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Intreduction

In 1991, television news comipao-
venits of depariments of agriculiural
ommunications al the nation's kind-
frantl universitlea were surveyed o
find out such informaticn as thelr
rescurTe comrmilment, the fypes and
natures of the projects they pro-
tuced, and their video distribution
miethads [Booth, Telg, Smith &
lomlinson, 1992). Asa resull of that
itudy,! questions arose as (o televi-
don news outlet declsion-makers’
news directors and producers and
agricultural reporiers) use and per-
ception of the guality of agriculiural
video news releases. Are the topica
agricublural communicators focus-
Ing on the ones on which television
news directors and producers place
e moat emphasis? Are agricullural
temmunicators distributing video

The purpese of this sludy was to answer questions
regarding televislon news outlet decision-makers’ use and
perception of agricultural video news releases (VNRs), A
questionnalre was malled to the 26 television outlets to whom
Texas ASM University's Depantment of Agricultural Commu-
nications sends video news releases. A 92.3 percent return
rate was achleved. Among the findings: two-thirds prefer 3/
4-Inch videolape over Beta: more than hall prefer having
VNEs malled to them, rather than distribuling VNRs by
satellite; and stories about nutrition and personal health are
most likely to be atred on television stations.

news releases (VIWRS) in the fashion
that ensures a greater probability of
use on a felevision outlel? How do
news directors and television agri-
cultural progriun directors perceive
the quality of the VRS distributed?

This study focused on these
questions and others as they pertaln
1o Texas ASM Unbhersity's Depart-
ment of Agriculiural Communica-
thons [DAC] which produces fve o
LOVNEs per month and malls them
to 26 televislon outlsls — comrmer-
cial television stations in the South-
west, agricullural programs and tele-
vislon newslesds.? Additional inter-
views and B-roll follow each agricul-
tural atory.

Literature Raview
Although extensive research has
been dene In the feld of newspaper
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use of agriculiural print mews re-
leases, (Frite, 1985, 1987, 1987,
Davia, 1981 ; Phillips, 19922 Marton,
1986} no studies could be lound as
to television cuthets’ use of agricul-
tural video news releases,  Studies
were [ound comparing the
gatekeeplng role {deckding what will
or will not be used) of television
alationa and newspapers regarding
the use of prinied mews releases
(Abbolit & Brasafield, 1989), Of spe-
elfle intereat to-Abbolt and Brassfeld
was the method each medium used
to sereen releases, reasons ghven for
rejection or use, and the extent o
which news releases specilcally tad-
lored to a medlum were more suc-
ceaaful than more general releases,
The authors found that television
gatekespers place additional empha-
sls on visual possibilites for a news
release, although its absence does
not lead to automatie rejection: tele-
vislon gatekeepers are almost always
single Individuals who make the 0-
nal declston, while one-fourth of the
time news paper galekes pers reroute
the release on Lo someons el for a
deciston: all television gatekeepers
and hall of the newspaper
gatckeepers sald news releases
should be conclse statements of the
news which can be used as story
Ideas: and small televislon stations
lead the way among all media in
acceptance of news releases, with
large televislon slalions rejeciing
the most.

In recent years, the traditional
=press release” formal that had boen
used to send nformation 1o televi-
afon statbasns has undergone changes,
Rather than sending simply a plece
of paper informing a television sta-
ton aboul a new product or technol-
ogy or whatever, entities deslring to
express themsehies are — more and
mire — sending news stores Lo lele-
viston stations on videolape (Groen

& Shapire, 1987-88). Thess VINHa
are deslgned to resemble any normal
story the stafl of a televiskon station
wollkd produce, Most come complele
with "B-roll” footage, Interviews and
narralion. Most range in length from
O seconds to twe minules, are pack-

elther on videotasaelle or are
distributed via satellile and are
geared for alring during a news pro-
gram (Rubin, A, 1985). One of the
VNR's more appealing fealures to the
stations Is that ViiRa are free (o the
end user [Green & Shapiro; Harmod,
1989, meaning television news de-
pariments have acoess Lo a alory on
n tople of interest to them that they
did not have lo pay a reporier o
produce, Further, the VIVRE may con-
cern a toplc thal the stallon — prl-
marily & smaller-market atafion —
would not have the resources or ac-
cess needed In order o gel the nec-
eaaary video or interviews (Green &
Shaptro, 1990).

Since the advent of YIRS in the
carly 1980q, thelr production, distri-
bution and use have continued to
ellmmib (Rubln, M., 1985; Turk. 1586).
VNFEa have become 5o pervashve that
some now are worried about the eth-
fea of it all [Lukovitz, K., 1989]. From
19583 to 1990, the number of VINEs
distributed totelevision slations was
estimated at 5000 to 15.000
(Rothenberg, 1990). One markel
analysl, who conducted an in-depth
survey of every station In the coun-
try. said 85 to 80 percent of all mar-
kets wie VINES al least once & month
(Rubin, A., 1885). Another study
revealed that 75 percent of surveyed
stalions were willing to accept VIVES
by satellite (Rothenbe rg, 1955), How-
ever, television news gatekeepers of-
ten deny the use of VMRS,

But Hazinski's atudy (1991) may
cause news direciors 1o re-evidunate
the stance of not accepling ViNEa If
their declslon was based on viewers
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poticing the souree of video in news
releases,  Filty undergraduate stu-
dents al the Universily of Georgla
were guestoned both Immediately
after scelng a VNE and two wecks
later aboul thelr ability to recall the
stories and their attitudes towarnd
the credibllity of them, Hazinsk
found the fonts labeling the source of
thie video did nod secm b alfect audi-
ence judgment about the storkes and
the avdience membera did nol notice
the aciual source of the video de-
scribed by the fonls on the screen,
In & survey conducted by the
Public Relafions Jowmal in 1988, 61
percent of televiston news directors
aald they “zeldom™ or “never” use
VINEs, Twebve percent sald they used
thvem onee a month. Rubin (1985)
reporied that news directors in the
top 30 or 40 markels are "especially
leery about using VWNRs." And when
they 3o use them, they want to exer-
clse editorial control over them (Pub-
lic Relations Journal, 1990,
Although television outlels may
1ol hanse been targeied (o determine
thetr use of agriculiural VNRs, a
survey of agricultural communbica-
Hons deparimenis al land-grant
unlversltes was done in 1991 to find
oul information as to how thelr op-
cmtlons ran (Booth, L al.,, 1992),
Among the Andings pertaining to
YNEs were; mosl projects produced
by tebevislon news companents were
YMNRa: audience deflniiion seemed
based largely on geography and large
iize with consklermbly less regand lo
the components of the audience: and
slightly less than halfl of respondents
senl extra B-roll and intervicos,

Mathod

A survey Instrument woas devel-
Oped and malled to all 26 television
cutlets that Texas A&M University's
Lepartment of Agriculiural Commu-
fleatkons mailed (o on o regular ba-

sls, One Umitation of the study was
that the survey was malled fo sla-
tions on the Texas ASM DAC VNE
malling list, Although this excluded
otheratalions, I was deemed neces-
sary to find cut what actual users
thought of agricullural ViNRa. The
introduction o the reqesied
that it be answered by the individual
in charge ol alring or using the ViNRs.
Soone assumplion is thal the survey
aclually was completed by a decl-
alon-maker, Thequestlonnalre, with
cover letler, was malled in May 1992,
Follow-up [elephone calls and re-
placement surveys produced a re-
tum mate of 2.3 percent.

The responses were analyeed in
the following three ways: all re-
aponsess; population-based; and con-
tent of the program on which the
VNE alred. Responses based on
population were divided into the fal-
lowing categories: area of dominant
influence (AD) television househokds
of 150,000 or less (deflned hereafler
as "small markets™); ADI of 150,000
e 350,000 (defined as “mediium-sloe
markets®); ADM of greater than
350,000 [defined aa ~large markeis™):
and “speclalized markets,” such as
newsfeeds and reglonal or national
satellite-fed agricultural programs
that do not have AD] rankings.* The
program content calegory was di-
vided Into shows that were predomd-
nantly news-oriented and those that
were predominantly agricullre-arl-
ented. However, it was found that
the category answers provided simi-
lar results to the overall, aggregate
data, excepl when I pertained to
which siory lopics were mosl and
least Ukely to be used,

Rasulis and Analyals

Television oulletl deckaion-malk-
ers were asked (o estimate the num-
ber of agricultural video news re-
lenses (AVNES) used ench month.
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The mean was 502 AVNRs per
month. alss were asked to
eslimate the number of AVNEs they
used from sources other than DAC,
The mean was 15,38 a month. How-
ever, If the three natlonal, dally pre-
dominantly agricultural programs
are excluded, the mean drops o a
more represeniative 4.34 per month,
because each one sald they recebved
and used around 100VNES a month.

With regard to cutlets which re-
cebve AVINEa frem other sources, 17
(70.8 percent) stated Lhey recebve
AVIHs from sources olher Lhan Texows
AEM. Sources of ANVEs Included
Texas Farm Burcaw, Texis Depart-
ment of Agriculture, Unlled Stales
Department of Agriculiure and sev-
eral out-of-state land-grant televi-
alon news components. Skkieen (66
percent) stated the program onwhich
Texns ALM ANVEs alred was pre-
domirunthy news-orientsd, with the
remalning elght (34 percent] stating
the program was precdominanily ag-
riculiure-related. AVNHS were aired
mainly on weckdays (75 percent of
the time} and in the momings (29.1
pereent of the time), although sev-
eral statlons did air AVNRa at other,
more highly watched, mes of day,
primarily at noon (20.8 percent] and
at & p.m. [25 percent].

A serles of questlons was asked
to determine which story formats,
relating to aciual videolape formaits,
thme-length and content, the out-
lets preferred. On the question of
content, 5002 percenl of respon-
dents stated they wers more In-
clined to use “hard news [Umely)”
storfes over “leatures (Umeless, ‘ev-
ergreen’].” About two-thirds [(64.5
percent] aald they primarily used
ANYRa In thelr entirety; 12.9 per-
cent primarily used just soundbites;
and 22.5 percent primarily used
Just B-roll. More than four-ifths
(87.5 percent) sald they would be

more lkely to use ViNRa I custom
putcues were supplied,

With regard tovideolape formats,
66,6 pereent preferred material sent
on 3/4-inch videolape, with the re-
maining 33.4 preferring Bela tape.
Crutlets alss were asked what time-
length they preferred AVIVES 1o be,
Thirteen (54.2 percent) siated they
preferred AVNRES of 60 to S0 seconds
in length; one (3.4 percent) wanted
AVINEs of no more than 60 seconds;
elght [27.5 percent) preferred AVNEs
of 90 seconds (o two minutes: and
two (6.8 percent) wanted AVNRS of
two lo three minutes. When asked
what the maximum AVNE tme length
the outlet would use, 4.3 percent
sald B0 seconds was the maximunm:
17.9 percent sad 60 to 50 seconds;
21.7 percent sakd 90 seconds to two
minules; 47.8 percent aald two to
thiree minules; 8 6 pereent sald three
to fve minutes: and one did not
respond Lo the question.

To find cut what could be done to
improve Texns AZM's AVNE eflort,
televiston outhets were asked to de-
fermine which flems, fram the st
that was provided (o them, could be
mproved upon. More B-roll follow-

the end of the AVNRs was re-
quested by 19,1 perceni; 4.2 percent
requesied Jess B-roll: 6.4 percent
wanted more Interviews: 12.7 per-
cent wanted less Interviews: 19.1
peroent staled they want more graph-
fca: 4.2 percent wanted less graph-
foa: 2.1 percent wanted better graph-
fce: B.5 percent requested shorter
slores; and 21.2 percent aakd no
changes were needed.

Declsion- makersalso were asked
which Is more tmportant to them In
o news story — slory content or video
quality. Conlent was more Impor-
tant to 333 percent of respondents,
with the remaining 66.7 percenl slal-
Ing that story content and video qual-
ity were of equal value, They also

Jowrnal of Applied Communlcaticas, Val. T8, No. 3, 1993,/62



were asked to judge the quality of
Mexos MM 's story content and edii-
ing/vides quality. On slory content,
19 percent slaled i was “excellent”™;
47.6 percent stated T was “very good ™
and 33,3 percent siated 10 was “good,*
Cm editing Mdeo quality, 22.7 per-
cenl sabd I was "esccellent™: 45.4 aald
It was “very good™; 27.3 percent sald
it wes "gocd”; and 4.5 percent sakd it
waa “[alr.”

As far as outlels” satelite down-
link capabilitics, one statlon (4.2
percent] had only a C-band doami-
link: 2083 percent) had both C- and
Hu-banda; two (8.3 peroent) had net-
ther; and one (4.2 percent) did not
reapond, When asked what would be
the lkelthood that respondents would
use storles distributed via aatellite
cwer those provided by a matled 374-
inch videslape, one station (4.2 per-
cent) aadd it would be “more L™ to
use satellite; 14 (58,3 percent) snid
they would be "less bkely™ 1o use
salellile; and seven (28,2 percent)
sadd they woukd be equally likely to
is¢ slories provided by elther satel-
Ite or malled videotnpea, The one
station that sadd I would be “more
Ikely™ to use a satellite-fed story
ave the following as (s reason: "By
taking feed and recelving onto Beta
fapes, the gquality of the video Is
much belter thanon 3 /4-inch. Plus,
[t 15 Gelrhy easy for s to ake feods, as
long as we're aware of what's

| wvallable.... By geiling feeds we want
and plek, we're sure to use what we
sel up to take.” However, all of the
resaponses from the 14 wheo sakd they
would be “less Ukely™ Lo use satellite
were slmilar: They do not have the
resources avallable, elther i technl-
cal manpower or in time, (o schedule
e recehve another satellite feed.

From a Ust of 16 stocy tople
Calegories, lelevislon cutlel declaion-
rakers ranked from one to 10, with
“ofe™ belng “most Ukely® and =107

belng “least lkely,” which story top-
ica thelr outlel would be moat likely
te alr (Table 1). "Nulriton andfor
persanal health® emerged as the most
popular tople category (3 on the scale),
with “preduction agriculture™ closs
behind (3.02). Following these was
“veterinary medicine.” The two least
Hkely topics areas to be alred were
“forestry™ (6.22] and “marine lssues”
[7.0). Ser Table 1.

Population and program content
of the television outlets also were
exambngd as they perfalned to this
list to determine if different-skzed
markels or varied program content
emphaskzed the same or different
atory loples, The amall-market sla-
tons' top cholees for story loplcs
were “nutritlon and/for personal
health® [2.83) and “entomaology” (3.2],
wilh “production agriculiure” in third
(3.83). Medhum-sloed markets also
had “puirition® as s number one
eholee (2.38), with “production agri-
culture” (2,625 second and “com-
munity development”™ and “family
development™ tled for third (3.63).
Large markels choae “nutrition® (2.0}
first, “wildlife and for Ashertes” (2.66)
aecand, and “consumer aclences
(3. 13) third. “Special® markets pre-
Ferred “production agricul fure® (2.83),
with “4-H and for youlh®™ (4.17) and
“intermational toples”® (4.2) in second
and third, respectively. News pro-
grams had “nutrition” {176 sl
“personal Anances andfor invesi-
ments” [3.6) was second: and "famiby
development” and “velerinary medi-
cine” [4.0) were Ued for third, Agri-
cultural programs had “production
agriculture” [2.43]) as most likely to
be atred, followed by “commanity devel-
opxment” (3. 14) amd “focostry® (3. 16).

Conciuglons

In the 1991 study of television
news componen s at land-grant und-
versilies, almost two-thirds of the

Jouraal of Applied Communications, Vol. 78, No. 3, 1052/85




respondents sald thelr method of
distributing YVivFas was by mall, They
were then asked to project how they
would distribute VNHa by the mid-
1900s, Average mall use dropped
aignificantly to 38.7 percent with
distribution by communicalion sal-
ellite “or other such electronic deliv-

ety syRlem” Increasing to 34.32 per-
cent (Booth, et al., 19932,

Although electronde delivery may
become a mare coal-2fecibve method
alvideo distribution, THC speclalisia
woukd be wise also to take into ac-
count the “end-user benellis™ of a
aatellite-distribution network. Sat-

Table 1: Likeclihood of Televialen News Outlet, Declalon-makers

Alring Particular & Toplcs*
e Market alze
topls Orverall Small Mediom
development 5.00 .00 363 4

wildlife and for Asheries 4.87 5.40 5.18 286 520

Home gardening 4.70 5.40 4.35 550 4.88

Houslng 5.80 5.40 5.88 533 9.00

Nutritlon andfor personal health 3.00 283 238 200 550

Personal Anances f inveatmenta 4.50 4,20 5,32 4.00 525

4-H andfer youth 4.63 450 5.08 T.00 417

Marine lssues 700 B.40 7.00 7.00 T7.50

Cansumer sciences 4.91 520 4869 313 440

Agriculiure 3.02 .83 282 317 283

Community development 500 500 363 500 600

Rural seclalagy 4.37 5.25 4.13 4.00 4.83

Entomalogy 495 320 475 600 500

Foresiry B.22 5.00 5.71 650 600

Weterinary medicine ATa 2,50 4.63 T00 500

International topics &.21 o.G0 T.Fe B0 4.20
Program content

Story tople culture Hews

Family development ’ft:u:r 4.00

Widlife and for lisheries 4.00 547

Heme gardenlng a.75 546

Heousing 7.50 514

Nutrition and for personal health 6.50 1.76

Personal inances and for iInvestments  5.70 3.60

4-H and for youth 338 500

Marlne [ssues 6,50 7.54

Consumer sclences 4.44 4,50

Agriculture 243 4.86

Community development 314 4.33

FRural soclology 4.00 527

Entomology 4.43 5.10

Foreslry 316 7.00

Veterinary medicine 4.75 4.00

International topica .71 756

Franal e alr & alory Lople,
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ellite distribution may be bess expen-
plve, but If stations will not use the
satellite-fed material, then Hitls has

Leen gained by adopting the technol-

ogy. In this study, a majorily of
responden s anld they would be “less
likely” to use storfes sent by satellite
than by madlled videotapes. The over-
riding reason not to uses satellite-fed
stories was me consiraints caused
by @ full downlink schedule. The
pdvaniages and disadvantages of
electronic distribution as opposed to
mare conventional means of distr-
bution, such as by mail, 5 a subject
for further study. Also In the 1991
study, the majority of THCa atated
that they never of rarely sent B-roll
[57.7 percent) or Interview (1.1 per-
cent) footage with thelr VNRs. How-
=ver, by the responses in this survey,
the practice of Incheding additonal
Geroll and Interviews Ia imporiant,
even though the vast majority used
the VINRs in thelr entirely.

For comparison purposes, slml-
lar story topics of the 1991 land-
rrant university were lated to the
ones the televislon mews declslon-
makers were asked to delermine
which story toplc they would be
meosl- toleast-likely toalr, Although
the toples included in the 1991 study
[neluded all televislon news compo-
nent projects, including AVINHES,
some comparisons and conclusions
can be drawn, In the study of land-
granl unlversitles, "agriculture®
[31.5 percent) emerged as by far the
mosl common category in which
video projects were produced, with
the next-highest percentages drop-
ping all the way to 7.7 percent for
“4-H and for youth®, 7.6 percent for
“home gardening” and 7.1 percent
far “nutritien andfor personal
health,” Agriculture did constitute
a very strong plurality.

Although agricullure wis one of
the leading cholces to be atred by

news declsbon -makers in this siudy,
*nulritlen and fer personal health®
was slightly more popular cverall.
Agricultural VIVRs were more likely
to be atred on predominantly agr-
cullural showa and in amall- to
medium-sized markets., Larger mar-
keta and news-arlented programs
were leas likely 1o air ANVEs, With
this in mind, agricultural commis-
nications television news compo-
nenis may be well-served if thelr
goal is to get alrplay on larger sta-
tions to supplement thelr VNR ef-
fort of production agriculiuore top-
lcs with those toples that are more
consumer-related.
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'Return rate of the 1991 survey was
100 percent. The survey entalied
all 52 departments of agricul tural
communications — the SOsinles,
Puerto Rico and the Virgin Is-
lands,

*Since the time of this study In the
spring and earlty summer ol 1992,
the number of outlets recehving
VINRs from Texas A&M's DAC has
risen from 26 to 234, The original
26 were Lhe ones surveyed for this
sluchy,

* Arca of dominant Influence ks the
geographic market deslgn that
defines each lelevision market
exclushve af the athars, based on
meeasuring viewing patlerms, ADLs
selected for this study are based
on Arbilron’s 209 A markets
For 1900- 1991 Found in The Broad-
casting Yearkook, 1991,
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