar 200 192 Mo 4% MRS
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