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The 133-1tem questionnaire was designed to leam, first,
whether a given agricullural communications deparimentt
had a television news component [TNC): and, for those that
did. the resoures commitment to each al them, the types and
natures of the projects produced, how audiences were de-
fined, and answers relating to production, distibution, mar-
keting, equipment and demographics. The survey was mailed
to all 52 departments of agriculiural communications at the
land-grant untrersities (all 50 states plus Puerto Rico and the
Virgin Islands). The retumn rate was 100 percent. Among the
findings, enly hall of departments of agricultural communl-
cations had a TNC and less than one-third of the projects
completed were on the topic of agriculture. Demographics of
audiences were not targeted, but population and geographic
characteristics of audience locations were tangeted.

Intreduction culs) eccur In the eperating budgels
In tUmes of austere economle  ofstate governments. Priorities must
conditlons, culs (In some cases deep  bedetermined, With argumenis from
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s quanrters for the wholesale climi-
nation of major governmental entl-
ties, such as Extension services (The
Mallaz Momnilmy News, 15991, June
27, sell examination s critical. Who
are we, whal dowe do, what are the
culeomes of what we do, how do we
differ from our colunterparts inother
atates, and where should we fo from
here are bul a few of the questions
et misl e asbed.

Because Extension itsell is
viewed as an outmoded concept by
gome [The Dallas Moming Mews,
19431 June 7], argant=tions which
promale Extensdon, such as depart-
menls of agricullurmal communics-
thons, cleardy are subject to the same
criticlam. With Increased scruling
likely bBeing a coming realily and,
because scll-scrullny Is a govern-
mrenilal ebligation In any event, sacrua-
Uy should begin at home, This siudy
fovises on one aspect of the public
communicaling done by agriculiuml
commuwndeabons depEuiments — Wl
of communleating by television, spe-
cifleally via televislon news.

Litarature Ravlaw

Some research has been done
with respect to audiences (Agunga,
1989) and marketing [Carlson,
1980), bul no published studies
could be found in which the televi-
slon news components [TRNCs) of
departments of agriculiural com-
munlcatlons at land-grant wnlbver-
allies were examined specilically or
even In which such depariments
were studied generally. One of the
major activilles engaged In by TNCs
Is the process of video nmews re-
eases (WVNRs]l, Scveral wrilings on
the subject of VIVRs were discovered
(Wang. 1990). In the absence of
literalure dealing with the overall
nalure of this siudy and, given the
importance of the YINER o THCs, a
review of the literature concerning

the VMR follows. Bear In mind, how-
ever, Lhal this sludy Is much maore
comprehensive than dealing only
wilh the VIVH.

In recent years, the traditional
"presa release” format thal had been
used to send Informotion to telev-
sion stations has undergone changes.
Rather than almply sending a plece
of paper informing o felevision sia-
thon aboul a new prod wel o techinol-
oy, entliesdealring o express them-
selves are, mone and more, sending
news atories to lelevision alalions an
videolape [Green & Shapiro, 1987-
BE). These VNHs are deslgned (o
resemble any nermal atory the stafl
of a television station would pro-
duce. Moat come camplele with "B-
rall” footage, Interviews and narra-
tion, Most range In kength from S0
scconds to v minutes, are pack-
aged elther on videocasselie or are
distributed via satellite and are
geared for alring durdng a news pro-
grium [Rubln, A, 1985, Oclober], One
of the VINR's more appealing features
io the slatlens i that VRS are free
to the end user (Creen & Shapiro,
1987: Harmon, 19339), meantng tele-
vision news departments have ac-
cess to o story on a tople of Interest
to them that they did not have to pay
a reporler to produce. Further, the
YR may concern a tople that the
station — primarily a smaller-mar-
ket station — would not have the
PEASUIOES OF access needed In order
o get the neceassary video or Inter-
views [Green & Shapleo, 1590),

Stnee the advent of VIVES in the
early 19808, their production, distri-
bullen and use have conlinued o
cimb [Rubin, 1963; Turk, 1966).
VRS have become so penvasive that
parme now are worrled aboul the eth-
kes of it all [Lukovitz, 19688), From
1959 1o 1990, the number of VIVHS
distributed totelevision stations was
estimated ot 5000 to 15000
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(Foihenberg, 1500}, One markel ana-
lyst, who conducted an In-depth
survey of every statlon In the coun-
try, aald 85 90 percent of all markets
use VINHs al least once a month
(Rubin, 19685 Another study pevealed
that 75 percent of sunveyed slallons
were willlng te aceept VINRS by aalel-
lite (Rothenberg, 1989). However,
television news gatekecpers often
deny the use of VNREs. In a survey
conducted by the Public Relatéons
Jowrmal and published n Moy 1988,
&1 percent of television news direc-
toras sakd they “scldom™ or “never”
use VRS, Twehe percent sakl they
used them once a month. Rubln
reported that news directors in the
top 30 or 40 markels arc “capeclally
leery aboutl using VINRs" [1959). And
when they do use them, they want to
exercise editorial conirel over them
[Preblic Reldalions Jowreal, 1960,
The Department of Agricultural
Communlcations al Texas A&M Uni-

veraity has been regularly producing
and distributing VRS for three vears

through its THC, averaging 50 re-
lesuses a year. During that time, THRC-
produced VRs have been alred on
moat, f not all, Tess stallons and
natkenally on such oullels as TN,
They have been distributed on the
Conus newsleed, as well as having
been broadeast on severalout -of-state
agricultural programs. In 1689 alone,
an estimated 56 milbon viewens sow
news programs on which TNC-pro-
duced ViNRs were adred (Booth, 1891).

Bul unllke Texas A&Ms TNC,
which focuses on VIVEs as ils primary
solrce of distributing informatien,
ViRs are only one part of the Infor-
martbon distribubion pleture for THNCa
natonwide, Togel thelr mesange oul,
TwCs may uss elher methods which
include public service announce-
ments, stealght features, program-
length presenlatlons. and many
olher such devices,

Mathod

A sunvey Instrument was devel-
oped and mailed to all 52 depart-
ments of agriculiural communics-
tlons al the and-gant unhersiiies,
(This includes all 50 states, Puerto
Rico and the Virgin Islands), The
intreduction to the survey requested
that It ke answersd by the individual
in charge of the TNC. The question-
naire, with cover letter and postage-
ek relurn envelope, was malled n
July 1991, Follow-up telephone calls
produced a return rale of 100 per-
ceni, The 133-llem quesiionnaine was
designed to leamn, frst, whether a
given agrculiural communicalions
department had a THC and, for those
that did, the mesource commiliment
to ench of them, the types and na-
tures of the projects produced, how
audiences weredefined, and answers
to questions relating to production,
distribution, marketing, equipment
and demographles. All data, except
where apecifically noted, were Lo re-
flect the most recently complebed
flzcal year.

Rasulta and Analvals
Twenty-sbol the 52 respondents
indicated they hisd no THC, whalso-
ever, keaving 26 for which data were
tabulated and analyzed. Figure 1
shows which siates had depariments
ofagriculiural communleations with
THCs In terms of personnel aned
space, TNCswercsmallwithonly 1.6
full-Ume equivalenl personnel per
unit and an estimated average floor
space of 723 square feet. The average
estimated fudr market value of the
televialon production equipment as-
signed lo THNCs was $182.905 per
unil, and the (odal expendll ure forall
purposes was an average of
$105,737. with $10,500 being the
smallest fAgure and $607 680 belng
the largest. Salaries and fringe ben-
efits made up 62.9 percent of the
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departments ol agricultum) commundcatians FE—

Eﬁiﬂnmlm“mumlqm i

Figure 1: Distributlen of States with Televislon News Components

average, while television production 4.4 percent of the tolal. Payments to
equipment accounted for 25.7 per-  oulside markeling companies for
cenl. Payments o outside produc-  marketing assistance accounted for
ton companies for help In producing  alightly lesa than one percent of the
parts or all of projects accounted for  expenditure, leaving 4.5 percent

Table 1: Percentage of Projects Relating to Varfous Toples

Flmﬂydnwhpmnl 4.2
Travel and for touriam 1.4
Wildlife and for fisheries 4.7
Home gardening 7.6
Housing 26
Mulritben and for personal health T.1
Personal finonces and/or Investmenis 3.8
4-H and for youth 7.7
Sea Grant/marine 1ssues 1.5
Consumer aclences 3.3
Aprteulture 3.5
Community development 3.0
Rural socklogy 1.5
Entomology 2.6
Foresiry 2.8
Horticulture .1
Velerinary medicine LN
International toples 1.3
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spent on olher types of purchases
or obligations.

Because THCs likely are housed
In karger units which Include telev-
sion production equipment for other
than news purposts only, such as
educational programs, the THCs were
asked how often they shared such
equipment. Almaat 67 percent Indl-
cated they frequently shared equip-
ment assigned to them with other
parts of the program, and 56 percent
tndicated other parts of the program
frequently shared equipment as-
signed to them with the THC, Twenty-
four percent of THCS Indicated other
paris of the program never shared
equipmenl assigned o them with
the THC.

With respect to the type of
projects produced by THNCs, 37.6
percent were newsfealure storkes,
17.4 percent were siraight feature
storles, 13.6 peroent were hard news
atories, and 13.2 pereenl were pro-

of 15 minutes or longer. The
remalning 18,2 percent was split
among siralght interviews, public
service announcements and mis-
cellancous projects listed by the
THCs,! With a combined 55 per-
cent of stories produced being of
the spol feature vartely, and with
less than 15 percent being thought
of as hard news, it Is clear that
TNCs were not trying to break
news, bul rather were trying Lo get
their mesaages aut by amplifying
Interesting matiers that were just
as important lomorrow as today.

From a lst of 18 project tople
categories, agriculture (31.5 percent)
emerged as, by far, the most com-
mon category In which projects were
produced. with the next highest
percentages dropplng all the way Lo
7.7 percent for 4-H and for youth, 7.6
percent for home gardening and 7.1
percent for nutrition and for personal
healih (Table 1), So, whike agricul lure

did not constitute the majority of
acthvity as i1 likely once did, 1t did
constiiute a very atrong plurmlity.
To the extent that local televi-
alon slatlon news departmenls use
ViiEs, It is clear thal they ke to have
as much contrel over them as pos-
sible. One means of control is for the
sender o provide the news depart-
ment with additional raw footage so
thal re-editing could be aceom-
plished, Il desired. The THNCa were
falrty evenly aplit with respect to
whether they engaged In sending “B-
roll® along with VNRs, 57.7 percent
saying they never (42.3 percent) or
rarely [15.4 percent) did s0, with the
remaining 42.3 pereent indicating
they did so always (26.9 percent) or
usually (154 percent), When the
same guestion was asked In relation
to acklitlonal Interview foolage, the
result was similar, showing 61.6
percent as never [46.2 percent) or
rarely (154 percent] having sent
additional Interview foolage: while
the remadning 39.4 percent were split
along the lines of 26.9 percent (al-
ways) and 11.5 percent [usualivh, The
Sdem ol sencling more than just the VIR
itsel serms to be catching on, bl It has
niod yed resched msgorily proporions,
Another Imporiant setof consid-
erations for TNCa Is where to send
VNEs once produced, Such consid-
erations have (o do with targeling
audiences, but also with the sensi-
tive and tactical subject of whether
o send a VIR Lo every slation In
every markel or to every statkon In
one or a few markets or (o Jess than
every statfon (n the markets chosen
or tosome other combination or com:-
binations of stations. On the ques-
Uon of sending 8 VITR to every Lelev-
ston news outlet in the state, 53.8
percent of TNCs responded that they
mever [42.3 percent) or rarely (11.5
percent) did so, while the remaining
46.2 pereent Indicated they always
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(19.2 percent] did or usually (26.9
percent) did Table 2).

When to less than every
markel, the majority (609 percent)
of TG sald they rarely (26.1 per-
cend) or never (34,8 percent) sent a
project to-evvery slallon In those mar-
kets, while the remaining 30.1 per-
cent indicated they did so always (13
percent) or usually (26.1 percent),
When they senl a project to one or
more but not all markets, 56.5 per-
centalways (21.7 pereent) or usually
[34.8 percent] sent It enly o one
station per market, whils 43,5 per-
cent senl Il only Lo one oullel per
markel rarely (34,8 peroent) or never
(8.7 percent). No THCs always sent a
project to more than one bul less
than all sutlets per market, but 3.7
pereent did so part of the time (29,2
percent usually: 37.5 percent rarely),
while 33.3 percent never did as, This
data seema to suggest that TNCs are
somewhat selective In to whom they
send VNRs, indicating that specific
stmiegies likely are in place and
suggesting the need for a follow-up
study on the subject.

Finally, with respect to whelher
any THNCS produced any projects al
the specific request of a television
news oullel, 7.7 percent Indicated
they did so frequently, 34.6 pereent
did so infrequently, 34,6 pereent did
so rarely and 23, 1 pereend indicated

they never did so, While the majority
(57.7 percent) rarely or never did so,
a atrong minoriy (42.3 percent) fre-
quently or infrequently did do "cus-
tom”™ work, perhaps indicatinga trend
in & direction which could be highly
eMiclent given thal production virtu-
olly would be tantamount lo use,
Targeting” has become some-
thing of a walchword In audience
analysis, No longer Is 1t good enough
to reach the auwdlence; ane now must
reach the “right” audlence. Target-
Ing, then, s knowing who you want
to reach with a ghven project before it
5 produced and then sending the
project fo the proper outlets to hest
reflect the targeted audience. Tar-
gels Inclede rural and urban awdi-
ences, local through national aud)-
ences, and audiences selected by
nge, gender. income and
education(Table 3). Rural audiences
usually were targeted 46.2 percent
by TNCs, while urban audiences usu-
ally were targeted 61,5 percent, surely
the reverse of what once was the
case, Local audlences were targeted
56 percent of the tme (24 percent
always: 32 percent usually), siate-
wide audiences B4.6 pereent (34,6
percent adways: 50 percent usuadly)
and reglonal audiences 65,2 percent
(154 percent always; 53,8 percent
usunlby). Notlonal avdlences were
rarely (73,1 percent) or never (3.8

Table 2: Viden News Release Distribution Practices

Benil o
EVETY L Fan netas Ou
all outlets in one or more but not
all markets

one sutlel n one or mare but nol
all markets

one but not all outlels in one or
more bul nof all markels

L En slale

ways

ualiy iy MNever
T T T
13006 26.0%  DE19% T4 80
2L.7%  34.8% 34.8% 8.7%

ETD 20.2%  37.5% 33.3%
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percent] targeied ¥6.9 percent of
the Uime,

Age rarcly [61.5 percent) was or
never (19,2 pereent] was torgeted, o
gender was not (rarcly, 50 percent;
never, 3.6 percent). Income mreky
[#2.3 percent) was or never (46,2 per-
pent) was targeted, as educathon (268.5
percent rarehys 385 percent never)
was not. This overlap of majority fg-
ures in the geogmphical calegories
(with the exceplion of national audl-
ences] and the extstence of minority
figures in all the other categories sug-
pests that the THNCs were looking for
large audiences without parlicular
regard (o thelr demographics.?

In these days of fantaste and
unparalleled digital video capabdli-
Hes, It is difficult, If nod Impossible,
fora state agenscy 1o be able Lo alford
all the new pleces of equipment that
would be reguired in order o pro-
duee the mosi —with respect Lo form
— up-lo-date television Information
projects, Inany event, il s nol neces-
sary o purchase video equipment
thatl will be used only sparingly, es-
pecially should a THC have acoess (o
such equilpment al a local oF redson-
ably nearby televialon station or tele-
vislon preduction company. The
quesiions, then, concem the extent
towhich THCs produce Lthelr projects
in-house as opposed lo producing all
or parts of them through outskde

procduction compankes. The THCs
indicated they produced thelr
projecis In-house 84.6 percent of the
time, Asked the extent towhich they
hach relied on outalde preduction cam-
pantes for certain senvices, such as
dighial video effects, 84.8 percent
replied that they marely (34.6 per-
cent) or never (50 percent) had pur-
chased any auch oulside services,
with the remaining 15,4 percent hav-
Ing been aplil cqually belween "al-
waya" and “usualk.” This Indlicates
that while outside services were nol
used oflen, they were used. The ques-
tian then becomes whether such use
coukd be the start of o trend toward
fewer equipment purchases and the
greater such use of outside services,

The average tolal number of min-
ules of VNHS produced by THCS was
2823 (just over 4 hours, 42 min-
utes), The average tolal number of
VNRs produced was 85.4, The aver-
age tolal number of minutes af
atralght Interviews was 70,7 (1 howr,
10 minutes. 45 seconds). while the
average todlal number of stralght in-
ferviews produced was 7.8, Public
service announcements [PSAsT) were
proeduced by THNCs al an average of
two minutes per undt, while the total
number of PSAs produced was 3.9,
With respect to programs of 15 min-

utes in length or longer, the average
total number of howrs was 7.1, while

Table 3: Gmﬁmpmml and raphic Audience T in

Tncidence of targeting: ys  Usoally Trever
rural audience 15,45 7.0
urban audience 11.5% 61.5% 19.2%: 7. 7%
local aucdience 24.0% 32 0% 32 0% 12059
alatewide audience 3469 S0 0% 15.4% FETD
regional ausdience 15,45 53.6% 19.2% 11.5%
natkonal awdience eTn 23.1% T31% 3.8%
age TETO 19.2% B1.5% 19.2%:
gender ZETD 15.4%: 50, 0% 34.6%
Income BT 11.5% 423, 3545 48,206
el ueat ko FETD 23, 1% 38, 5% HB.5%
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the average lotal number of such
programs pﬁduﬁbdm.ﬂﬂ.l.ﬁﬂwhﬂt
other Informatbon devioes were wsed,
the VNR nonetheless wis by far the
moal popular device. Ashed the ex-
tent to which an outlside production
company was relied on for the total
production of a project. 84 percent of
THCs answered “never.”

Alter audlenoes are targe ted nnd
projects produced. the projects mist
be distributed to their intended oul-
lels by Bomee Means — as COmman a8
the 1.5, Mall and as exolic as com-
munlealion satellites. For the year
surveyed, the U5 Moll was used
59.7 percent of the Ume, overnight
services 14.5 percent, communica-
ton satellites 8,2 pereent and other
methodds 15,9 percent. Miscellanoous
methods Included the bus, UPS,
microwave relay, hand delbvery and
messenger/courler. When delivery
was by satellite, the purchase or
ammangementof the satellite time was
shared with another entity or other
entltles 45 5 percent of the time (18.2
percent always: 9.1 pereent usualhy
18.2 percent marelyl, while it was
sharcd] with no other entity 54.5
percent of the time.

Looking ahead, the THCS were
asked to eslimate the pereentage of
projects that five years from summer
1991 they thought would be dis-
seminated by the various methods,
Average mall use dropped algnifl-
eanily to 38.7 percent and cvernight
service use stayed just about the
same at 15.3 percent. Other meth-
ods dropped some to 11 percent. The
other mosl significant change was In
the use of the communlcation satel-
Ute “or other such electronic delivery
system™ which meved up to 34.3
percent. As elecironic delivery be-
comes more cosl elfective, as 1s oc-
curring. iis use likely will rise mark-
edly, as the data suggest. The advan-
tages anddisadhvaniages of electronic

distribaition asopposed Lo more oon-
veniional means of distribution s a
subject for further study. As noted
by one respondent, flber opllcs
surely will play a rele as a Muture
distribution sysiem

Producing and distributing
projects s of no real consequence
unless they are broadeast by the
outllets to which they are sent. All
THCa are extremely [nterested In
assessments of this particular out-
come; consequently, they were asked
whelher, during the perfsd 1985-
1891, they had conducted any stud-
tes deslgned 1o evaluale sucoess or
lack of success In gelling projects
alred on the television outlets to which
they were senl. Almosl 77 percent
reapomded thatl they had, and 23.1
percent responded that they had not.
With approxdmately 20 THNCs belng
in possession of such studies, it
would seem an excellent research
project for someone bo gather all
such projects together for analysis,
notwithstanding thelr Hkely highly
significant differences In auch ar-
eas as methed of data eollection,

Equipment purchasing alwiys
Is a subject of considerable impor-
tamee toentities auch aa THCs, which
are charged with the responsibility
of communicating with the public
through television, television being
an equipmenti-inlenstee en
The THCa were nsked whether ll'l-l:jl'
had purchased any compuler sofl-
ware, and 577 percent af them re-
sponded that they had, while the
remaining 42.3 percent indicated
they had not. The same percentages
applicd to whether they had pur-
chased any computer hardware, With
reapeci o the current budget, 42,3
percent said they were planning the
purchase of new lelevision produc-
Hon equipment, whilke 57.7 percent
aald they were not. O those wha
Indicated they wers planning such
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purchases, 63.8 percenl sald they
were planning the purchase of video
cameras with on-board recorders,
But that they were not planning the
purchase ol editing equipment at the
BetaCoam or higher level or any digl-
tal video elfects equipment. The aw-
erage proposed expenditure of those
planning purchases was $30,168.67.

With respect to the following year's
budget., the percentages were the
sarne, bul, of course, the could
be made up from the responses of the
different TNCS: Forty-two percent said
they were planning the purchase of
new telovialon production equipment,
while 57.7 percent said they were not.
Of these who indicated they were
planning such purchases, 44.4 per-
cenil sakl they were planning the pur-
chase af video cameras with on-boand
recorders aned ediling equipment al
the BetaCam or higher level, and 50
percent sald they were planning the
purchase ol digital video elfects equlpe
meent, The average proposed expend!-
ture of those planning purchases was
S80,000. The nearky $S0.000 average
Jjump from the “current” budget to
“rvext years” budget oould relect de-
slre over lkelihood,

The job tUthes of persons filling out
the survey forms ranged from com-
munlcations specialist to director of
agricultural communications. They
hawd worked an average of 15.2 years
In departments of agriculiural com-
munlcations.? They had been in the
Joba they were In for an avernge 12,1
years. College degrees ranged from
the assoclate’s (o the master's,* and
thelr annual salary averaged
#52.260.03, Four percenl were Puerio
Fican, and 96 percent were while.
Four percent were female, and 96
percent were male.

Concluslons
While THNCa secmed amall in
terma of employees, space and bud-

get slze (of keast In comparison bo
ewverall departments of agrieuliuml
communications). they nonctheless
seemed (o be pulling oul an exirmor-
dinary amount of work. Moat of the
projects produced wers fealure VIVES
concerning agriculiure and closcly-
related toplcs, Audience definition
seemed based Lurgely on geography
and large alze with considerably leas
regard to the components of the au-
dience, VNR distribution was selec-
tive as opposed to general.

The vasl majority of projects were
producsd complelely or abmosl come
phetely “tn-hotese™ and outside market-
ingt compandeswere relled on almest not
atall The S Mallases the distribution
vehdcle of ehales, bul the commurnica-
thon satellite Hhely will make large in-
roocds during the nesd Bve years. Some
compuber hardware and software was
being pumhased aleng with melathely
smaller amounts. of television produc-
ton equilprsent. Expendiiunes and pro-
poscd expendiiures for equipment
seemed meascnable based on olitpit
sl bosed o the svadlabllity of procduc-

murdeations entithes and seemed o
ke reasonable salaries. The mumber
olfnon-whites and females wis very low,

THCs scemed solidly based and
polsed for reasonable growth, Perhaps
the: most slpnificant statistic ofall, how-
ever, was that 50 percent of depart-
ments of agricultural communications
did not have a lelevision news comppo-
nent al all.
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