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CHAPTER I

THE SIGNIFICANCE OF RADIO IN AGRICULTURE

AND THE HISTORY OF FARM RADIO

I. The Significance of Radio in Agriculture

In the eighteenth century, the farmer in the United States was a

self-sufficient entity. Most of his produce was consumed on the farm

on which it was grown. His grain went into his own flour bin; his

livestock supplied meat for the table and leather for his shoes; and

his garden replenished the winter cellar with vegetables. Outside

markets were of little concern to him. The amount of trade he did

was a simple matter of exchange. Occasionally, a surplus barrel of

salt pork would be hauled to the river landing to be bartered for a

bolt of goods or a bag of sugar. Or, if he were particularly fortu-

nate, the farmer might sell his extra produce for a few dollars to

spend on household utilities.

The economic system.which made the farmer of the seventeen hunp

dreds his own.consumer as well as his own producer also made him

dependent upon.his own.resourcefulness for information. He was his

own Weather forecaster and his own crop consultant. He relied upon

the miracle of nature to provide a bountiful harvest for his living.

Infrequent trips to the river landing or to the crossroads store,

meeting with neighbors, and an occasional traveler comprised his



contacts with the external world, and his only opportunity to exchange

ideas on farming.

A.Connecticut farmer, in 1794, aptly expressed the self-sufficiency

and stability of eighteenth century farming. He was entertaining a

foreign visitor and, after a lavish meal prepared from.homeegrown pro-

duce, he addressed his guest--a famous Frenchman:

You behold in me, my dear sir, a happy man, if there is

one on earth; everything you see around you, and what you have

seen at my house, is produced on my farm. These stockings

have been knitted by my daughters; my shoes and my clothes

come from.my herds, they, with my garden and my farmyard, sup-

ply me with plain and substantial food. The greatest praise

of our government is that in Connecticut there are thousands

of farmers quite as content as myself, and whose doors, like

mine, are never looked.

Two centuries of progress have wrought vast changes in the life of the

farmer, however. He is no longer the isolated, self-dependent individ-

ual of 1794, but a modern entrepreneur, closely allied with the rest

Of the world.

Developments in communication and transportation in the nineteenth

century opened up new-vistas to agriculture as well as to manufacturing

and trade. With improved transportation, the farmer discovered mar-

kets willing to buy his surplus produce. .As a result, he began.to

raise cash crops and'to purchase commodities he had previously made,

such as clothing for his family, household furnishing, and nails and

lumber for his buildings. The farmer's economic position and standard

 

l Goeffrey 8. Shepherd, marketing Farm.Product§_(Ames, Iowa:

The Iowa State College Press,‘1946), p.—I.

 



of living increased. Dollars and cents changed hands and the inte-

grated marketing system of today began taking shape.

The growing demand for farm produce was not limited to America.

Europe began expressing an interest in the products of American soil

and foreign trade rapidly developed.

Assured of adequate transportation and a ready foreign market

for surpluses the domestic market could not absorb, the farmer began

specializing in the production of one crop rather than of several. He

found this to be both efficient and profitable. He‘began restricting

his production to the crops more favorably disposed to conditions of

soil and climate. Tobacco and cotton became the chief crops of the

south; wheat supported the great plains areas of the west; hogs thrived

in the corn-producing mid-west; beef developed in the pasture-land re-

gions; and specialty crops became major enterprises along the seacoasts,

in the mountain valleys, and in the deserts. Thus the dominant American

crops became the special products of an agricultural industry geared

to the needs of national and international markets.

Added impetus was given agricultural commercialization by improve-

ments in technology. Machine tools cut down the cost of labor and in-

creased production. Soil conservation, and rodent and pest control

tended to make crop yields greater. And scientific research produced

hardier seed grains, improved strains of livestock and poultry, and

varieties of better quality products. New methods of processing tailor-

ed the farmer's output to the consumer's demands. All of these



developments have fitted the American farmer for the role of producer

in a huge marketing system.

In the course of two centuries, the farmer has become less self-

contained. His production has been oriented increasingly toward

markets and away from his own household use. "Agriculture was trans-

formed from a simple, pioneer, and largely self-sufficing occupation

into a modern.business organized on a scientific, capitalistic, and

commercial basis."2

No longer can the farmer claim that he is self-sufficient, as his

1794 counterpart did. Today's farmer produces for the market, and his

production is effectively influenced by the demands of the consuming

public. Over eighty-six per cent of his income depends upon conditions

outside of his own fences.3 In 1794, the farmer's main concern was

food and shelter for his own family. Two centuries later, he has assump

ed the responsibility of supplying food and shelter to millions of

families.

Wfith his "coming of age" as a producer of the world's food, the

farmer has acquired new and perplexing problems. Agricultural comp

mercialization and specialization have brought the farmer face-to-face

with issues of political and economic character which require as much

 

2 Everett E. Edwards ”American Agriculture-~the First 300 Years,"

Farmerg in _a_. Changing World (Washington, D.C.: Government Printing

Office, 1940), p. 221; citing "The Agricultural Revolution in the

United States", Science, 72:585-594.

 

3 Shepherd, 2p. cit., p. 4.



study and thought on the part of the agriculturist as do the physical

problems of production. Some of these problems are as follows:

1.

2.

3.

4.

5.

6.

7.

8.

Competition from.rival producing regions in this country

and from.similar producing areas abroad.

Over-production in times of agricultural surpluses.

Unstable labor supply.

Complicated governmental policy and regulation.

Federal and state price controls.

Intricate marketing procedures.

Market fluctuati ens .

Nonpdependable income.

Physical problems of production have always been a concern of the

farmer, but machine cultivation.and specialization have revealed the

importance of these problems and the necessity of coping with them.on

the farm. The physical problems of production with which the farmer

must cope include the following:

1.

2.

3.

4.

5.

Conservation of soil resources.

Uncertainty of'weather conditions.

Controls of pests and rodents.

Control of diseases affecting crops, poultny and livestock.

Inefficiency of labor and production methods.

The modern farmer is a "technician.and a businessman who wages a

continual battle with the weather, the produce market, and.the fickle

productivity of his soil."4 Fortunately, as agriculture became an

4 "The Farm Director: 'What a Salesmanl", Sponsor, 4:21, October 9,

1950, p. 31. '



important national industry, a growing concern.was felt for the farmer

and his problems. Early in the nineteenth century, the government,

recognizing the importance of agriculture to the economy, organized

the Federal Department of Agriculture. The result of its effort to

provide a "guiding hand" for the farmer is the present-day United

States Department of Agriculture, under the auspices of which bureaus

have been developed to serve the farmer in almost every phase of pro-

duotion, economics, and science.

Other agencies and institutions cooperated in aiding the farmer.

The state governments, working with the land-grant colleges, originated

extension services. Some of the ways in which the extension system.has

served the farmer are: trained personnel to advise him.on field prob-

lems, demonstrations of new equipment and techniques, educational meet-

ings, and the publication of bulletins on a variety of subjects of

interest to the rural population. The wire syndicates, the daily news-

papers, and the radio have given the farmer eamy access to the informa-

tion supplied by governmental and industrial agencies. As a public

service instrument, radio has been.helpful to the agricultural industry.

To the farmer, radio broadcasting was a particularly significant

development in.the field of communications. "Radio for the rural people

is what might be called a 'natural'. The remoteness of farmers from

the general run of news made radio more of an asset than.any other

development in their lives, aside from.the automobile."5 The immediacy

 

5 Judith c. Waller, Radio the Fifth Estate (New York: Houghton

Mifflin Company, 1946), p. 260.

 



of radio spans time and distance, acquainting the farmer with facts at

the time they are most needed.

Radio stations broadcast up-to-the minute market and weather in-

formation at hours convenient to the farmer. It has been estimated that

the availability of last-minute radio weather reports had saved agricul-

tural producers millions of dollars.6 Acting as the intermediary and

interpreter'between service organizations and the producer, radio offers

the farmer an easy, understandable way of attaining the infOrmation he

needs.

Many of the services which radio has furnished to the public have

contributed to the welfare and progress of the community. An illustra-

tion of one such instance is reported in SPONSOR magazine.

____, farm director at may, Raleigh, (North Carolina)7

spent the past winter reminding farmers of their trouble the

previous year with blue mold, advising them to protect their

crops with chemicals. This mold ravager of the tobacco beds

is an economic danger to the farmers in the'WPTF area.8

It is this kind of service that has woven farm.radio into the life of

the community, convincing both farm.and urban citizens of the sincerity

of radio's endeavor to serve the public.

Statistics indicate that farmers are becoming increasingly aware

of the usefulness of radio. Within a period of ten years, from.1930 to

 

6 Ibido' p0 2610

7 Bracketed information by author.

8 Sponsor, pp. cit., p. 75.



1940, the number of radios on farms had increased an estimated forty

per cent.9 In 1949, approximately sixty-five per cent of the six and

one-half millions of farm dwellings in the United States were equipped

with radios.10

A survey of the attitudes of rural people toward radio service,

conducted by the United States Department of Agriculture in 1948, re-

vealed that radio has become a "highly valued aspect of living" in most

rural homes.11 The survey disclosed that farm radio owners felt "they

m”,12 only onewould miss radio very much if it were inaccessible to the

in eight expressing the opinion "that the loss of radio service would

make little difference to him."13 or the farm men interviewed in the

same survey, twenty-seven per cent declared they valued radio as an aid

in theirwork.14 "Radio is valued by rural listeners for the two great

functions it serves; as a source of news and other information and as

a source of entertainment and company."15

 

9 "Preliminary Report on Survey of Radios, Telephones, and Electri-

city on.Farms," United States Department of Agriculture, Bureau of Agri-

cultural Economics, December, 1947.

10 Statistical Abstract 2f the United Statgg, United States Depart-'

ment of Commerce (washington, D. 0.: Bureau of Census, 1949), pp. 653

and 8330

  

11 "Attitudes of Rural People Toward Radio Service," United States

Department of Agriculture, Bureau of Agricultural Economics (thhington,

D.C.: Government Printing Office, 1948), Summary of major findings,

p. 1-2.

12 E22} Cit.

15 Attitudes of Rural People Toward Radio Service", pp, cit., p. l.

14'Ib1dc, summary p. 10

15 L000 Cite



Changes in the farmer's cultural values as well as his economic

status have occurred in the passing of two centuries, and particularly

in the past twenty-five years. The farmer has become more like his city

neighbor in his tastes and opinions. "It would be an exaggeration to

say that broadcasting has had everything to do with this transition, but

certainLy it has been a strongly contributing factor."16 The rural

listener is as well informed on all topics as urban listeners, and he

differs little from city peeple in his appreciation of good music and

entertainment. Rural audiences like to have their farm programs planned

with as much thought and care as is given to any other type of program.

To keep in touch with the changing ideas of the farmer and to pro-

vide him with accurate, well-planned programs, the radio stations have

added field representatives to their staffs. The role of the farm di-

rector is unique in radio broadcasting. He is "the 1iaison.between.the

college, the farmer, and industry, and his strength lies in his promotion

of the sale of all three elements in.the economy."17 It is just as much

his job to sell the farmer and what he is doing to business people and

the public as it is to sell the farmer on progressive methods.

"Despite the fact that well over fifty per cent of farm directors

do all onpthe-air'work'themselves, you'll seldom find one at his desk."18

 

16 E. P. J. Shurick, The First Quarter-Century42£_Americap'Broad-

casting (Kansas City: Midland Publishing Company, 1946), p. 270.

  

 

17 "Role of the RFD", Broadcasting Telecasting, December 4, 1950,

P. 4:20 ‘

18 "5:50 am. on theIFarm”,_§ponsor--Farm Facts Handbook (New York:

Sponsor Publications, Incorporated, 1949), p. 8.
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much of the radio farm director's time is spent in the countryside,

talking with farmers, learning their problems, inspecting their achieve-

ments, conveying information from.the sources he commands, and gathering

firsthand knowledge to broadcast to his rural radio followers. The ex-

tensiveness of this phase of his job is reported in S HSCR by one farm

director: "Eiles traveled in.past year; 35,000: farm.meetings where

he delivered speeches; 154: fairs from which he conducted broadcasts;

23."19

An important facet of the farm director's position is his ability

to convey the farmer's story to the public. Producers are frequently

accused of being responsible for rising food prices'when other factors

originating outside of their control are involved. As spokesman for

the industry, the farm director is in a position to give the public a

more complete picture of the farmer’s situation. The radio farm di-

rector's effort to present the agricultural side of the economy to city

dwellers has attracted urban listeners as well as a rural audience.

Arthur G. Page, farm director of WLS, Chicago, reports that WLS has a

"vast audience of folks in the city of Chicago who folloW'the farm situa-

tion.as if it were their own personal problem."20

To maintain a responsive audience, the radio farm director needs

an adequate understanding of agriculture and the farmer's problems. An

extensive background is necessary if the farm.director is to know what

 

l9 Sponsor, pp. cit., p. 74.

20 Ibid., p. 75-76.
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is important to farmers, and, as well, to nonfarmers in his community.

His interpretation of news and information requires a natural feeling

for the farm angle acquired through long association.with rural people.

AgriCulture has a language of its own, and the farmer is quick to de-

tect any faulty or inaccurate presentation of farm.information.

From.one part-time worker in the early nineteen-twenties, the

radio farm director's number is now estimated at over two-hundred and

fifty; and there are one or more in eveny state.21 "Farm broadcasters

have brought agriculture's passing parade into millions of homes, both

rural and urban, the world over. They have, through the medium of the

airwaves provided a wealth of information.to help make agriculture more

efficient and prosperous, and make farm and ranch homes happier and

brighter."22

II. History of Farm Radio

On December 15, 1920, the first agricultural information was broad-

cast in Morse code by short wave radio station NAA,‘Washington, D. C.23

It consisted of market reports compiled by the Department of.Agriculture.

Radio operators within a three hundred mile radius of HAA copied the

coded message and posted the market information in stores, post offices,

 

21 Personal letter from Herb Plamback, Radio Farm Director, WHO,

Des Moines, Iowa; and historian of the National Association of Radio

Farm Directors.

22 Loc. Cite

23 ShuriCk, .229 Cito, p0 2710
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railroad stations, and other locations convenient to the farmer and

local produce dealers.

Favorable response to the initial broadcast led the Department of

Agriculture to organize a limited net of shortwave stations in Belle-

fonte, Pennsylvania, St. louis, Missouri, and Omaha, Nebraska; thus ex-

panding its service to reach agricultural people in these areas.

While the Department of Agriculture experimented with short wave

transmission of market reports, the commercial radio stations began

realizing the public service possibilities of their media in the field

of Agriculture. Less than a year after the first coded transmission

from station NAA, voice broadcasts of agricultural information began.

KDKA, Pittsburgh, the first radio station on the air, also broad—

cast the first farm program in 1921.24 This first broadcast was pre-

sented over KDKA by mr. Frank Mullen, livestock editor of the "Pennsyl-

vania and Ohio Stockman and Farmer", a farm.publication whose editors

believed that radio would be an effective instrument in reaching the

farmer with market and weather news. Hr. Mullen's broadcast elicited

response from.farm people all over the country and programming especial-

ly for agriculture was underway.

By march, 1922, seventy-five of the 129 standard broadcasting

stations in.the United States were sending out market and weather in?

formation to farmers in two-thirds of the country.25 Among the numerous

 

24 Ibid., p. 272.

25 2.2.2. Cit.
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early stations on the air with local farm programs were; WGY, Schenec-

tady; W01, Ames; KSAC, Manhattan; WIN, Cincinnati; and WCCO, Minneapolis.

Art Page's "Dinner Bell Hour" over WIS, Chicago; "Everybody's Farm Hour",

organized by George C. Big-gar on WIN, Cincinnati; Everett Mitchell's

"Town and Farm" broadcast on‘l‘fli Q, Chicago; "Farmer's Digest" broadcast

by KPO, San Francisco, under the direction of Henry Schacht; and Larry

Haeg's program at EE'CCO in Minneapolis are among the farm programs famous

for their long, continuous service'to agricultural listeners.26

The government and the standard radio stations were not the only

agencies concerned with the development of agricultural radio. Educa-

tional institutions foresaw the advantages radio offered in reaching a

vast farm population. In 1921, the University of Wisconsin introduced

telephoned weather reports over its station 9105 (later to become WHA).27

This service was increased by the addition of market and produce in-

formation and bulletins on road conditions. The example set by the

University of Wisconsin was followed by other colleges, some of whom

have continued and have built their radio services into an extension

system of agricultural education by air. Purdue, Oregon State College

of Agriculture, Michigan State College, Cornell University, Texas Agri-

cultural and Mechanical College, and Kansas State College are among

many colleges who have been leaders in the field of farm radio.28

 

26 Waller, 2p. cit., p. 262.

27 ShuriCk, .92. Cite, p. 2730

28 Waller, 3p. cit., p. 261.
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On the early farm.broadcasts, weather and market information comp

prised the main fare, with recordings occasionally interspersed among

the reports. 0f the early broadcasts, Larry Haeg,‘WCCO, Minneapolis,

stated: "---much of the programming for farm listeners consisted of

hillbilly or folk type and religious music with little thought given

to educational and information programs."29 And Mr. Frank Mullen, in

describing his pioneer broadcasts on KDKA, asserted that "he opened

the station's transmitter with one hand, rang a few bells with the

other to attract listeners' attention, and then proceeded to broadcast

farm news, market reports and other items of agricultural interest."3o

Weather and market information.for'the early farm broadcasts was

telephoned or telegraphed from'their source to the radio station.

Radio stations were concerned about the lapse of time which occurred in

this communication process before the reports were ultimately aired.

WRAP, Fort'Worth, was the first station to utilize the'time-saving ad-

vantage of "on the spot" broadcasting.‘51 From.the floor of the Fort

worth Grain and Cotton.Exchange, WRAP broadcast market quotations di-

rect to the listener. This was the forerunner of present day "on the

spot" broadcasts from.market exchanges and weather stations all over the

countny.

With the growth of farm.programming on local stations during the

period of the nineteen-twenties, one of the important problems of the

 

29 Herb Plambeck, 2p. cit.

30 Loc. cit.

31 Shurick, 22. cit., p. 273.
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32 was "what could networknewly organized National Broadcasting Company

broadcasting do for the farmer?" NBC brought Frank Nullen from KDKA to

form a department of agriculture for the network. Under the direction

of Mr. Nullen, the first nationally recognized farm service program,-

The National Farm and Home Hour-ewes broadcast on October 2, 1928, over

the Blue Network.35 This program.brought to farm radio a national

stature and prestige and started a period of cooperation between commer-

cial radio stations, the United States Department of Agriculture, and

other governmental agencies and facilities. In 1943, when.NBC was di-

vested of one of its two networks by order of the Federal Communications

Commission,34 "The National Farm.and Home Hour" ceased to exist by that

name, but it was continued by the American Broadcasting Company as the

"Farm.and Home makers". Today, the program.is still carried on ABC

under the name of "The American.Farmer".

Toward the end of the experimental period of farm programming, the

United States Department of Agriculture established a radio service in

the department. ‘With'W. M. Jardine35 in charge, the Radio Division.was

invested with "The duty of making available to educational and commercial

 

32 NBC was organized in 1926 with the Red Network. In 1927, NBC

added the Blue network to its organization. See, Ned Hidgley, The

Advertising and Business Side of Radio (NSW'YOsz Prentice-HallT—In-

corporated, 1948), p. 68. -—-

 

33 Whller,'gp.ugzt., p. 263.

34 Claiming tendenqy toward monopoly, the FCC ordered NBC to dis-

pose of one of its networks. The Blue Network was reorganized as the

American Broadcasting Company. See Midgley, pp. cit., p. 113-114.

35 W. M. Jardine was a pioneer in farm radio at Kansas State

Agricultural College.

p—m ,
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radio stations extension programs from.the Department, programs, and

home-making practices."36 At the present time, the United States De-

partment of Agriculture radio service sends out program.materia1 to

approximately four hundred and fifty local radio stations and to the

networks every day.37 This service has grown to be a major source of

programming information for farm broadcasters.

By the mid-thirties, numerous commercial stations were employing

men as farm service directors to provide the specific service required

by the rural audience. The position of the radio farm director had

become established, especially in.the farm and ranch areas where many

radio stations programmed a considerable portion of their'broadcasts

for the rural listener.

Although specialized farm broadCasting was a comparatively new

phase of radio, its necessity was emphasized at the start of'World war

II, when it became necessary to keep agriculture fully informed on gov-

ernment food programs. The demand of wartime provided the impetus for

a national organization of farm broadcasters. In 1943, at the annual

meeting of the Institute for Education by Radio in Columbus, Ohio, the

radio farm directors discussed the possibility of a national organiza-

tion. Just one year later, the National Association of Radio Farm

8
Directors was founded in Columbus.3 Larry Haeg of'WCCO, Minneapolis,

 

36 Whller, 2p. cit., p. 264.

37 Ibido, p0 265.

3B Herb Plambeck, pp. cit.
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was elected the first chairman of the organization. According to its

statement, the purposes of the NARFD are as follows:

Closer relationship between commercial radio farm broad-

casting, agencies, and farm organization; closer relationship

with advertising agencies and other groups interested in reach—

ing the farm people through the medium.of radio; closer rela-

tionship and better understanding between farm.radio broadcast-

ing and station management; programming of farm broadcasts

which will keep this type of service on.a high plane; develop-

ing farm.service in areas of the United States where it is now

lacking; advancing the welfare of those engaged in farm.radio

broadcasting.59

From its beginning with coded messages transmitted by short wave

radio, farm radio has grown into an organized, highly specialized phase

of the broadcasting industry. The history of farm radio reflects more

than.a quarter century of agricultural progress and the development of

cooperation among governmental and commercial agencies to serve the

farmer. In.twenty-five;years of agricultural broadcasting, farm pro-

gramming has expanded until it is a part of the daily schedule on hun~

dreds of stations, including television and FH presentations as well

as those on standard broadcasting.

 

39 “fall-er, 22. Cite, p0 269‘270.
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CHAPTER II

STATETENT OF THE PROBLEM.AND REVIEW

OF PREVIOUS RESEARCH

1. Statement of the Problem

The purpose of this study was to discover: (1) the most important

sources of information and service upon which the radio farm.director

depends for broadcast material; (2) the sources of information and serv-

ice from.which the radio farm director would like to receive additional

services; (3) the type of additional services the radio farm director

would like to receive; (4) the frequency with which the radio farm di-

rector presents the various types of information made available to him;

(5) the amount of time the radio farm director spends in preparing the

information for broadcast; (6) the attitude of the radio farm director

toward sponsorship of farm programs; (7) the extent of participation

by the radio farm director in servicing commercial accounts and deliver-

ing commercials.

II. Importance of the Study

Although farm.programs have been in existence as long as radio

broadcasting itself, farm.radio did not emerge as a highly specialized

area of the radio industry until shortly before‘World'War II. The posi-

tion of the radio farm director is newly recognized in.the broadcasting

field, and there has been little research done in that particular phase
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of the radio industry. In a personal letter to the author, Mr. Kenneth

Gapen, Assistant Director of Information for Radio and Television,

United States Department of Agriculture, stated: "As far as I know, no

such survey of agricultural radio -- has yet been made. Several more

fragmentary studies have been done by various agencies from time to

time. In view of the rapidly changing situation, most of these investi-

gations are now rather out-dated."

Because the radio farm.director is involved principally in public

service, it was considered important to investigate his activities in

building and airing farm.broadcasts. There exists a practical need

and use for information obtained from.such investigation: to the farm

broadcaster who plans and builds his programs from.materia1 supplied by

governmental, educational, and private agencies; to those agencies which

represent the source of program material; and to society, particularly

the farmer, who seeks to benefit from the services offered by farm pro-

grams.

111. Previous Research on Programming Activities

of Radio Farm.Directors

In reviewing the studies done in the area of farm radio, five sur-

veys were found which pertain specifically to the subject of this

research project. These five studies are: (1) a farm program.informa-

tion survey by the Radio Service of the United States Department of

Agriculture; (2) a survey of types of services offered to radio farm

directors by state extension services done by the United States
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Department of Agriculture Radio Service in c00peration.with the Federal

Extension Service; (3) a poll of radio farm directors opinions of the

weekly United States Department of Agriculture Radio Farm Director

Letter made by the United States Department of Agriculture Radio Serv-

ice; (4) a survey of the National Association of Radio Farm Directors

investigating Extension Service relations with radio farm directors;

and (5) a study of the farm programming of radio stations in Illinois

directed by J. A. Murray of Illinois Agricultural College Extension.

None of these studies duplicates the information.found in this

thesis investigation; but they do provide background and supplementary

material. Of the five, three of the surveys deal with only one aspect

of the thesis problem, one is limited in extent but comparable in con-

tent, and one is as extensive as the survey made for this study but

deals with different, though related, information. A brief summary of

the five studies follows:

In the year 1947-48, the Radio Service of the United States Depart-

ment of Agriculture surveyed radio farm directors for the purpose of

getting background information with which to plan United States Depart-

ment of Agriculture services to radio farm directors.1 Of 345 question-

naires distributed to farm directors, two hundred and eighty-one were

returned. An analysis of the information obtained from.the returned

questionnaires disclosed the following facts about farm programming:

 

l "USDA Cooperation with Radio Farm Directors", USDA Radio Service,

Office of Information, washington, D. 0., pp. 1-3.
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Number of programs a day--

159 of the 281 stations had one farm program a day, at least

ten minutes long. 112 stations had two or more such programs

daily. 73 had special Saturday programs, not counting the

Saturday shows in a 6-day-a-week series. 16 had special

Sunday programs .

Status of programs--

Of the about 415 daily farm programs on the 281 stations,

about 48 per cent are sustaining, 28 per cent sponsored, and

22 per cent participating. The stations that had more than

one program.a day had a slightly higher percentage of sponsor-

ed and participating shows, and a somewhat lower percentage

of sustaining shows than.those with only one program a day.

Time on air--

A somewhat higher percentage of the daily and multi-daily

shows were broadcast in the 5:00 to 7:00 a.m. period than at

noontime (11:00 to 1:15). Among the special Saturday shows,

52 per cent were broadcast between 11:00 a.m. and 1:00 p.m.

Length of programs--

The quarter-hour programs were in.the majority, not counting

market reports broadcast as separate programs.

L'arket report 3--

Of the 281 questionnaires used in this analysis, 88 per cent

reported using market reports, with 38 per cent broadcasting

them as separate features, exclusive of the farm.program.or

programs.

'Wire news-

202, or about 72 per cent, of the 281 stations reported use

of wire service news in their farm programs.

The United States Department of Agriculture Radio Service and the

Federal Extension Service made a survey of State Extension Services in

November, 1947.2 The purpose of the survey was to learn the major types

of services furnished to radio farm directors by the various state ex-

tensions. Questionnaires were returned from the extension services of

 

2 Ibido, p. 30
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thirty-four states. The distribution of scripts to radio farm.directors

for use on farm.programs was the type of service most frequently report-

ed by the state extension services (See Table I, p. 23), while four of

the states reported no service to the radio farm director.

Late in 1946, the Radio Service of the United States Department of

Agriculture polled the radio farm directors regarding its "RFD Letter".3

The purpose of the survey was to discover the radio farm directors'

opinions concerning the type of material desired in the Letter.4 0f the

eighty-four farm.broadcasters that replied to the questionnaire, 71

'Wanted background information about farm research included in the "RFD

Letter", and 70 wanted background information on United States Department

of Agriculture action programs, such as the Production Marketing Admin-

istration, the Federal Housing Administration, and'Federal Extension

activities (See Table II, p. 24).

 

3 Ibid!, PO 5.

4 The "RFD Letter" is a weekly bulletin published by the Radio

Service of the United States Department of Agriculture. It contains

information on government poliqy affecting agriculture and other in,

formation on the activities of the United States Department of Agri-

culture.
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mason TYPES OF SE-VICES .FFERED RADIO

BY EXTENSION SERVICES
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FARE DIRECTORS

 

Types of Services

Number of States

Furnishing the Service

 

Background letter similar to USDA RFD Letter

Farm.Flash service

Other script service

Send staff itineraries to RFD's

Hold field days for RFD's

Have electrical transcription service

Give special telephone service to RFD's

Hold meetings for RFD's

Other services

No service at present but have plans

None

22

24

10

9

22

14

13

20

4

 



TABLE II

MATERIAL DESIRED IN RFD LETTER BY RADIO FARE DIRECTORS
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NO. Of RFD'S

 

 

material Desired . __~Indicating

Yes No

'Want summaries of USDA press releases in RFD Letter 40 36

want summaries of BAE situation reports 62 15

W’ background information about farm research 71 6

'Want background information on USDA action programs

(303, PMA, FHA, FS, Extension) 70 6

Went advance information about field trips of USDA

officials 52 24

Went itineraries of foreign visitors 45 31
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The Committee on Radio Farm Director Extension Service Relations

of the National Association of Radio Farm Directors made a limited

survey in 1949 for the purpose of investigating the specific services

offered the radio farm directors by Extension Services, the specific

services offered the Extension Services by radio farm directors, and

the extent of cooperation between the two groups.5 0f the twelve ques-

tionnaires sent to radio farm directors in twelve states, eleven were

returned. The survey indicated that the specific services offered to

the radio farm directors by Extension Services were:

1. weekly feature stories.

2. Transcriptions made by extension Specialists upon request.

3. Advance notices of events sponsored by the Extension Services.

The radio farm directors listed these as the specific services that

they offered to the Extension Services:

1. Daily announcements of extension.meetings.

2. Promotion of extension programs.

3. Provision of program time for extension specialists.

4. Air daily stories of county agents' activities.

The radio farm directors indicated that they would like more coopera-

tion from.the Extension Services in the nature of:

1. more feature stories, less "routine stuff".

2. Meetings with extension people to discuss common problems.

 

5 "Survey by NARFD Committee on RFDAExtension Service Relations",

National Association of Radio Farm Directors, 1949.



26

3. A cooperative attitude rather than a competitive attitude

from.extension people who have'their own farm.programs.

4. Progress reports of extension action programs.

5. An "even break" on distribution of extension information

to radio stations in a competitive market.

In 1949, J. A. Murray of the Agricultural College Extension,

Urbana, Illinois, surveyed the farm.programming practices of all of the

radio stations in Illinois, with the exception of the Chicago stations,

and those stations in the adjoining states of Kentucky, Indiana, Hissouri,

and Iowa which included portions of Illinois in their primary coverage

area.6 A total of 47 questionnaires were returned out of seventy-four

sent out. The following were the major findings of the survey.

One or more regular farm programs were reported by 86 per cent

of the large stations, 100 per cent of the medium stations,

and 96 per cent of the small stations that filled out the ques-

tionnaire. Farm programs were broadcast daily by all of the

stations reporting farm.programs and some also had weekly spec-

ial programs.

The most frequently reported time of broadcasting was 12:00

noon to 12:30 p.m.; followed by, in.the order'named: 7:00 a.m.

to 7:30 a.m.; 6:00 a.m. to 6:30 a.m.; 11:30 a.m. to 12:00 noon:

6:30 a.m. to 7:00 a.m.; 7:30 a.m. to 8:00 a.m.: 6:00 p.m. to

6:30 p.m.: 5:00 a.m. to 5:30 a.m.: 7:00 p.m. to 7:30 p.m.

The primary sources of farm news most frequently mentioned by

the stations were, in the order named: Wire services, agricul-

tural colleges, county extension.workers, United States Depart—

ment of Agriculture, and local farmers.

Sources of interview and discussion material most often reported

'were: local farmers, extension workers, rural youth groups, and

agricultural colleges.

6 J. A. Mhrray, "Farm Radio in Illinois", Review of Extension

Studies, Extension Service Circular 464, January, I950:_USDAIE§EEEsion

Service, washington, D. C., p. 11.
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Additional aids the stations wanted from local county extension

agents included: more local material, seasonal by-the-month

calendar of local farm activities, releases and announcements

of meetings, help with planning interviews, discussions, and

forums in.which county extension and local people participate.

The stations indicated that they did not want prepared scripts.

The report of the survey indicated that the larger stations

more often employed full-time farm directors who developed

their own local sources of information. The smaller stations

often employed part-time directors or none at all. The smaller

stations indicated need for more material and services.

The stations reported that they would be willing to cooperate

in a program to help train local county agents in radio methods

and techniques. They favored the suggestion that the college

of agriculture assign a radio fieldman to work between the

college, local stations, and county agents in a liaison capacity.
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TECHNIQUE USED IN THE INVE TIGATION

I. The Questionnaire

The investigation involved in the thesis study covered a large

geographic area; therefore, the questionnaire survey was considered

the most feasible method of investigation. Frances'Wilson sums up the

opinions of leading authorities in the field of questionnaire research

by suggesting the following standards for constructing and administer-

ing the questionnaire:

CONSTRUCTING THE QUESTIONEAIRE--

Ask only those questions which the respondents are competent

to answer, avoiding those for which for one reason or another

the correspondent may be unwilling to answer, or which depend

for answer upon delayed memory.

Avoid questions entailing lengthy investigation.by the re-

spondent; at the same time request information in sufficient

detail to secure necessary data the first time.

Omdt all leading questions.

Plan the questionnaire so that the questions are few in number,

brief, simple, unambiguous, specific and not general, and stat-

ed in acceptable language.

Construct questions that will elicit facts. When opinions are

requested the final report should indicate carefully when opin-

ions and attitudes are being reported.

Develop questions in a logical sequence.

Include check questions and interlocking questions. The latter

are especially important when the study is of a particularhy

intricate problem.
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Test the questionnaire form, when.it is completed, with a group

of persons similar to those to whom it will be addressed. Elim-

inate all sources of error... '

FOREAT AHD DISTRIBUTION OF QUESTIONUAIRES--

The questionnaire must be accompanied by a letter which effective-

ly sets forth the purpose of the study, indicates the sponsor,

and solicits the cooperation of the respondent...

Have the blanks printed or typed, leave adequate room for replies,

include a self-addressed envelope, acknowledge receipt of the

completed form.

Send out followaup letters to insure an adequate number of re-

plies...replies should not only be numerous but complete-~that is,

they should represent a high percentage of response to the blanks

sent out.

The above standards were followed closely in constructing and ad-

ministering the questionnaire. The questions were kept at a minimum,

and most of them were designed for simple check or short blank fill-in

answers, although room was left for comments. Additional space was

provided at the end of the questions for those respondents who wished

to elaborate on their criticisms of farm radio programming. Simple

phraseology was used, and common radio terms were allowed since the

questions were directed to men active in the radio industry. According

to Albert Blankenship: "Probably no final set of 'principles' for word-

ing will ever be written. The circumstances and purposes of each study

are unique. The manner in which the respondents are to be approached,

which differ in every survey, will influence the phrasing used."2

 

1 Frances M. Wilson, Procedures in Evaluating 3 Guidance Program

(New York: Bureau of Publications, Teachers College, Columbia Univer-

sity, 1945), pp. 94-95.

   

2 Albert 8. Blankenship, Consumer 229 Opinion Research--The Question-

naire Technique (New York and London: Harper Brothers, Publishers, 1943),

p. 55.

 



30

When the essential questions of the survey had been determined, a

copy was sent to the Radio Service of the United States Department of

Agriculture for evaluation and criticism. The questions (see page 31)

were also discussed with a radio farm director and with four people

interested in sociological research. The final questionnaire (see -

Appendix) was mimeographed on smooth paper suitable for pen writing.

It was assembled in booklet form.with the cover page illustrated and

titled to give the respondents an immediate idea of the content.

A letter was drawn up which set forth thepurpose of the study,

indicated the sponsor, and solicited the cooperation of the respondent

(see page 34). It also stated that a summary of the results of the

survey would be sent to the respondent if he desired the information.

The letter was duplicated on letter-head of the Department of Speech,

Drama, and Radio Education, Michigan State College.
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QUESTIONS USSD IN THE QUESTIONNAIRE

A. How much do you depend upon the following sources for services and

information with which to build your farm programs?

POST OF SONE OF HARDLY

THE TIT-E THE T114713 EVER
  

l. USDA-~Washington....................

2. State Department of Agriculture.....

3. State Extension Service.............

4. County Extension Service (County

Agent, 4-H, etc.)...................

5. Farm.0rganizations (Farm Bureau,

Grange, Farmers Union, etc.)........

6. Weather Bureau......................

7.‘Farmers.............................

8. Soil Conservation Service—-State....

9. Soil Conservation Service—-District.

10. PMA--State..........................

11. Wire Services.......................

12. Local stock yards...................

Please list any others:

H
I
I
I
I
H

I
I‘
ll
'

H
H
H
H

l
H
!

N
I
H
!
!
!

|
I
I
I

B. Do you feel that there are a sufficient number of sources of in—

formation and services with which to build farm programs available

to yon? Ymo NO.

C. From.which of the sources of information listed on the opposite page

would you like to receive more information or service that would be

helpful in building your farm.shows? (Identify by number)

D. What additional information or service would you like them to pro-

vide?

E. For programs other than market and weather reports, what one source

of information do you consider most indispensable?

F. How many times per week, on the average, do you include the followh

ing types of information in your farm programs?

Interviews with farmers.....................¢ times per week.

Local farm news.............................. "

National farm news........................... "

Local market news............................

Production and economic information..........

Home economic information....................

Farm.organization information................

market reports and news......................

3
3
3
3

H
H
H
H



A.

B.

C.

D.

A.

B.

C.

D.
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About how many hours per week, on the average, do you devote to

your job as radio farm.editor? hours per week.

What percentage of this total weekly working time is devoted to

the preparation and airing of farm radio programs? %

HOW'many of the following programs do you air each week?

One-hour shows

Forty-five minute shows

-—_‘Half-hour shows

Fifteenpmdnute shows

Ten-minute shows

' Five-minute shows

 

 

 

How much time do you spend, on.the average, preparing for each of

the shows you have designated above?

Heurs

Hours

Heurs

Hours

Hours

Hours

minutes,

ndnutes,

nunutes,

minutes,

minutes,

minutes,

for

for

for

for

for

for

each one-hour show

each forty-five minute show-

each half-hour show

each fifteenpmdnute show

each ten-minute show

each five-minute show

Breaking down.your activities into the following three general

phases, which of the three do you consider most important to your

job as radio farm.director? which second? which third?

”making contacts with sponsors and potential supporters.

”Station promotional activities.

“Building and airing your farm programs.

Comments:

Do you believe that servicing accounts should be part of the RFD's

job? YES. NO .

Are you assisted by staff announcers in airing your farm shows?

Most of the time.
 

Sometimes. Hardly ever.

If you are employed by a commercial station:

Do you service your own farm program accounts?

Hardly ever.timSc Sometimes.

Most of the
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E. How often do you deliver the commercial announcements on your

sponsored farm programs? Most of the time. Sometimes.

Hardly ever.

0n the basis of your experience with farm.programs, what are your major

criticisms or comments for the improvement of farm programming?
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Dear 3151'. 3

 

The Department of Speech, Dramatics, and Radio Education of Michigan

State College is making a study of some of the activities of the radio

farm.reporter. The enclosed questionnaire is part of that study. It

is designed to discover more about the sources of program.material

available to the RFD, the time demanded for preparation of programs,

and some details of actual broadcast.

Your candid answers on the questionnaire will be helpful to educators

interested in farm.radio and to those organizations who cooperate with

you in providing service to farm.people. The survey may help you to

reveal the areas in.which.you can use additional help and program

material.

The data derived from.this questionnaire are to be subndtted to the

United States Department of Agriculture and the National Association

of Radio Farm Directors for their study of service to and activities

of the RFD. Reported as a graduate thesis, the findings will also be

carefully evaluated by the School of Graduate Studies, under whose

supervision this study is being undertaken.

Please feel free to make any additional comments to the questions.

One of the values of a survey is derived from.such suggestion and

criticism. We would like permission to use your name in connection

with comments written.up in the survey report, but if you do not wish

to have your name and position disclosed, please indicate in the

designated spot on.the questionnaire. There is also a place on the

questionnaire where you may indicate your'desire to receive a summary

of the information collected.

Your interest in.this survey is sincerely appreciated.

Respectfully yours,
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II. The Mailing List

The names and addresses of one hundred and nineteen radio farm

directors were obtained from the Radio Service of the United States

Department of Agriculture. These names were selected by the Radio

Service from a list of three hundred and thirty-six farm radio people

and extension workers registered with the United States Department of

Agriculture3 for farm.information services. The one hundred and nine-

teen people whom they selected for the mailing list included those most

recently active in farm radio and those most qualified to answer the

questionnaire. The list comprised one hundred and ten radio people

‘with farm programming as their main or one of their specific jobs and

nine extension workers who act as farm reporters part-time, broadcast-

ing farm programs regularly. Thirty-eight states, representing the

major crop areas, were represented in.the list (see map p. 39). The

United States Department of Agriculture list omitted the states of

Delaware, Montana, Nevada, New Mexico, North Dakota, Vermont, Virginia,

Rhode Island, Mississippi, and'Wyoming.

The questionnaires were mailed January 19, 1951. Enclosed with

the questionnaire and cover letter was a stamped, self-addressed

envelope.

 

3 The exact number of RFD's in the United States is unobtainable,

although Herb Plambeck, Historian, NARFD estimates their number at

somewhat over 250.
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III. The Followaup

Ten.days after the first mailing, forty-eight of the respondents

had returned questionnaires. A followaup letter was devised reiterat-

ing the purpose of the survey and the sponsor (see p. 37). Another

copy of the questionnaire and a self-addressed, stamped envelope were

included with the followbup letter. The followuup was mailed January

29, 1951, to the remaining seventy-one listees from whom answers to

the original mailing had not been received at that time. However,

within three days after the second mailing and before the addressees

could have received and returned the followbup ten more completed quese

tionnaires were received. The total returns from.the first mailing

was increased to fifty-eight or 49 percent of the sample.
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Dear Lire 3

Recently we wrote;you to ask your help in.a study of some of the activi-

ties of the Radio Farm Director being undertaken in the Department of

Speech, Dramatics, and Radio Education. ‘We would like to know more

about the sources of program.information used by the Radio Farm.Reporter,

and how they may be made more useful to you.

You are one of approximately one hundred and twenty RFD’s selected

throughout the United States to Whom we have written.for this data.

Your ideas will give us a better understanding of some of the problems

with which you cope in broadcasting information.to the rural audience»

Possibly you have not had an opportunity to fill out the questionnaire

previously mailed to you and you laid it aside for later attention.

For’your convenience, we are enclosing a new copy of the form. .An

early reply will be most appreciated.

You may have sent in your questionnaire while we were getting this

letter off to you. If so, thank you, and please ignore this second

request.

If you'd like a copy of the report on this study, please'indicate your

desire in.the place provided at the end of the questionnaire.

we wish to thank you very much for your cooperation.

Respectfully yours,
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CHAPTER IV

TABULATION AND INTERPRETATION OF DATA

I. The Returns

A total of ninety-two replies, or 77 percent of the sample, were

received from.the 119 radio farm directors to whom.the survey was mail-

ed. There were fifty-eight responses to the first mailing and thirty-

four to the follow-up. Replies were obtained from thirty-six of the

thirty-eight states represented on.the survey mailing list (see p. 39).

Ho answers were received from farm directors in Kansas and Maine.

II. The Tabulations

Of the ninety-two respondents, two replied that the position of

radio farm director had been discontinued at their stations, and three

indicated that they were no longer engaged in radio activities. Eighty-

seven responses (73 percent of the sample) were tabulated to supply the

data for this thesis. Several of the respondents included optional

material with the returned questionnaire; i.e., letters expanding their

ideas and criticisms of farm.radio programming, program.schedules, and

publicity materials (see Appendix "5").

The data were tabulated in.tables which immediately TOIIOW'in.this

section. The tables were organized in the order of the questions as

they appear in the questionnaire. Following the tables, is the inter-

pretation of the data tabulated. Percentages which appear in the inter-

pretation.were computed to the nearest whole number.
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III. The Interpretation of the Data

How much do you depend upon.the following sources for services and
 

information with which :2 build ygur farm programs?
 
 

The answers to this question indicated that the radio farm directors

depend a great deal upon information from the weather bureau in building

their farm prognams. Next in importance to the weather bureau as a source

of information, in the farm directors' estimation, were the wire services.

Seventy respondents designated the weatherbureau, fifty-two indi-

cated the wire services, fifty checked farmers, forty—six reported state

extension services, forty-five specified county extension services, and

forty-three designated local stock yards as a source upon.which they

depend "most of the time" for program information and materials. All of

the respondents placed more than one source in.this category.

Besides the radio farm director's own initiative in developing

local sources of farm news, he uses information.from the United States

Department of Agriculture, state and county extension services, wire

services, and many other agencies with which to build farm programs.

The purpose of this question.was to discover to what extent radio farm

directors depend upon these outside sources.

The close grouping of the number of radio farm directors who indi-

cated farmers, state and county extension services, and local stock

yards as sources of information.upon.which they depend most of the time

suggested that, next to the weather bureau and the wire services, the

farm directors value sources which supply information of importance to
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their specific localities. Sixteen respondents specified the United

States Department of Agriculture as a source of information upon which

they depend most of the time, as compared to fifty radio farm directors

who placed information from farmers in the same category. However, the

United States Department of Agriculture received more ratings than any

other source in the "some of the time" classification.

Twenty-three agencies other than the ones put down in the question

'were listed as sources of information by the radio farm directors. Comp

mercial releases from industries and farm publications were the most

frequently mentioned of the "other sources".

‘23 you feel that there are 3 sufficient number 2: sources gf‘in-
  

 

formation and services with which 22 build farm programs available :2.
 

129.?

Of the radio farm directors cooperating in the study, eighty-four

replied "yes" to this question, and two checked “no“.

The consensus of "yes" answers (ninety-seven percent) indicated

that the radio farm directors feel there are enough sources of program

information and material available to them. However, a few of the re-

spondents qualified their answers.

One of the mirvqy participants commented, "Yes, over the long run."

Another person wrote, "Can always use more."

One of the radio farm directors indicated that quality rather than

quantity should be the criteria of sources of program.material. "Fewer

and better services," was his comment.
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Fronlwhich 2f the sources 2£_information listed would you like :2
   

receive more information 3: service that would b3_helpful in building
  

your farm shows?
 

Twenty-one of the people cooperating in the study indicated county

extension services as the source from which they would like to receive

additional aid, while nineteen indicated wire services, sixteen indicat—

ed state extension services, and fifteen indicated farmers as the source

from which they would like to get further program information and mater-

ial. Eight respondents replied "none" or "adequate". Eleven of the

participants did not answer the question. Each of the sources listed

'were designated by two or more of the participating radio farm directors,

and many of the respondents indicated more than one source.

The answers to this question reveal that many of the sources most

frequently indicated by the radio farm directors as the ones which they

depend upon "most of the time" are also the sources from which they

would like to receive more information or service. 'With the exception

of wire services, the highest number of responses to this question were

in.the group of sources in a position to give the farm broadcasters

localized information, i.e., the county and state extension services,

the farmers, and farm organizations.

Although ninety-seven percent of the respondents conceded that

there are a sufficient number of sources of program information, the re~

plies to this question support the premise that there are additional

services or materials the sources could provide to the radio farm di-

rectors that would add'value to farm broadcasts.
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What additional information 3: service would you like them.(the
 

 

sources) to provide?

Sixty-three of the respondents commented on this question, while

twenty-four radio farm.directors did not answer. Of those who commented,

two did not answer the preceding question, one listed one source in

answer to the preceding question and commented upon another source, and

one person listed source information as sufficient in.the preceding ques-

tion.but commented anyway. many of the cooperating people commented on

more than one source of information.

As would be expected, the numerical order of answers to this question

closely resembled the pattern of response indicated in the preceding ques-

tion. Nineteen of the respondents listed additional help they would like

to receive from.the county extension services, eighteen enumerated more

' services from.the wire agencies, sixteen sug~ested the help they woulda

like to receive from state extension services, and twelve commented on

information from farmers. Many of the radio farm directors put down

more than one way in which the sources could improve their service to

farm.broadcasters.

From the state and county extension services, the farm.broadcasters

would like to receive more short, localized, timely news items, and more

success and human interest stories. They feel that these sources could

give them better coverage of state and county agricultural events, such

as agricultural meetings and research projects. Advance notice of these

meetings and events as well as previous information.about forthcoming

visits from agricultural specialists would be helpful.
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The respondents commented that wire services might provide better

news summaries, localized to the interests of their specific areas, and

greater coverage of regional events. And, they would appreciate more

help from farmers in locating local people who have stories of personal

accomplishment or success to tell.

Following is a list of comments on the additional information and

services which the radio farm directors indicated they would like to

receive from.sach source. It should be realized that these suggestions

are from'the experience of each farm broadcaster in his own community

and may not apply to a different situation.

County Extension Services:

Four respondents indicated they would like to receive

"more human interest material, with names, places, etc.,

interwoven with specific information."

Four persons asked for "more news items of interest to

the farmers and ranchers of this immediate area."

Two expressed a desire for "news releases on as regular

a basis as possible."

Two farm broadcasters would like "more stories from

county agents and vocational agriculture people."

Two participants considered that the "local viewpoint

of general agricultural problems" would be helpful.

"Information designed to help solve problems farmers

face today, and that will answer specific questions

farmers are currently asking."

"Success stories of farmers who have used approved or

recommended practices."

"More suggestions for farm interviews, and information

about names of farmers doing outstanding jobs in agri-

culture."
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"Stories of folk who have done an above average job,

but have had no unusual aid in the doing; reports of

'the little triumphs of little people'."

"News of county extension activities in local areas."

"Advance information of meetings, visiting specialists,

etc."

"News and interpretations of current developments that

effect farm people."

"Ideas and suggestions for shows with facts to carry

them out."

"Bore short, factual items, and fewer lengthy documen-

taries."

"Telegrams (collect) highlighting results of evening

meetings, contests, etc."

"Coverage of more events such as agricultural meetings,

research projects, etc."

"fiore interest and cooperation from.county extension

'workers."

Services:

"Better farm news summaries of interest in our area."

"Wore coverage of important regional events; we do not

need rewrites of USDA information."

"More on-the-spot coverage of national and regional

agricultural events."

"Fore localized market information."

"Short, factual items of current farm news."

"News and interpretations on current developments that

affect farm people."

"Earthy stories written by men who know and understand

agriculture."

"More specific stories rather than so general."
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"more analytical material on trends, legislation, policy,

etc."

"More complete and more accurate reporting of the market

information. Facts not wordy comments."

"I am not satisfied with the scope, amount, accuraqy, and

selection of the news that we get off the wire."

"More stories of general interest."

"Wore accurate and faster reporting of the washington

scene. They usually send out canned releases of USDA

with no effort made to interpret or color. Have even

found wire service reporters in.Washington sending out

college extension releases from individual states."

"Kore prompt reporting of news."

"Prefer more farm news reported in news form rather than

commentary. Wire services largely a re-do of washington

hand-outs."

"Hare information on the cost of producing and marketing

farm.products."

State Extension Services:

"more authentic, localized items that are of value and

interest to the farmer."

"Coverage of more events such as agricultural meetings

and research projects."

"Prompt dissemination of current information--that is,

not delayed to be included in a weekly, 'canned', general

release."

"More advance information on meetings, etc."

"Daily or frequent short items for radio."

"Success stories on how individual farmers and homemakers

solve their problems, instead of so much 'canned' informa-

tion'without local tie-up."

"How to find and present local information."
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"More cooperation and interest in radio from.state di-

rectors."

"More consumer information."

"more realistic information.worded like 'talk' rather than

laboratory or text-book language."

"Specific inineraries of extension specialists in advance

so that interviews can.be arranged when they are in the

vicinity." ‘

"Telegrams (collect) highlighting results of evening meet-

ings, contests, etc."

"Ideas and suggestions for shows with facts to carry them

out."

"Information designed to help solve problems farmers face

tOdaYOR

"Information that will answer specific questions farmers

are currently asking."

Farmers:

"More personal accomplishment and human interest stories."

"Get then to write in on local conditions, prospects, etc."

"Show increased interest in.the program.by volunteering

information to a larger extent."

"More reports on their meetings."

"Use more local farm people who have many friends and

thereby increase the number of listeners. People like to

listen to those that they know."

Organizations:

"Here news of local interest."

"Kore authentic, localized releases of 'How to Farm' items

of interest and value to the farmer."

"Coverage of more events such as meetings, contests, proj-

ects."
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"Better news and interpretation of current developments

that affect farm people."

"No need for additional services if they do all that

they can."

"More information on the number of farm organization

meetings and where they are held."

"More advance information on local or regional meetings,

projects, etc."

State Department of Agriculture:

Soil

"What's going on at the state capitol agriculturally,

without the political slant."

"More human interest stories, both successes and fail-

I!

ures 0

"Less lengthy documentaries and more short news items

of the things happening now."

"More state and local farm.news."

"Interviews or statements by authorities and farmers."

"Telegrams (collect) highlighting results of evening

meetings, contests, etc."

"Ideas and suggestions for shows with facts to carry

them out."

"Information designed to help solve problems farmers

face todgz."

"Information that will answer specific questions farmers

are currently asking."

"More information from the State Department of Agricul-

ture relative to their general practices in enforcing

state laws."

Conservation Service--District:

"More information about what local farmers actually are

doing to accomplish soil conservation."
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"Facts to rake current farm news."

"Cut the lengthy, compiled documentary and give us

short news items of the things happening new."

"News releases on as regular a basis as possible."

"Localized news of interest to farmers in the immediate

area."

"wore cooperation.from regional soil conservation head-

quarters."

"Hore suggestions for interviews."

Production Marketing Administrationr-State:

"more information from the state PMA office."

"Hore information on the commodity market programs on a

state level."

"Kore information that will answer specific questions

farmers are currentLy asking."

"weekly reports of sales and prices from independent

livestock markets."

"Reports from.at least three poultry markets in the

state for purpose of comparison."

"like to have our state PMA people help in providing

coverage at their'major state meetings, and when they

have a specific announcement of interest to farmers

generally."

"Short, factual items to make current farm news."

Weather Bureau:

"More pick-ups direct from weather bureau."

"Pinppoint forecasts for specific areas, such as the

fruit sections."

"Eore long-range forecasts."

"More current weather information rather than just cur-

rent forecasts."
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"Temperature and moisture reports."

"Livestock warnings."

"More facilities for getting weather information in

places where there is no local government weather bureau."

"No need for additional services if they do all that

they can."

United States Department of Agriculture--Washington:

"What's going on in Hashington (in Congress) agricul-

turally, without the political slant."

"Success stories on hOW'individual farmers and homemakers

solve their problems, instead of so much ’canned' informa-

tion.without local tie-up."

"More news about the department."

"The stand or viewpoint of the department on various

agricultural problems."

"What they do about enforcing grades and other regula-

tions of the department."

"marketing information, such as preparation for market,

finding markets, contracts and sales, shipping problems,

and handling prdblems."

Local Stock Yards:

Soil

""ore local market information."

"Summary of market trends."

"More information on quantity and type of livestock

Inarket 6d o "

Conservation Service-~State:

"News releases on as regular a basis as possible."

"Cut the lengthy, compiled documentary and give us short

news items of the things happening now."
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For programs other than market and weather reports, what one source

of information £13 you consider most indispensable?
  

Of the people cooperating in the survey, twenty indicated State

Extension Services in answer to this question, and thirteen indications

were given to both the County Extension Services and the Wire Services.

The third highest number of designations were given to Farmers and

Local News Sources, both being specified by eight respondents as the

most indispensable source. Eight radio farm directors did not answer

the question.

In the first question of the survey, which asked for the sources

farm broadcasters depend upon most, the Farmers received a higher rating

than the State and County Extension Services as a source upon which

farm reporters depended "most of the time". But, when asked which

sources were indispensable, the respondents rated both the State and

County Extension Services higher than the Farmers. In both questions,

the State Extension Services ranked above County Extension Services.

'Weather and market reports were excluded from this question; however,

the sources which supply this type of infornation, the weather Bureau

and the'Wire Services, ranked highest in question number one.

HOW'many times per week, an the average, d2.ypu include the followb
   

ing types 9.: information iii your firm programs?
  

Twenty-three of the cooperating radio farm directors reported

weekly interviews with farmers on their broadcasts, while fifteen of

the respondents use such interviews twice a week. Local farm.news was

broadcast six times a week by thirty-five of the participants in the
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survey. Twelve of the broadcasters used local farm news five times per

week. Thirty-three of the respondents used national farm news daily,

excluding Sunday, and fifteen people indicated that they incorporate

national farm news into their programs five tines a week. Daily broad-

cast of local market news was reported by thirty-eight of the farm di—

rectors, while eleven persons designated the airing of local market

news five times per week. Production and economic information was used

six times a week by twenty-three of the respondents, while twelve radio

farm directors indicated that they utilize this information on their

programs give times a week. Home economic information was aired once

a week by twenty-four of the respondents and twice a week by thirteen

of the farm broadcasters. Eighteen of the cooperators specified that

they use farm organization information once a week. This type of in-

formation was reported broadcast twice a week by thirteen members of

the survey, while another thirteen people reported its use three times

a week. Earket reports and news was utilized in the broadcasts of

thirty-nine respondents six times a week.

According to the cooperators' answers, market reports and news,

local market news, local farm news, national farm news, and production

and economic information comprise the information.most frequently

broadcast of the types indicated in the question. The numerical rating

of these types of information was close, suggesting that farm directors

consider all of them important to their farm programs.

The respondents who indicated the use of information twenty-five,

twenty-eight, and forty-five times a week are employed with farm.radio
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stationswithlargeregionalornationalcoverage(WOWD,?,KVOO,

etc.).

Sixrespondentsansweredthisquestioninawaythatwasimpossible

totabulate.Onefarmbroadcasterremarked,"Idoageneralprogram

includingmanyoftheabove."

Anotheroftherespondentscommented,"Importanceofnewsorin-

formationdetermineswhetheritemsareused,when,andhowoften."

“l

AbouthOW'manyhoursperweek,22theaverage,d2youdevote£2.  
  

yourjob32radiofarmeditor?
  

.Elevenoftheradiofarmdirectorssurveyedindicatedthatthey

workontheaverageoffiftytofifty-fivehoursperweek,whileten

peopleansweredthattheydevotefivetotenhoursduringtheaverage

weektotheirjoboffarmbroadcaster.finefarmbroadcasterspartici-

patinginthesurveydesignatedfortytoforty-fivehoursintheir

averageweek,andthereweretwogroupsofeightrespondentswhospeci-

fiedforty-fivetofiftyandsixtytosixty-fiveaveragehoursperweek

respectively.Oneradiofarmdirectorwhospecified100to120hours

per'weekincludedtheclockhoursofhistwoassistants.Fiverespond-

entsdidnotanswerthequestion.

Someoftheresoondentsaddedremarkstothisquestion,suchas:

"Noestimate,dependsonfarmandfieldactivity;"or,"It'sa24-hour-

a-dayjob."Thosepeoplewhoindicatedlessthanthirtyrfivehours

peraverageweekarethecountyagents,extensionpersonnel,orradio

stationemployeeswhoworkasradiofarmdirectorsonapart-timebasis.

Ofthesepart-timeradiofarmdirectors,themajorityindicatedthey

devotefromonetofifteenhoursperaverageweektofarmbroadcasts.
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What percentage of this total weekly working time is devoted to
  

the preparation and airing of farm programs?
  

The answers to this question ranged from.three percent to one-

hundred percent. Indications by twenty-six respondents fell between

seventy-five to one-hundred percent of total weekly working time is de-

voted to the preparation and airing of farm.programs, while eleven

people reported percentages ranging from.fifty to seventy-five. Twenty-

six broadcasters indicated between twenty-five and fifty percent, and

nine people use less than twenty-five percent of their time in prepar-

ing and airing shows. Six respondents did not reply to the question.

Radio farm directors who devote one-hundred percent of their time

to the preparation and airing of radio programs indicated by their com-

ments that they believe getting farm information on the air is the

final end of all of their various activities-~meetings, conferences,'

conventions, sponsor contacts, field trips, etc. One farm director

stated, "It all fits into the final product, although some of the time

these activities seem non-related." Another respondent remarked that

"directly or indirectly all" of his time was taken up with the prepara-

tion and airing of programs.

How many of the following programs do you air each week: one-hour
  
 

shows, forty-five minute shows, half-hour shows, fifteen-minute shows,
  

ten-minute shows, and five-minute shows?
 

Of the fifty-nine respondents who reported fifteen minute broad-

casts, twelve said they aired five programs of that length per week,

nine indicated six shows per week, seven specified one weekly program,
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and six designated twelve fifteen minute broadcasts per week.

Thirty minutes was the second most popular program length. Of the

forty-two people who broadcast thirty-minute shows, eighteen aired a

‘weekly program, while twelve persons reported a daily thirty-minute

program. One respondent specified twenty-five 30-minute shows per week.

Forty-three of the participants in the survey did not air farm programs

of thirty minute duration.

For programs of five minutes, ten minutes, forty-five minutes, and

one-hour duration, six broadcasts per week was most often mentioned.

One respondent indicated ten 2-minute radio broadcasts, one reported a

‘weekly twenty-five minute program, one specified a weekly seventy-five

minute show, and another said he aired a two hour program once a week.

Although television shows were not included in the question, one respond-

ent reported ten 10-minute TV broadcasts, another specified two TV pro-

grams of fifteen minutes each, and one broadcaster said he carried a

‘weekly thirty minute TV show.

How much time do you spend, on the average, pfeparing for each of
  

the shows you have designated above?
 

Of the ten respondents who indicated one-hour shows in the preceding

question, three agreed that they spend one hour in preparation for each

program. The remainder of the ten respondents reported from an.hour and

a half to three hours and a half spent in preparation for their hour-

long shows.

Five of the seven members of the survey who reported that they

broadcast forty-five minute farm programs in.the preceding question
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answered this question. There was no agreement among the five broad-

casters about the time spent in preparation. Their answers ranged from

one hour to six hours need for preparation.

Although forty-two radio farm directors said they broadcast 30-

minute programs in answer to the preceding question, only thirty persons

specified the time spent in preparation. Six of the thirty respondents

agreed that they needed four hours for preparing their half-hour farm

broadcasts, while five people indicated one hour of preparation.' There

was little concurrence of opinion among the remaining nineteen respond-

ents as to the preparation time for 30-minute broadcasts, although four

people designated two hours and three said preparation required eight

hours. One broadcaster reported sixteen hours preparation for his half-

hour program.

Fifty-one of the fifty-nine COOperators who reported that they

broadcast lS-minute farm programs answered this question. Their answers

indicated from ten minutes to forty-four hours preparation for quarter-

hour shows. Thirty minutes preparation for each program.was reported

by nine respondents, while one hour and two hours preparation were speci-

fied by eight participants respectively. One of the farm broadcasters

said that each fifteen minute program required forty-four hours prepara-

tion.

Twenty-two people indicated 10-minute farm shows in the preceding

question. Sixteen of these respondents answered this question, indicat-

ing from fifteen minutes to three hours and a half preparation for each

program. Five people reported one hour preparation, four participants
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said preparatory work required two hours per show, and three broadcasters

specified thirty minutes preparation before broadcasting their quarter-

hour programs.-

Sixteen of the twenty-seven radio farm directors who broadcast five

minute farm programs indicated the amount of time they required for

preparation for each show, From.fifteen minutes to ten hours prepara-

tion time was reported. The greatest agreement was for fifteen minutes

preparation, indicated by five people, although four farm reporters

answered that they require thirty minutes preparation per program. The

rest of the answers were scattered, with one respondent reporting ten

hours preparation.

The wide divergence of opinions on the number of hours and minutes

needed to prepare for programs of various lengths suggested that prepara-

tion time cannot be arbitrarily categorized. The answers to this ques-

tion indicated that there is a possibility of agreement on preparation

time only when the factors inherent in farm radio programming are similar;‘

i.e., the local situation, program content, etc. According to the comp

ments made to this question, radio farm directors feel that almost all

of their activities are ultimately connected with the airing of programs.

Their comments are as follows:

"Ho proper answer. Some require minutes, some hours."

"Hard to answer specifically. Depends on travel involved and

the script."

”There is no way to break this down. we may be working on two

or three shows at a time, sorting, arranging, making appoint-

ments, etc."
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"Editing time is practically nothing. It's all in gathering

the personalized, localized material. That's what requires

a farm reporter's full time."

"Can't break work down to such a basis."

"Impossible to estimate because of tremendous amount of back-

ground work that you don't know where you'll use until it's

put together for the air." .

"Five minutes for some and five hours for others. You can

generally figure on fifteen minutes being used to prepare for

one minute on the air."

"Too academic. A thinking farm radio man uses all twenty-

four hours."

"This question is hard to answer because I am at all times

thinking and jotting down notes to be used on my program."

"This is impossible to answer. I travel approximately 1000

miles per week, attending meetings, demonstrations, live

stock shows, etc., making wire recordings, etc., to make

up and assemble material for programs."

“Depends on program."

Breaking down your activities into the following three general
 

phases, which pf the three dz you consider most important 32 your 12p 35
  

radio farm director?
 

Seventy-one of the cooperating radio farm directors ranked building

and airing farm.programs first in importance, while both making contacts

with sponsors and potential supporters and station promotional activities

were rated first in importance by five respondents. tation promotional

activities was placed second in importance by thirty-five of the broad-

casters, and twenty-nine people indicated that making contacts with spon-

sors and potential supporters was second in importance. Only five

persons rated building and airing farm programs as second in importance.
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flaking contacts with sponsors and potential supporters was indicated

third in importance by thirty-four of the participants in the survey,

while thirty cooperators designated station promotional activities as

third. Building and airing farm.programs was ranked third in importance

by three people. Two respondents did not reply to the question, while

as many as twelve peOple only ranked the one general phase of their farm

broadcasting activities that they considered most important.

The conclusive number of respondents who rated building and airing

their farm programs first in importance indicated that most radio farm

directors feel that their programs should receive prior consideration

of all their activities. But the narrow margins which placed station

promotional activities and sponsor contacts second and third respective-

ly suggested that the radio farm directors are not wholly convinced

'which one of these activities is the most important to them. However,

according to the remarks accompanying the answers to this question, they

find it difficult to divide their activities into these three general

categories.

Following are the comments made by radio farm directors who rated

building and airing farm programs most important of the three general

phases:

"The order of importance of these three fields of activity

will vary greatly depending upon the basis of employment.

Some RFD's are almost entirely responsible for commercial

work, others are at stations where a highly organized com-

mercial department takes care of all business."

"The first responsibility is a show which gets results.

Station promotion.and good will are a natural part of it.

The farm director'should keep on friendly terms and in.touch

with management and the sponsor--after all, they pay the bill."
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"If the farm prognam is a good one, the sponsor will be

happy. The station promotion activities always need to be

pushed as farm programming is often neglected."

"It seems to me that building a good farm program is most

essential. Good relations with the sponsor is also vital,

but by'working the two hand-in-hand, the sponsor knows what

one is trying to do. To assist my sponsors in knowing what

I'm attempting to do, a daily report is submitted each week

to keep them informed of nw'travels and contacts."

"I've had the same sponsor four years. - - - They have told

me that as long as I'utgoing a good job for the farmers I'm

doing a good job for them. Therefore, I put my efforts on

program quality."

"We have found keeping the farmers and livestock men hapqy

will keep the show sold. we have a large area to cover so

the contacts are most valuable to the sponsor. making con-

tacts with the sponsor is necessary to keep their needs and

desires in mind."

"I spend as much time making contacts with sponsors and serv-

icing farm accounts as I do in getting farm shows ready to

go on the air."

"Obviously, I wouldn't be on the air if this were not given

number one priority. Contacts with sponsors cannot be ignored,

however, neither can promotional work. I spend much of my

time and my secretary spends the larger part of her time on

promotional activity in connection with our $20,000 loan fund

for 4-H and Vo-Ag boys and girls."

"All are inter-related, and for any particular station, the

order would be different. Certainly programs come first.

Then, if you have listeners, commercial contacts second. If

it's a new station or program service, promotion might come

before commercial contacts."

"At least screen the potential advertisers. That keeps the

junk and the P.I. stuff off the good shows. Station promo-

tion other than that indirectly connected with the farm

department should not be considered."

"It should not be the main job of the R10 to sell his pro-

gram, although he should be concerned with it. Likewise

but to a lesser degree, he should be concerned with station

promotion."
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"While I consider building and airing the program.important,

I also feel station promotional work is important. Radio

stations are in the business to make money, and this should

be taken into consideration."

"Do not get me wrong on station promotional activities. I

believe that if you build a better and stronger farm program,

you are promoting your station in public service to farm

broadcasters."

"Don’t see how there can be any question about what the RFD

should consider most important. However, promotions here

also time-in with broadcasts, and naturally every RFD on a

commercial station will try to keep in good graces with the

sponsor, but that doesn't mean devoting a good deal of time

to sponsor."

"A farm program must serve the listener, sponsor, and station.

All must benefit equally or the program is out of balance."

"Our first responsibility is with our'audience. They should

have a good program. Sponsors come second and station promo-

tion third. Let the program promote the station.

"Farm shows always come first but contacts with sponsors and

potential supporters comes a close second. Usually try to

have some promotion going. Previous major promotion was soil

conservation field day and farm rebuilding in a day in

September, 1949. Do not believe in sponsoring farmers' trips

in capacity of travel agency."

"A farm program.director's number one responsibility is to

present a farm program that is informative, educational, and

entertaining. When this responsibility is met, the farm.di-

rector must attempt to secure a sponsor or supporters of the

program. Station promotional activities are very important.

However, they become more the responsibility of the station."

“h reason in marking out the above sequence is that the air

job of many farm directors must be the basis for his success

in either promotion or sales. . . . promotional activities

second because they help to make a better air program and

that is the best possible way of finding and convincing spon-

sors."

"Each of these actually go hand-in-hand for one cannot be

accomplished without the other two."

"I would place an RFD's obligations in this order: (1) duty

to the listener, (2) duty to the station, (3) duty to the

sponsor."
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"If a farm show is good, it should give a definite service to

farm people. To do this takes time not necessarily devoted

to the airing of the broadcast but to contacting farmers,

learning their problems, etc."

"If we don't have good progress, the other two phases are

worthless."

"If 'potential supporters' also means farmers, county and

home agents, etc., the placing above might be different."

"A farm director's job is mainly a job of building and airing

their program, but they must work with the promotion depart-

ment to see that it receives proper promotion. I think he

should know his sponsors and their ideas, although I think

the farm director must not be told by sponsors what to say on

programs."

"It's impossible to separate the three. However, building

and airing the program comes first, just as we must produce

a quality farm product before we develop a good market for

the product. That doesn't mean that we can overlook markets.

The same is true in farm radio."

Following are the comments made by radio farm directors who rated

making contacts with sponsors and potential supporters most important

of the three general phases of their activities:

"A farm broadcaster should be proud of his sponsor and his

product. Should be his (the sponsor's) number one salesman."

"For the record, it should be stated that I work for the

sponsor rather than the station so my promotional work is

largely for them, but incidentially, I, of course, help the

station in so doing."

"First, you nust pay out or you wdll not have the privilege

of going on.the air."

Following are the comments made by radio farm directors who indi-

cated that the three general phases of activities are equal and cannot

be ranked in importance:
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"They're all three equally important. If we don’t have

sponsors, we don't eat. If we don't have good, interesting,

personalized, local programs, we don’t have sponsors because

'we don't have listeners. A good program is its own best

publicity agent. No Sponsor, no listener can ignore a good

broadcast. They all go hand—in-hand but the program is 13:"

"It's a draw, I believe, in my case."

22 you believe that servicing accounts should b3 part 23 the RFD's
  

job?

Forty-nine of the radio farm directors cooperating in the survey

answered "yes" to this question. Twenty-nine participants answered "no".

One member of the survey indicated that he "didn't know", and eight

people did not answer the queStion.

The answers to the preceding question in which eighty-two percent of

the surveyed radio farm directors asserted that building and airing farm

programs was their most important activity and the comments made by some

of the peopleawho answered "yes" to this question suggested that farm

directors feel that servicing accounts and sponsor contact should be

done by farm.broadcasters when the activity does not interfere with ef-

fective airing of farm information.

The comments made by farm directors who answered "yes" are as

follows:

". . . a little is ok."

"Yes, in my case; don't feel this is necessarily true of all

situations."

". . . to a certain extent."

"Provided it does not interfere with primary job of gathering

and presenting information."
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"If it is strictly a farm account, the RED should be in constant

contact but should leave some of the job to the sales department."

"He gets to know the product and its producers."

"When possible."

"At least he should work with the salesman in servicing in the

account."

The comments made by farm directors who answered "no" are as

follows:

". . . although the RFD should maintain close, friendly rela-

tions with the client."

". . . except when he can do so without interfering with his

main job-~namely, serving the listener."

"Not unless tine is allowed for it, then, yes."

"Not if avoidable."

"Depends on the station. In our case, no; because we have

others to do that."

 

Are you assisted by staff announcers in airing_your farm shows?
  

Thirty-three of the cooperators indicated that staff announcers

assisted in airing farm programs "most of the time". Twenty-two people

specified announcer assistance "some of the time", while seventeen of

the farm directors answered "hardly ever". Two respondents replied

"all of the time" to the question, and six participants replied "never“.

Seven respondents did not answer the question.

The comments to this question indicated that farm broadcasts are

essentially aired by the radio farm director, and that staff announcers

take part only to introduce the show or to read the commercials. One

respondent replied that staff announcers were required to broadcast
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the farm program "during Vacation". Two others answered that regular

announcers read market reports and late news when a transcribed program

was used while the farm director was on field trips.

If you are employed by a commercial station, do you service_your
 
  

own farm program accounts?
 

Twenty-six of the respondents answered that they service their

farm program accounts "some of the time". Twenty-one farm directors

indicated that they service their farm program accounts "most of the time",

and the same number of persons specified "hardly ever". Five respondents

answered "never" to this question. There was no answer to this question

from fourteen of the respondents.

The answers to this question indicated that approximately sixty-six

percent of the radio farm directors employed on commercial stations

assist in servicing their program accounts at least some of the time.

This seems to support the feeling expressed in the question "Do you be~

lieve that servicing accounts should be part of the RFD's jobT‘tO'which

approximately sixty-two percent of the participants answering the ques-

tion replied "yes". "In.cooperation.with the sales department" was the

comment made by some of the farm directors who indicated that they serv-

ice their own farm program accounts "most of the time".

How often do you deliver the commercial announcements on your
 

sponsored farm programs?
 

Thirty-nine of the radio farm directors surveyed specified that

they deliver commercials on their sponsored programs "most of the time".

Ten persons reported that "some of the time" they deliver commercials,
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and the same number of people indicated "hardly ever". Five respondents

replied "all of the time", while eleven participants answered "never" to

the question. Twelve farm directors did not answer the question.

Although fifty-seven percent of the respondents answered that they

deliver commercials "most of the time" (including the five persons who

answered "all of the time"), the number of people who specified "some

of the time", "hardly ever", or "never" indicated that there was some

disagreement of opinion on this topic.

On.the basis of your experience with farm progfams, what are your
 

major criticisns or comments for the improvement of farm programming?
   

The purpose of this open-end question was to give the radio farm

directors participating in the survey an additional opportunity to dis-

cuss the questions asked in the survey or to express any other criticism

of farm radio. Sixty-one of the participants in the survey commented.

According to their comments, many of the radio farm directors agreed

that farm shows should provide definite service to producers, with perti-

nent, localized information presented by a qualified reporter. Some

participants added that interest and variety in farm shows could be

attained by using interviews with farmers tape recorded in the field.

Mbst of those who commented on program content mentioned that the radio

farm director must maintain steady contact with the farmers in his area

if he is to successfully analyze their problems and broadcast useful

information. Human interest and stories of farm people were included

as elements of a popular farm program. walter Durham, WVC, Hemphis,
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said: ". . . I believe farmers are more interested in what other farmers

are doing than in hearing advice of agricultural workers."

Farm programs, according to the comments of the farm directors,

could be improved by avoiding general information and "canned" releases

and by giving, instead, specific information adapted to the problems

of the local area. "Too many farm programs are so general--mostly hill-

billy music and wire copy," remarked Dix Harper of WIOU, Kokomo. Many

of the farm broadcasters suggested that their programs could be improved

if they could get more cooperation from extension services, local farm

organizations, and local marketing outlets. "Local farm organizations

and federal farm agencies," stated John A. McDonald, W31, Nashville,

"are not publicity conscious. we need more simple down-to-earth informa-

tion."

The activities of the radio farm director have been relegated to

the role of the "underdog" in the radio stations' hierarchy, in the

opinion of some of the farm directors. They feel they could do a better

job if the importance of their work in the community and to the radio

station were recognized by station management.

Some of the respondents commented that the farm program should be

designed for the urban listener as well as the rural audience, since,

in many localities, the former are more numerous. The farm program

is a natural tool with which to communicate the farmer's problems to

the consumer.

The texts of the comments to this question may be found in Appendix

"A". The unidentified remarks were made by those respondents who re-

quested that their names not be used in the report of the survey.
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CHAPTER V

STJYARY OF SURVEY aBSUL-S

I. Attitudes of Radio Farm Directors Toward Sources of

‘ Program Information

The survey indicated that radio farm directors rate the weather

bureaus as their most important source of program information, with the

wire services ranking second in importance. Seventy radio farm directors

designated the weather bureau and fifty-two designated the wire services

as the source upon which they depend most of the time for program in-

formation. However, the results of the survey suggested that, next to

the weather bureaus and'wire services, the farm broadcasters value most

those sources which are in a position to provide specific information

of interest to their particular localities. Fifty of the respondents

designated farmers, forty-six indicated state extension services, forty-

five specified county extension services, and forty-three checked local

stock yards as the source upon which they depend most of the time for

program information and materials.

Ninety-seven percent of the radio farm directors surveyed felt that

there were a sufficient number of sources of program information avail-

able to them. But, when queried whether or not they would like more

information from these sources, all but eleven of the radio farm.broad-

casters listed additional services and materials that would be helpful

to them in building their farm programs. This finding suggested that
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farm radio people feel they need better information and closer coopera-

tion from the sources already available to them, rather than more sources

of information. The organizations and groups most frequently indicated

as the sources upon which the radio farm directors depend most of the

time for information are also the ones from which the farm directors

would like to receive more information or service, i.e., the state and

county extension services, the wire services, the farmers, and farm

organizations.

Sixty-three of the respondents enumerated additional information

and services that available sources could provide to the farm.broadcaster.

Kineteen of the farm broadcasters named additional aid they would like

to receive from the county extension services, eighteen enumerated more

services from the wire agencies, sixteen suggested the help they would

like to receive from state extension services, and twelve commented on

information from farmers.

The radio farm directors feel that the state and county extension

services ignore the "timeliness" of news items. They would like short

items of events and occurrences happening now; vdth emphasis on success

and human interest stories. These sources could give them.additional

help by providing advance information on forthcoming meetings, events,

and visits of agricultural specialists.

In the opinion of the respondents, wire services could enhance

their value to farm radio by providing localized news summaries and

greater coverage of regional events, while more cooperation is desired
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from the farmers in locating local people who have interesting experi-

ences or accomplishments to tell.

For programs other than market and weather reports, the radio farm

directors indicated that the state extension services was the most in-

dispensable source of information. Had weather and market reports been

included in the question "What one source of information do you consider

most indispensable?" the ratings might have been changed, since both the

'weather bureau and the wire services received more indications as the

source of information upon which farm broadcasters depend "most of the

time" than did the state extension services. Twenty respondents indi-

cated the state extension services as most indispensable, thirteen speci-

fied the county extension services, thirteen designated the wire services,

eight checked farmers, and eight included local news sources.

market reports and news, local market news, local farm news, nation-

al farm news, and production and economic information comprise the in-

formation most frequently broadcast of the types of information listed

in the question "How many times per week, on the average, do you include

the following types of information in.your farm program?" 'Weather re-

ports were not included in the list. The numerical rating of the types

of information suggested that farm directors consider all of them.im-

portant to their programs. However, mrket reports and news was checked

more frequently than any other type of information.
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II. Time Remiired of Radio Farm Directors For

Programming Activities

The results of the survey snow that full-time farm directors devote,

on the average, from forty to forty-five hours per week to their job.

Those participants in the survey who are occupied as farm reporters part-

time indicated that they spend from one to fifteen hours per average

'week in.building and broadcasting farm programs. However, there was a

lack of any conclusive number of indications to any one time category,

suggesting that the number of hours the radio farm director works at his

job is difficult to estimate. Some of the people surveyed remarked that

". . . depends upon farm and field activity", or, "It's a 24-hour-a-day

job."

An attempt was made to find out what percentage of the weekly work-

ing time reported was devoted to actual preparation and airing of farm

shows. The results indicated considerable variance of the farm directors'

opinions on this point. The answers ranged from three to one—hundred

percent. One-hundred was the most frequently indicated percentage, re-

ported by twenty-two participants, while fifty percent was specified by

fifteen farm broadcasters. The comment of one respondent appears to sum

up the opinions of those people who indicated one-hundred percent. He

said, "It all fits into the final product, although some of the time

these activities seem non-related."

Fifteen minutes seems to be the most popular program length for

farm shows, according to the results of the survey. Fifty-nine respond—

ents reported fifteen minute broadcasts. Twelve of the fifty-nine



indicated that they air five fifteen minute programs per week. Thirty

minutes was the next program length most frequently mentioned, followed,

in the order named, by program lengths of five minutes, ten minutes,

one-hour, and forty-five minutes. Programs of odd duration, such as

two minutes, twenty—five minutes, seventy-five minutes, and two hours,

and television shows were not included in the questionnaire. However,

a number of farm directors specified these shows in their answers.

There was a wide divergence of opinions on the amount of time neces-

sary to prepare programs of various lengths. For instance, one farm

director reported ten minutes needed to prepare a fifteen minute program,

while another respondent indicated forty-four hours preparation for a

fifteen minute snow. There was no significant agreement among the parti-

cipants in the survey as to the hours and minutes necessany to prepare

a program of the lengths listed in the questionnaire. The findings on

the question of preparation time of programs of various lengths suggested

the possibility of agreement only when the factors affecting the farm

directors' programs are similar; i.e., the local situation, the content

of the program, etc. Some of the radio farm.directors commented that

the time spent on their other activities is ultimately concerned with

the broadcasting of farm information. One respondent stated: "Impossible

to estimate because of tremendous amount of background work that you

don't know where you'll use until it's put together for the air."

III. Some Commercial Aspects of Farm Reporting

The radio farm directors indicated that they would rate building

and airing their farm programs first in importance, if their activities
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'were to be divided into three general phases: (1) making contacts wfith

sponsors and potential supporters, (2) station promotional activities,

and (3) building and airing farm programs. Seventy-one respondents

ranked building and airing farm programs most important. Station promo-

tional activities were rated second most important of the three phases

by thirty-five cooperators, and making contacts with sponsors and poten-

tial supporters was placed third in importance by thirty-four farm

broadcasters. The conclusive number of respondents who rated building

and airing their farm programs first in importance indicated that most

radio farm directors feel that their programs should receive prior con-

sideration of their other activities. However, the opinions represented

in comments to the question indicated that farm reporters feel the three

phases of activity are interrelated and cannot logically be divided.

Forty-nine of the cooperators in the survey believed that servicing

accounts should be part of the radio farm director's job, while twenty-

nine participants dissented. One member of the survey specified that

he "didn‘t know" whether or not farm directors should service accounts.

L
a
}

i ight people did not answer this question of the survey.

To the question, "Are you assisted by staff announcers in airing

your farm shows?" thirty-three respondents replied "most of the time",

twenty-two people answered "some of the time", and seventeen farm di-

rectors specified "hardly ever". Two respondents wrote in "all of the

time" in answer to the question, while six participants answered "never".

Seven members of the survey did not answer the question. The comments

made to this question suggested that radio farm directors use the assist-

ance of announcers essentially to introduce the program or read commercials.
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Of those farm directors who are employed by commercial stations,

twenty-six designated that they service their own program accounts

"some of the time", twenty-one indicated "most of the time", and twenty-

one specified "hardly ever". Five respondents answered that they "never"

service their own program accounts. Some of the people who indicated

that they service their program accounts most of the time qualified their

answer by commenting "in cooperation with the sales department".

Thirty-nine of the radio farm directors surveyed answered "most of

the time" to the question, "How often do you deliver the commercial

announcements on your sponsored farm programs?" Ten persons reported

that "some of the time" they deliver commercials, and the same number

indicated "hardly ever". Five respondents replied "all of the time",

while eleven participants answered "never" to the question. Twelve farm

directors did not answer the question. Two people stated that it "depends

upon the program".

IV. Radio Farm Directors' major Criticisms of Farm.Radio

Sixty-one members of the survey utilized the opportunity to express

their opinions of farm radio. Their criticisms included comments on the

radio farm director's relationship with station management, program

content, the qualifications of the radio farm director, additional serv-

ices from sources of information, farm program scheduling, farm radio

service, and sponsorship.



V. Suggested Topics for Additional Research in Farm Radio

The following phases of farm radio were revealed by this survey to

be areas in.which further study can be done:

(1) Intensive breakdown of the radio farm director's time. How

(2)

(3)

(4)

(5)

(6)

much time he spends in the field contacting farmers, on the

air, writing scripts, attending meetings, station promotion,

and sponsor contact.

A study of formats or patterns of farm programs. This prob-

lem suggests the possibility of comparing formats of well-

known shows, devising typical farm program formats, and

classifying the various types of farm broadcast patterns.

An investigation of the understandability of radio market

reports. How detailed should market summaries be? Is the

terminology used in market reporting interpreted in the same

way by the producers as by the dealers? To what extent are

market reports contributing to the solution of producers‘

marketing problems? How can they be improved? The procedure

used in this problem.may involve the use of tape recorded

typical market reports played before an audience of produc-

ers. From.their reactions, a different method of presenting

market information maylae devised and tested.

A survey of rural audiences to determine the best times to

broadcast market reports. Are the present broadcasting

tines satisfactony? When‘would the listeners prefer market

reports to be broadcast? How often do they prefer market

reports broadcast?

A survey of local rural listening habits. Research in this

area might establish the best times to reach the rural

audience; what they prefer among the various types of pro-

grams; when they prefer market reports, news, entertain—

ment; the method of presentation they prefer in farm shows;

etc. This type of study would be valuable to commercial

stations.

A study of the servicing of accounts by farm broadcasters.

What do radio farm directors do to keep their sponsors

"happy"? Do they submit periodic reports to the sponsor?

How often do they visit the sponsor? Do they advise the

sponsor on advertising appeals? Are commercials worked

out with the sponsor? What do they do to promote the



(7)

(8)
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sponsor's product in their field activities? A summary

of "servicing" procedures would undoubtedly be valuable

to the industny.

A survey of cooperation between extension services and

radio farm broadcasters. Specifically, what services do

the extension divisions offer farm directors: tape re—

cordings? prepared scripts? digests of practical informa-

tion? news bulletins? specialists' advice? data on recent

experiments? collaboration on educational programs? What

do farm.broadcasters offer extension services: radio

time? aid in devising service programs? announcements of

extension events? what can both agencies do to provide

better service to farm listeners?

A survey of the relationship between radio farm.broadcasters

and radio station management. How many radio stations

carry a full-time farm department (stations might be re-

stricted to a certain class)? HOW'many carny part-time

farm department? Is their farm.department permanent or

temporany? Does the farm reporter have other duties besides

farm programming? The extent of the farm directors' author-

ity over their programs and their farm programming policies,

etc. What are farm directors' attitudes toward station

management?
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Frank Atwood, WTIC, Hartford, Connecticut:

It is an interesting job and I believe my own programs are the

most interesting and valuable when: (1) They contain informa-

tion that people need. ‘Weather news is the number one essential.

Farket reports are in this category but not of interest to as

many people. We keep them.short. (2) They are varied, lively,

and informal. Interviews with guests, some music, personal

anecdotes all help. I use many names of listeners who write in.

Tardi Liles, EFLA, Tampa, Florida:

I feel that we could do a better job of reporting on vegetables.

we are lacking information as to movement of vegetables, FOB

prices, etc. I also feel we could do a better job if we had re-

ports from the cattle and hog markets (the Independents). as to

prices, quality, and quantity, This could also apply to poultry.

Not only on our own Tampa market, but I feel poultrymen would be

interested in what prices are like in Jacksonville, Miami, Talla-

hassee, and Orlando. This information.has been very scarce.

Art Page, WLS, Chicago, Illinois:

There is no substitute for constant contact and clear understand-

ing of farm problems as they change from day-to-day. Besides

four full-time men, we have special men to put on the livestock

market directly from the stockyards, the grain market from.the

Board of Trade, and several special commentators who are not on

our payroll but who put on farm commercial programs. For years

we have been teaching our agricultural advertisers that they get

best results by putting on valuable service programs, which we

will help them plan.

Harry Nartin,‘WFBH, Indianapolis, Indiana:

(1) Too many RFD's are loaded down with additional duties and as

a result their farm programs go on the air with less preparation

than is needed. (2) Too many stations look upon their farm de-

partment as a weak "little brother" and, in urban areas like

this, salesmen.wi11 sell everything else that is available be-

fore trying to sell the farm.program.

George Shannon, WNL, New Orleans, Louisiana:

Be yourself, sincere, and your interest will show itself.

Variety in program content has helped. up favorite sponsor

sells steel roofing and fencing, but I've talked on all kinds

of farming with many different kinds of people.
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Dix Harper, WIOU, Kokomo, Indiana:

John

Farm programs must do just one thing-—give the listener a service

he needs and will listen to get. hhen.the program.does that, it

serves the station by holding the rural audience and, consequently,

the sponsor by giving him more listeners to his sales message.

Too many farm programs are so general—-mostly hill-billy music

and wire copy. They must have the local angle with interviews,

extension information, news of meetings, and what the farm people

themselves are doing. Also, I feel the farm director must be an

active member of the farm community about which he broadcasts.

He must get out and work with his listeners. He must give service

off the air as well as on the air. He must be capable of answer-

ing much the same type of questions and assisting with the same

problems that the County Agricultural Agent does. If he does

these things, my experience has been that he will have a large

and loyal audience.

Nerrifield, Hm], Detroit, Iichigan:

Farm programming could be improved provided; farm broadcasters

would build a system of rural correspondents who could be depended

upon to tip'them.off whenever an important story, demonstration,

event, or newsaworthy happening occurred in the individual corres-

pondent's area. Further improvement would come about if each farm

broadcaster would refrain from any and all desire for personal

aggrandizement, and would think of himself as a reporter instead

of an expert. It is not advisable for farm broadcasters to allow

themselves to lapse so far as keeping abreast of modern agricul-

ture, methods, and procedures are concerned, but once he under-

stands the proper method of presenting farm information to make it

effectively usable by his listeners, he can decrease his effective-

nessvif he attempts to use the same facts and presentation to set

himself up as an expert.

Ben Buisman, KKL, Portland, Oregon:

Most sources of information are "slap happy" over release dates.

They should send out their information for broadcast while it is

news. Only rarely should a story be marked to hold for a release

date. The opposite is now true.

Robert Wilson, KNX, Los Angeles, California:

we believe there is a fine opportunity for the extension service

to "digest" all of their important bulletins and circulars in

printed or mimeographed form and offer these digest or extracts

to radio audiences at the end of short radio talks in which the

principles of the subject are given. By this method, courses in



107

the fundamentals of nutrition, sewing, buying eggs, raising pigs,

etc., can do a double service by telling those who want informa-

tion where they can get it and by telling the general listener

many things about the farm and home operation.

'W. A. Pigg, WLBH, Hattoon, Illinois:

Radio stations are definitely not using enough time for farm pro-

grams. In my particular area, we use 25 minutes per day, and

yet, 72 percent of our dollar that is spent in our broadcast

area comes from.the farmer. Definitely, our program is not bal-

anced. We need to fight for local interest. A farmer in Coles

County wants to know of things that are happening here in Coles

County so I give him the national high points, then make up the

major part of my program.from.local happenings. For example, a

local farmer does a real job on soil erosion. Let it be known.

Invite people to see the result. Then, you are selling and doing

a good job.

Harold J. Schmitz, KFJZ, St. Joseph, Kissouri:

A commercial station naturally thinks of selling farm programs

and, of course they should. But a farm.director is more valu-

able as a contact man and in promotional activities than some

stations realize.

Ed Sturgeon, KIU, Fresno, California:

Farm.programs should be kept from.being "statistical"--a weakness

I believe too many of them have. Items should be handled with

emphasis on their significance, not merely by the use of bare

facts, such as, the number of bushels of a given crop expected to

be produced, etc.

G. Edward Vallender, WBCM, Bay City, Michigan:

Be well read. Know the agricultural position in the world

picture. A farm program should be as interesting to city people

as rural folks. Never go over the heads of city listeners with-

out explanation. Try to explain the "why" of present price

situations to city listeners. Don't try to be an expert. Report

and try to put two-and-two together for the listeners. Above all,

be friendly and natural. In as much, as you must meet the people

you talk to, you cannot be two voices, two personalities.

Malcolm L. HcCormack, WBZ, Boston, massachusetts:

Need more time on the air. There is a great need for farm TV

shows, and a clearing house for film available to RFD's who are

on TV.
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Lee Hamrick, RFD, Rural Radio Network, Ithaca, NeW'York:

Believe farm people like the same type of radio programs as

other economic groups. Farm programs must have the same listen-

ability as any other. Farm special business interests are the

only justification of so-called farm programs.

Samuel Steiger, WHIO, Dayton, Ohio:

Try to give the farmer information which he can use. Be explic-

it and friendly, but not a wise-guy. Don't waste time talking

about subjects which do not interest farmers in your area.

Larry Haeg,'WCCO, flinneapolis, Minnesota:

Not getting the right time of day for farm programs.

Jay Gould, WONG, Fort wayne, Indiana:

There is a tendency among most information sources to fail to

comprehend the unique nature of a radio audience as compared to

magazine readers or those who attend meetings. People do not

listen carefully to the radio. Radio speaks to those too lazy,

too ignorant, too complacent, and also too progressive to attend

meetings, and, in many cases, to read. There is need for color,

humor, simplicity (of the wisest) and Showmanship in a greater

degree to build, and hold wide farm program audiences. Much

good could be done by "pitching" farm broadcasts across group

lines--labor, professions, etc. They are all represented in a

radio audience. Intergroup understanding is urgently needed in

America.

John A. HcDonald, WEE, Nashville, Tennessee:

Local farm organizations and federal farm agencies are not

publicity conscious. 'We need more simple down-to-earth informa-

tion.

C. H. East, County Agent, New Albany, Indiana:

I am.not a radio man in the sense that I am paid by the radio

station or any sponsor. I am, instead, a county agent of 27

years experience who has used radio as one of the "tools" of ex-

tension teaching...It is my opinion that farm programs are only

incidentally about corn, hogs, alfalfa, cows, etc., and are

principally for and about people and what they do.
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Cliff Gray,'WSPA, Spartanburg, South Carolina:

I think too many farm programs are too stiff. I think they

should be down-to-earth, understandable, brief, and jelly.

Don't be too stiff-shirted. Don't try to talk down to the

farmer. Hake it sound like you were just as they are. I

found this works swell down here. However, I will say it

may not work too well in other parts of the country. Keep it

brief, down-to-earth, jolly.

Tal Hansen,'WON, Omaha, Nebraska:

A successful farm program must be direct and business—like, con,

taining essential information for the areas served covering

market news, weather, farm news, and practical suggestions of

timely farm and home problenm. Certain farm programs are weak

because they are: filled with idle chatter: tend to play to

the hillbilly type, something not appreciated by 95 percent of

the farm people in most localities; and third, deal with farm

problems of a broad scope that do not fit the locality served.

H. E. Cunningham, KGSM, Boise, Idaho:

We need more direct farmer cooperation and response, as well

as some sound, factual research basis upon which to predicate

our efforts. For example, what do the farmers really need

and want? What are other stations doing, etc.? With this in-

formation, our own efforts could be stimulated.

Rulon Bradley, KIDO, Boise, Idaho:

I sincerely believe that more remote broadcasting or recording

programs right from the farm would contribute a great deal in

improving general farm.programming. Also, I believe that

localized farm information cannot be stressed too much, because

the farmer is interested in his own crops in his own locality.

E. P. Taylor, County Agent, Steubenville, Ohio:

Need to be more localized and consider interests of consumers

of farm products to a greater degree than at present. I have

just completed a quarters leave during which I studied the use

of radio and other audio and visual aids in conducting extension

work in Ohio, west Virginia, and Pennsylvania.

James A. Duncan, Assistant County Agent, Salisbury, Maryland:

Extension agents could improve their radio programs by devising

a better system for cooperation and stories from farm people.
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A better integration of radio as a teaching tool into the pro-

gram of work. A more complete S-way coordination of county

extension agents, home agents, and club work.

George Wartin, WTHI, Terre Haute, Indiana:

Lack of coordination among local farm organizations in giving me

information for the "Farm and Home Hour".

Ted Mangner, KVOX, St. Louis, Nissouri:

More work needed to better acquaint salesmen and agencies with

farm programming. Believe it can be brought about by new

personnel starting in radio to head for the agencies or sales.

Al. D. Bauer, KPOJ, Portland, Oregon:

(1) No matter how experienced, don't talk down to farmers.

(2) Wherlusing transcribed features that do not include the

farm director's voice, they should not exceed 4 to 5 minutes.

(3) Limit transcribed features in the show to not exceed 10

minutes for a one-half hour show.

(4) take at least one feature on a farm or in the field each

wedfo

(5) Keep a good clipping file on the program. It's valuable in

selling the show,

(6) work with the county agent, PEA, SCS, others as well as with

all farm organizations.

(7) A county agent should never have to fill a 15 minute show

once a week without the aid of another voice, announcer,

farm director, or farmer.

(8) The radio station must place the farm program on the schedule

at a time when it's best for farm listening.

Don Peach, KOA, Denver, Colorado:

(a) Emphasize service angle with better weather market and farm

news.

(b) Use less canned material and releases except those that are

really important to farmer.

(c) Personalize important releases but giving credit where

credit is due.

(d) Use world news summary as well as agricultural news on farm

programs.

(6) Use more interviews with farmers who have a good story to

tell.

(f) Never use interview unless interviewer has a story to tell.

(g) Strive for proficiency in doing worthwhile farm commentary.
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(h) Travel wddely and in case of big stations give good cover-

age of important national and regional events.

(i) Eost important to be known as a friendly fellow who knows a

lot of people and is sincere in his job of giving service

for his station and sponsor. Radio farm director must know

agriculture in his area. _

(j) Radio farm.director's job is not one for the station misfit,

the "bright boys" of the radio profession, or the amiable

but lazy fellow who happened to live on a farm once.

Kirby, WCAU, Philadelphia, Pennsylvania:

We have thrown out every accepted practice and developed our

own idea of a program that gives us a rating not equalled by any

other serving the area. we report the news. we rarely tell how

to farm. Our program is a farm news broadcast.

Combs, WSBT, South Bend, Indiana:

Too often we fall down in our job of building the audience. You

must get out and meet new people. No matter how good the program

may be, we must build the audience to a profitable point for the

sponsor and station.

Verrill Langfitt, Shenandoah, Iowa:

It appears that great progress is being made and the men in the

work have better qualifications as the years go by. I think the

farm radio men are one group in.public information who know

what they are talking about and who command high respect from

all people.

Stacey Cole, WKNE, West Swanzey, New Hampshire:

The responsibility of a farm program rests almost entirely with

the man before the microphone. le must be forever alert to

farmers‘ problems and attitudes. Always interested in agricul-

ture and present farm viewpoints to the public. He must listen

to farmers themselves for only on the land will he understand

what a challenge farm broadcasting really is.

Jack Farrar, KTFI, Twin.Falls, Idaho:

Being comparatively new in farm.programming, I do not feel yet

that I could offer any criticisms. Therefore, for the present

I would rather keep my eyes open and try to pick up pointers

for better farm.programming. I think that few people realize

that it takes considerably more time than expected in preparing

and getting interviews, no matter how long or how short.
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Phil Alampi, W33, New York City, New York:

The radio farm director should spend more time in the field

with farmers and county agents. Selling should be done by a

salesman, alfinough most of the time he isn't qualified. I

realize it's natural for the RFD to sell potential sponsors,

but it takes too much tine. RFD's SHOUld listen to other

farm shows to improve their own. I could stand plenty.

Homer Eartz, KDKA, Pittsburgh, Pennsylvania:

Host farm programs could be improved by shortening the subject

matter and other informational periods to a maximum of 5 to 6

minutes at any one time. Probably the majority could be

criticized for forgetting that a large part of the listening

audience is urban and will listen only if an interesting con-

sumer slant is given to reports on markets and on production

and marketing discussions. Rural living is all too often

slighted in farm programming because it is easier to deal with

the more concrete or tangible phases of farming. GeneralLy

speaking, if the RFD does a good job of programming there will

be adequate commercial interest.

Donald Buckle, WGR, Buffalo, New York:

With television growing (now limited because of emergency),

more emphasis will be placed rightly on the farm program.

RFD's should have help on selling and servicing accounts. If

the PPD is expected to handle programs other than farm and to

care for activities of the station other than farm, he snould

have help, either secretarial or an assistant or both. Night

and early mornings sometimes are almost too much to stand for

a very long period. 339's are human too. Vest of us like to

watch our children grow up.

Howard Keddie, KCBQ, San Diego, California:

Tot enough personal contact with farmers. Yot realizing there

is also a large city audience to tell the farmers' side of a

story to. Such as the increase in price of milk, etc. Expand

program so it will include anything that a farmer is interested

in such as county government, etc.

‘Elvon Orme, KSL, Salt Lake City, Utah:

One voice on a show day in and day out is one of the chief

criticisms in this area. For that reason, we brea; our shows

up with other voices-~such as, a steady announcer opens and

closes the show, reads the markets, etc. By direct wire we

I
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bring the voice of the weather man into the show. By means of

recording in the field we are able to bring first hand infommr—

tion into the program.

Chuck'florcester,’WTT, Cedar Rapids, Iowa:

Tore personal contact with farm people. Uore human interest

material. Better understanding of advertisers' needs and ob-

jectives. Tore attention to commercial copy to make it more

listenable and effective.

Lowell watts, KLZ, Denver, Colorado:

Farm shows, where possible, are better ad libbed. They must be

natural and down to earth. Farmers should feel RFD has a per-

sonal interest in them. BSD should develop his integrity to

point where he is respected by farmers.-

Stuart Wilson,'flKBY, Youngstown, Ohio:

I heard a rather interesting criticism from.a farmer recently.

He said, "a good many farm folks around here used to listen

to from , but he's gradually gotten 'round to

where about all he has is stuff from State College. Now, that

stuff is all right. They have some good ideas, but they don't

always seem to fit in with what most of us around here can do.

They assume you have a lot of money to spend on the farm.

We've all been listening to Youngstown because you people have

down-to-earth stuff about local people, not fancy ideas that

are swell for city farmers who have plenty of money to spend.

‘Ne'want to know how our neighbors do it-—how they earn an extra

dollar that we could just as well be making too. These radio

stations shouldn't even give their farm men an office. They

should have their offices in their automobiles while they visit

up and down the roads."

Robert F. Doubleday,'fiSYR, Syracuse, New York:

Lack of entertainment. Too many programs are too lofty in their

concept of what the listener will absorb; they are also too long;

and when long not varied enough. With farming as mechanical as

it is, his radio programs should move along quickly and from.ane

thing to another. The farmer will not listen to science for

more than five minutes at a time and then he deserves something

else...£ot enough services to make his listening worthwhile.

‘Neather forecasting is completely overdone and overrated...Farm

safety is one thing, for example, but a contest in which a farm

radio man is a winner proves nothing except that the radio man
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did part of his job. The rest of the job is to find out the

proof of the contest, which is never done...Put his neighbors

activities and new machinery and plans into your words. He's

more interested in that than all the test tube farming in the

world...Radio has increased his tempo too much. Slow him down

a little.

Sam Schneider, KVOO, Tulsa, Oklahoma:

Too damn many people think you can't perform a service and

still tie up with sponsors. I say the farm director must'wonk

with all three--the sponsor, the college, and farmer.

Sandy Saunders, TIKY, Oklahoma City, Oklahoma:

HTD'S who do their own commercials detract from.the dignity of

the program. Farm radio should always keep in mind and render

service to the sponsor, the farmer, the radio station, and the

consumer. 'We all usually consider the first three, but, too

often, the consumer is over-looked. His food, fiber, and

shelter originates either directly or indirectly on the farm.

(dven forestry is becoming a farm.operation.)

Bill macDonald, KFAB, Lincoln, Nebraska:

Within reasonable limits, a farm service director should be

the final authority over everything going on the air as a farm

service feature. This should include both program content

and commercial copy. Too many times a good farm feature is

built utilizing facts known to the farm.director yet they are

twisted, altered, or otherwise changed because of desires on

the part of clients often located great distances from.the

actual field of operation. 0n the other hand, the RED must be

prepared to defend his actions with facts and proof of his

thinking. He, too, has to be good.

Frank H. Cooley, WHAS, Louisville, Kentucky:

The job and poliqy need to be more clearly defined by manage—

ment. Then, it is only a matter of organization and ability

of the members of the departsent to make the department success-

ful...I would like to add that a survey of mine indicated that

1.6 percent of all wire news service space was used for farm

and market news—-this included report news items and report or

progress market news. Something oughta be done about it. we

need to get the farmers surveyed on what they want and when they

want it and then do something.
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Howard Heath, WPAG, Ann Arbor, Michigan:

Kore local markets, local farm news, and interviews with local

farmers. Take radio to the farm, not try to bring farmer to

radio. Do as much as possible for the farmer.

Glenn C. Lorang, KHQ, Spokane, washington:

”ore interviews with successful farmers about the practices they

use are needed. Varket report needs to be made more significant

and understandable to the layman as well as the producer. The

farm program.might be used to do a better public relations job

for the farmer, so that city people will have a better idea of

the long hours, hard work, danger, capital risk, and investment

in the farming business.

C. E. Jackson, KCHO, Kansas City, Hissouri:

The farm director should know the farmers' problems and give him

all the news and‘information available to help him overcome the

problems. Too much stilted, canned stuff is used on farm pro—

grams.

Halter Durham, W3C, Iemphis, Tennessee:

I believe farm programs can be improved by getting more farmers

in the act, and I am trying to do this. I repeat that I believe

farmers are more interested in what other farmers are doing than

in hearing advice of agricultural workers. I think some farm

programs use too much subject matter material from the special-

ists and not enough human interest stuff...I think a farm.prOgram

should be friendly without being condescending; breezy without

being flippant, and most of all, I think it should be authorita-

tive and assured. Too many farm directors give the impression

they are not altogether sure of what they are doing. And some

farm broadcasters read to their listeners instead of talking to

them...When I'm on the air, I never consider the possibility

that I may have thousands of people listening to me. I just talk

to Grady Carpenter over in.Fayette County and try to give him.the

latest farm news I've been able to gather, and I tell him.about a

good job of farming a friend of mine over in Phillips County is

doing. If I were talking to Grady personally, he wouldn't listen

to me-very long unless he was interested in.what I was telling

him about. He'll listen to me even less time on the radio if he

has no interest in what I'm saying. Every day I try to fashion

my program so it will interest Grady Carpenterh-a typical southern

farmer. If Grady listens to the program, I'm.sure most other

farmers who tune in will listen too.
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Vurrell Rapp, Agr. Agent, Sistersville,'flest Virginia:

Herb

Farm programming is primarily an information set—up. Emphasis

should be placed on delivery, because in order to be informa-

tional we must be able to get our points across. This calls

for the authority, whether he be farmer, farm agent, home demon-

stration agent, or farm director, to give a good account for

the facts he presents and in such a lively tone that it leaves

no doubt in the listeners' minds that the authority is an

authority. There are too many so-called experts in the field

of agriculture who fall short when they try to deliver their

knowledge to others. he have too many "dead pan" voices among

our guest speakers.

Plambeck, WHO, Des Voines, Iowa:

Give farm editors the kind and quality of help they need. Con-

sider farm programs on an equal plane in dignity and service

with other programs. Have management take RFD's into their

counsel. Be responsible direct to management instead of the

program director, news director, janitor, etc. fy'criticisms

are largely those I have heard from RFD's who have not been

given.the breaks other department directors have seemingly re—

ceived at their respective stations.

Robert C. Filler, WQFD, WOrthington, Ohio:

—~—The individual who is doing the program, should have an ade-

quate farm background. Not only in the skills of the techniques

of farming, but also of farm people, their likes and dislikes.

That individual must have a sincere interest in those farm

people, and not just in his job. I believe that as you analyze

the radio farm directors, you will find that it is the farm

program director with the personality, that the people like,

which is doing the best job. Certainly the thing to keep in

mind is that rural information must be given in an enjoyable

fashion, and rural people seenxto be able to see through pro-

grams where the speaker doesn't know what he is talking about,

and is just reading or giving words...Here at WRFD we analyze

the needs of our listeners and provide for those needs. Then

it is up to the sponsors to come along and take one of those pro—

grams. There is a long story behind the development of our

market programs, and the information.we are giving on them now.

It came, not from a sponsor's desire, but from.the indicated

needs of our listeners. And the same applies all the way down

the line...I think you will find that sometimes people, who on

a survey, say they do not like the interview type of program

have not been given the opportunity to hear good interview types

of programs. '
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Ken Hutcheson, KNEE, Spokane, Washington:

--I feel that the best source of the most effective information

is the farmers themselves. I have felt for some time that too

many eXperts and specialists have been quoted to suit the aver-

age farmer. I know a few who are college graduates and they

feel that extension service specialists are tied down in red

tape and caution. In other words, an RFD should be very choosey

and circumspect in the way he uses suggestions or experimental

results from the colleges because in many cases the progressive

farmers are way ahead of the specialists and the more backward

farmers recoil from these suggestions on other grounds. But I

don't care how advanced or how backward the farmer I believe he

is almost 100 percent interested in what other farmers are doing.

If scientific methods are revealed in terms of actual accomplish-

ments on a farm then they carry real import and impact.

Of course, I'm thinking mainly in terms of suggestions on

husbandry, culture, how—to-do-it-better, etc. I realize that in

many fields the above paragraph just doesn't apply. Although I

sometimes think it wwuld be better to get the ideas of a down-to-

earth, practical farmer on such things as economic outlooks than

the views of the economists. Or, for instance, take the weather-~-

I had an old grand dad with a game knee who was never caught as

flat-footed on weather changes as our local weather prophet. Of

course, he couldn't snow you under with all those scientific read-

ings, barometric pressures, and statistics, but when he said we'd

better not cut any more hay and get all the down stuff under

cover he usually knew what he was talking about. And after all,

that's what realLy counts on this weather picture.

The following are the texts of the criticisms and comments made

by those radio farm directors who wished to remain anonymous.

Farm programs must be kept on a local level as much as possible.

I believe that the farm broadcaster must always keep before him

the responsibility to his listeners, to keep them informed and

improve the lot of the farmer and his family. Haterial on the

farm program should keep in line with this thought.

Kost college radio courses overlook this important phase of

radio. Good farm men are hard to find. I need one now. Have

you any farm men available?
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1-‘r. George L. Zeis, radio farm editor of WHYC, Columbus, Ohio, in

Addition to filling out the questionnaire elaborated by letter:

...I feel that there are additional comments that should be made

about this survey that you are conducting relative to this sub-

ject of farm broadcasting.

On.your question as to how much we depend upon the various

sources of service and information, so far as the USDA at

washington is concerned, much of their information that we re-

ceive is of debatable value from the standpoint that it is so

generalized and many times does not carry the inforwation that

we can use on our farm broadcasting set-up.

Our State Department of Agriculture has just been fair in

their getting information to us and we could probably well have

more from.this particular source. So far as the County Extension

Service is concerned, I feel that they have neglected greatly

here doing farm broadcasting work. I feel that they don't

recognize a news story when it is right before their'veny face.

I say this in a constructive way from the standpoint that many of

them.are very good. However, of the eighty-eight counties in the

state, I am.quite sure that other county agents could do a better

job than what they are now doing.

Farm organizations make a half-hearted attempt in getting

information to us, but here again they are not versed in.the type

of thing that makes for good farm broadcasting information. I

wdll say, however, that one of our best sources of information,

although it is a relatively narrow field, so far as the over-all

farm broadcasting situation is concerned, is the Soil Conserva-

tion Service, who is doing a mighty fine job in keeping us in-

formed of their activities.

In reply to your question (B) as to the significant number

of sources of information, I would say that there are enough of

them.but that again, as I mentioned previously, they fail to see

an interest story, and if they do see the story, they fail to get

it to we folks in the broadcasting field who can do them the most

good.

One of your questions dealt with the hours per week on an

average that we devote to this job of radio broadcasting. Let me

assure you that this field is not a 40-hour week proposition. I

think I would be safe in saying that I personally put in as many

as from 50 to 60 hours per week on securing information for our

programs. This may seem like a lot of time for two 15 minute

programs daily but a lot of ground work has to be laid, a lot of

farm meetings have to be attended, and a lot of reports have to

be written in order to do the job satisfactorily.

Another question that you had listed shows the amount of

preparation necessary for the shows that we produce. That would
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be a difficult one to answer because of the fact that I feel

programs should not be given from prepared script. ”est people

listen to any program the way they carry on a normal conversation.

Probably the greatest amount of work that we put in is the locat-

ing of places where we can secure information of importance for

broadcast purposes, talks with the farmer or whomever will be the

guest participating to give them an idea as to what we would like

to have on the interview or what we would like to talk about and

go on with the record or show from.that point. I know that a

number of our broadcasts, while only 15 minutes in duration, have

taken up to five hours of actual preparation, not counting the

time that was necessary to travel to and from.the place where such

a program was made.

Another of your questions was about the part that staff an-

nouncers played in airing a farm programs It has been.nv observa-'

tion that most radio announcers, while they may be good in their

particular field of announcing, fall short of the prerequisite

that is necessary in farm.broadcasting. I have always felt, and

I still do, that a farm program should be given by the farm editor

himself insofar as possible.

As just a brief summary of some of the high points of my

thinking on this matter of the farm broadcasting field, I would

like to say that extension services could be of far greater serv-

ice than what they are at the present time, that we should be

getting more information from.the various organizations-~dairy,

hog, etc.--who would like to have their particular organization

publicized as to what they are doing in the agricultural field,

that we should work very closely with the sponsors who are hesi-

tant on keeping us on the air. The suggestions that I would have

on this would be to write a daily report as to the various activi-

ties that are carried on in order that they might be constantly

aware of the contacts, the talks, and the information that we

attempt to give to our rural listeners as well as our city listen-

ers. I think I would also be safe in saying that we in farm

broadcasting have a sacred and moral obligation to give factual

information and interesting information which will, in the long

run, tend to make the farm a better place to live and to work.

Very truly yours,

George L. Zeis

Farm Radio and Press
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Art Page, WLS, Chicago, included a letter with the questionnaire

summarizing the situation at that station:

As always, in filling out a questionnaire like this, I feel

the need to make an additional explanation. Our situation on WLS

cannot fairly be compared with that of most stations where there

is only one man attempting to handle the farm program.

Since this station went on the air almost twenty-seven years

ago, it has been devoted specifically to the service of agriculture.

Eurther, when it was purchased by Prairie Farmer in 1928, such

activities were intensified. He'work very closely with the editor-

ial department of Prairie Farmer, making use of the vast resources

of that organization, both for spot inforrntion and for counsel.

In my own cast, while I am Farm Program.Director of WIS, I am also

Associate Editor of Prairie Farmer. Chet Randolph, assistant farm

program.director, is also Live Stock Editor of Prairie Farmer. 'We

feel that our efficiency in each job is increased by the other,

and for many years we have tied the two together.

Besides four full-time men, we have special men to put on the

livestock market directly from.the stockyards, the grain market

from the Board of Trade, and several special commentators who are

not on our payroll, but who put on farm commercial programs. For

years we have been teaching our agricultural advertisers that they

get best results by putting on valuable service programs, which

we will help them plan.

The figures I have given for the number of programs of vary-

ing length, are approximate, because many of them merge and over-

lap. We will change any program.almost in an instant's notice to

fit a current situation. In other words, we live with our farm

programs and with our listeners.

Best regards,

Arthur C. Page

Farm Program Director, WLS

Associate Editor, Prairie Farmer



Following is the code of the National Association of Radio Farm

Directors, contributed by Herb Plambeck, farm news editor, WHO, Des

Voines, Iowa:

"Members of the National Association of Radio Farm Directors

shall strive to gain a broad and thorough understanding of farm

conditions and problems and thus, through radio, promote better

agriculture and better farm living.

"In this effort, they shall have a two-fold responsibility;

to management which supports their work; and to the farm people

whom they serve.

"Radio Farm Directors shall consider themselves as representa-

tives of both radio and agriculture in their dealings and associa-

tions with groups and individuals...in connection.with their work

and otherwise ... and shall constantly conduct themselves with

this thought foremost in mind.

"They shall clearly indicate their interest in the welfare

of farm people in these associations; offer full cooperation to

others have the same interest; and firmly resist any subordina-

tion of this interest to the selfish purposes of others.

"Radio Farm Directors shall recognize radio's job of inform;

ing the people it erves. In dealing with subject open to debate,

they shall present all the information available in the clearest

way possible.

"Commercial sponsorship of farm programs does not detract

from the service they offer to farm people. It is strongly urged,

however, that Radio Farm Directors have a voice in the approval

of sponsors and shall have a hand in directing commercial farm

programs. Desirability of sponsors shall be determined by the

usual standards of good taste and business ethics. It is recom~

mended that sponsors be refused air time that:

Take statements known to be false, deceptive, or

exaggerated. Use offensive terms to describe animal

functions or ailments. T"'ake unfair attacks upon

competition."



Sam Schneider, secretary-treasurer of the National Association of

Radio Farm Directors, summarized the speeches and discussions of the

Association's 1949 convention at Chicago. The major text of his sum—

mary follows:

INTRODUCTION

In a recent issue of your official publication RFD Chats, I

titled a portion of an editorial "The Radio Farm Directorship--

Sacred Trust". I said, "Yep, just been a figurin' that a farm

directorship is a trust-~a lifetime trust-~aimed at helping the

farmer to be better off. Yes a trust composed of making agricul-

ture more profitable and a better place in which to be living.

“est of us realize that. In fact, it goes to our heads sometimes

and blinds us to the real meaning of trust. And it goes to our

heads and makes us think we can't be concerned with sponsors. It

makes some of us think we know it all and can't get ideas from

others. Yes, we sometimes forget that to be able to carry out

that trust, there are things we must take into consideration and

do--bEETEES that trust.

"Run these four questions thru your mind a couple of times

and see what comes out: (1) What is my job—-is it to fill so

much time with 'farm.information'--is it to travel so many miles--

is it to see so many people-~or is it bigger than statistics would

show? (2) What must I do besides that 'bigger goal' to assure

myself of being able to continue doing that 'bigger goal'?

(3) How can I check myself periodically to see that I'm.still on

the course and haven't lost sight of that 'bigger goal'? (4) What

better way could I serve my God-given place in this world than

serving that 'bigger goal'?"

There's the editorial I wrote some weeks ago-—but I feel

that it can be a perfect introduction to today's summary of what

these eleven men in the two panels just preceding me have said--

and it makes a perfect introduction to summarize the entire meet-

ing we have been having here in Chicago.

Remember, in setting up this program we said we had four

points we wanted to learn more about--because they would help us

to carry out that trust.

First, we wanted to know if there was a market for the sponsor

to look at. True D. Horse, of the Doane Agricultural Service,

speaking at the fl. J. Condon Sears Luncheon, said "yes". He said

agriculture will always be important to people in the future-~and

they will know it. I won't go into Kr. Horse’s reasoning except

to say that he pointed out that the farmer has to buy more off—

the-farm produced goods than he used to. That means more buying



is necessary (from your sponsor) if he is to Operate. And Fr.

Torse said that there is a trend back to the farm of the city

worker who had a few acres to help him meet the higher cost of

living. That man must, and is able, to buy more of the things

your sponsor sells.

Tow the second point was, realizing that we do have a farm

market, how do we get the "proof of the pudding"--hOW'do we

measure that market so that our sponsor will know that we do

have said market through our station? (Since the speaker on this

subject didn't appear, Phil-Alampi of WJZ, New York, took the

stand for a few minutes to tell of "Proof of the Pudding" surveys

that are in the making by NAB on station markets.)

Now the third point was "How to Sell Our Programs." That

was covered a few minutes ago followed by the fourth point--"How

to Keep Programs Sold."

TREVDS IN OUR PROFESSION

With that introduction, let's get into this matter of the

trend of farm radio directors before we get into the summary

proper. There is a definite trend today of cancelling farm de-

partments on stations over the country. Some are giving their

budget a general overhaul and find that a farm department doesn't

fit into a tighter budget. Some are taking on TV and find that

a farm department along with other "promotion" projects can go

by-the-board. Some are dropping their farm department because

they don't make enough impact upon the station's audience and,

interest having waned, they look to some other project. Some are

dropping their farm departments for circumstances beyond anyone's

control--but through it all comes this one question: "IS THIS A

SiRIOUS TRSND, OR IS IT JWST LSTELIYG OFF OR ELIMTNATING SONS,

WHO, DYE TO CIRCUTSTANCES, EITHF? SHOULD HAVE STAYED OUT IN THE

FIRST PLACE OR WITH CHANGING CIRCUTSTANCES THEY SHOULD NO LODGE

INCLUDE A FARH DEPARTVENT IN THEIR FUTURE FLATS?"

I believe a look at the situation.will show that this is

22 serious trend. RATHER, THE SSRIOWS TRETD IS THE LACK OF IN-

sRSST OR THE APATHY OF THE RADIO FARM DIRECTORS PROFSSSION

TOWARD THE FACTS AT HAND WHICH INDICATE THAT A FAR? DEPARTHBHT

TUST BE AN ASSET, A TANGIBLS ASSST IF IT IS TO BE A PART OF THE

STATION'S PROGRADMING.

 

 

HON TO SE AND K33 SOLD

How to summarize the last two panels:

First-~"How to Sell"--the panel directed by your new presi-

dent, Roy Battles of‘NLW. Roy opened the panel with the theme

of the necessity of your farm department being in the black,

C
r
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saying that NOW is the time to be sure you have a tight hold on

your portion of the advertiser's dollar. Then, Roy went on to

point out that with the doubling of the number of AM stations

and the increase in TV, "has the advertiser's dollar for radio

doubled and tripled likewise so that we can get or continue to

get a portion of that dollar for farm radio?"

Then the four speakers tended to fit their remarks into

this sort of pattern:

Leo Olsen of DeKalb Hybrid Corn said first the station

must have a farm department-~one with enough time on the air to

make some impact upon the total station audience and the station

needs some proof that that impact exists. Today there isn't

enough proof.

Joseph Bumgarner of E. H. Brown Advertising stressed the

personality of the farm director--saying, "Ask yourself this

questionp-if this man were available, would we like to hire him

in a sales, executive and public relations capacity to work for

this client?" And if the answer is yes, then.make plans to use

him to spearhead your campaign.

Lew Van Nostrand, Sales flanager, WTT, stressed: Importance

of Farm director'wonking closely with sales staff of station.

Lowell Ratts, RFD from.KLZ stressed: "the success of any

farm show is directly dependent on the service to the rural

audience." He further said that: Our experiences indicate that

the farm director who builds his show for service, not to meet

“net the demands of the sponsor, will not only have a more popu-

Iar show, but one which will shOW'the sponsor greater results

because 9: its service."

 

 

 

 

 

 

 

SELLING FORMULA

And from their comments I come up with a five point sug-

gestion or formula for selling:

1. Have a service the farmers need.

2. Show the farmer he needs it.

3. Perform dependably--perform regularly.

4. Get acquainted with the field men--learn the problems

and needs of the potential and present sponsors.

5. Show how you serve both by your program.

SERVICING AND KflEPIVG PROGRAH SOLD

Next the Chuck‘worcester (NWT) panel on "Servicing the Farm

Program and Keeping it Sold." Don Sullivan, commercial manager,

WEAK, says, "the initial sale is only the permission to go to

work-~not to loaf. The initial-sale is just the whistle that

starts the ball game."
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Charles Karr, Allis Chalmers, compared the program contract

to a honeymoon and said: "If you expect the honeymoon to last,

you must 'cuddle a little more' with the sponsor." And Karr sug-

gested: "hetwork—or recorded shows are just as much a part of

your station programming as features originating from your own

facilities. Above all, identify ypurself with that sponsor too.

Sponsors want the honeymoon to last as badly as you do, but it

still takes two to make a pair."

Ross Wallace, wallace Advertising, Des Hoines, said: "The

program must have qualiEy worth promotion--that is the job of the

farm director. It must have quality enough to attract an audience.

And if it has that we the agency will handlerthe promotion.

John Drake, Sales Promotion Director, 3L8, said: "The same

situation prevails pretty much whether the station be big or small.

The mpst effective promotion has become an institutional job--one

of constantly covering the farm field in eveny important way, so

that the station becomes established as a real fgrm servant in

the eyes of the farmer. The farm editor must do the bulk of the

job with promotion and publicity departments sirply beating the

drums over what is being done." John then quoted from October,

IDES: SPO"SOR magazine an example: "When.the Thurston Chemical

Company built an Oklahoma plant they sent representatives out to

promote a movement among state farmers to build soil fertility.

Wherever they went, they were greeted with suggestions like, 'Why

don't you check with the KVCO Farm Department? Those fellows are

already doing more about that then we can keep up with ...'

Thurston started its Sooner State Campaign and built its promotion

around KVOO farm.programs, and is continuing the combination suc-

cessfully."

Now after John's comments, I had James Gillie of Thurston

Chemical Company here to say something about an idea--a sponsor's

idea that I didn‘t figure would be covered very completely and

wouldn't have if it hadn't been slipped up on me by John's comp

ments. But Gillie was able, as you'll remember, to go further

into details, showing what his type of company wanted from a radio

station. He particularly stressed that they weren't buying time

on a radio station but that they were buying into a campaign. He

indicated surveys of the nation show that ordinarily, a fertilizer

company bought magazine space or newspaper space, but that his

company had found that the space, no matter where it might be

bought, was not the thing-~that buying into a going, respected,

full-fledged agricultural improvement campaign, such as the Greener—

Pastures Campaign, was the important thing in the purchase. And

then.work with the station farm department to make the campaign

bigger.

 

 

 

   

  

 



STF'T'Y'LILRY-QZTD FOR K£EPS

All of which leads me to this summary of what the 1949 meet-

ing of the Radio Farm Directors has meant. Get these five points,

even if you don't get anything else out of these two days.

I. INVEYTORY--Take INVEYTORY NON. fivery speaker has said no

man should begin or for that matter continue any farm department

operations without first taking inventory of:

(a) Program Quality.

(b) Personality of the farm editor.

(0) What you are now selling.

(d) What other products you could be selling.

AED ASK YOURSB'"-—does it make HONEY for the station thru station

promotion and audiences for unrelated sponsors as well as for the

farm sponsor-~AHD, does it make money fo£_the farmer as a service.
 

II. PLAN F ACTICH. Only after you know what you have t0'wonk

with as shown.by the IBIENTCRY is it possible to develop a PLAN.

And a plan should indicate only one thing--a method of "bridging

the gap" between the kind of a farm department you now have and

the kind you want to have-~one that will stay on the air as an

asset to all concerned.

Plan hOW’t08

(a) Hake an impact on the station's full audience.

(b) Prevent misunderstanding between the station, the sponsor,

and all individuals concerned. Plan to "cuddle", (if you

please).

(c) To become more a part of the farm community as well as

the commercial community.

And this plan is no easy matter. It's a hell of a hard job.

... Yes, a plan shouldn‘t try to indicate any easy route——there

isn't any easy rmite.

III. CIECK OWTSIDE HELP. You the farm director are the kgy to

the picture, but you can't do it alone. Yes, I know some of you

have a halo around your head, feeling that you and you alone can

save the agriculture in your territory. You have your eyes upon

that "greater goal" so completely that you feel that you cannot

toucn the help of your "very commercial" commercial manager or

you cannot touch the help of a sponsor. But, remember what I said

at first, maybe you have to do some things besides that "higher

goal" if you are to have the privilege of doing that "higher goal".

 



127

Check with:

(a) The management.

(b) Commercial and Promotion maneger.

(c) Sponsor's field men.

(d) Agricultural College and Agencies.

And if any of these men don't know the problems you have in

performing that "higher goal" (which I still don’t want you to

lose sight of), don't dismiss them with "Oh, that damn sales mana-

ger, he doesn' t know the difference between a cow and a bull."

If these people don't know about the farm problems-~IT'S YOUR

FAULT?ECAUS3 IT'S YOUR JOB TO TEACH T333 TO APPLnCIATR AGRICUL-

T"RJ IN R3LA_ICV TO THE RADIO STATION. YCR'P3 THE PART DIECTOR

iR3U'T YOU? In fact, if they kneW'everything, they should know,

why hire you as a farm expert?

HOW'you'FE‘Feady to continue ACTIOH and the fourth point in

my summary.

 

  

IV. TI3 DOW? the Farm Department Operations. Regin to ce-

ment these relationships that you already have. Don't start look-

ing for new sponsors that "understand you better", tie down the

ones you have. Don't wish for a new program time, tie down what

youwaIFEadhave. Don’t lose 3 foot 2f the ground you have already

rained.

 

 

   

V. START R33UILDITG. Only now, after IRVERTCRY has been

made, PLAN is outlined, OUTSIDE H3LP is checked, and you have TIED

DORE what you already have-~CRLY TH3D—-is it time toSTART RERUILD-

ITG your farm department. As Don Sullivan said, "He're all (station

and sponsor alike) in the same boat, headed for the same objective,

why try to shove off in your own canoe before the others have joined

you."

You're noW'ready for "sponsor conservation". And remember

above all else, THAT YOUR FARm Daka‘“RNT “‘TD ITS P‘CGRAKS ARE ONLY

AS GOOD AS THEY A53 PRTITABLEIT T33 PAREPR AID TF3 SPO“S R--thus

to the station.

I'd almost leave "Cuddles" Karr's reference to the honeymoon

and say, now that you are ready to START R3BUILDIHG, the honey-

moon is over. Plan to live with your wife from now on with no

thought of divorce. Plan to live with those who can help you

reach that "hilzher goalYr for agriculture, even past tne honeymoon

stage, from now on.
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The following is the text of a letter received from Yr. Roy Rattles,

past-president of the "ational Association of Radio Farm Directors and

arm Program Director of'fiLJ, Cincinnati, Ohio.

Dear ”r. Arneson:

You have the permission of the 3xecutive Committee of

NARPD to use the name of the organization in your survey

letter in accordance with your request made by letter on

Rovember 10, 1950.

Best washes.

Very truly yours,

Roy Eattles,

President NARPD





129

B I O GRAPT!

Wilfred Tilton Arneson was born September 23, 1919, in Iarmarth,

Forth Dakota, the last child in a family of three boys and a girl. His

father was a locomotive engineer in Varmarth, a small railroad community

where the Chicago, Vilwaukee, St. Paul, and Pacific railway spanned the

Little Uissouri river.

Rhen the author was six, his family moved to a sparsely populated

farming settlement near TcIntosh, South Dakota. Despite the fact that

the farm was located on the Standing Rock Indian Reservation of the

Sioux tribe, he grew up with scalp entact and finished his elementary

and secondary education at HcIntosh.

After graduating from.high school, the author followed his brothers

to Colorado, where his early interest in railroads led to a job as a

railroad telegrapher in the Colorado mountain country. Two years later,

he joined the Army Air Force.

In October, 1945, he returned to the United States, after two and

one-half years in.the Southwest Pacific theatre; and he enrolled at

Denver University, majoring in Radio.

After receiving his Bachelor of Arts degree, the author again be-

came interested in agriculture, and he decided to specialize in.Farm

Radio. He accepted an assistantship in the Department of Speech at

Tichigan State College, where he majored in Radio-Speech and minored in

Agriculture. The author completed the requirements for the Degree of

Taster of Arts in June, 1951.
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(B) Do you feel that there are a sufficient number of sources of information

0-;

and services with which to build farm programs available to you?

w".YES- Mmm N0-

(C) From which of the sources of information listed on the Opposite page

would you like to receive more information or service that would be

helpful in building your farm shows? (Identify by number)
n... n...“ «...-n... ......................

(D) What additional information or service would you like them to provide?



 

RFD'S TIME SPENT BUILDING AND AIRING FARM SHOWS

luu non-mm. a u. .. ...... .. ... ...J,.l...no- .- ...-MOMIo.‘--.M....n.. n. ”9.4....”
 ‘ t chu'l'. Hm..."- ...-...... - —

(A) About how many hours per week, on the average, do you devote to your

I Job as radio farm editor? m............. hours per week.

(B) What percentage of this total weekly working time is devoted to the

preparation and airing of farm radio programs? mwmwflm$

(C) How many of the following programs do you air each week?

.............,.0ne-hour shows

."m“_Forty-five minute shows

_immaa.Half-hour shows

.................... Fifteen-minute shows

Ten-minute shows
...-“IQO‘Mo-h Duo”-

,.mm,Five-minute shows

(D) How much time do you spend, on the average, preparing for each of

the shows you have designated above?

.ww...... Hours “mmfiminutes, for each one-hour show

_ ”Hours .mmiminutes, for each.Forty-five minute show

. .mnimHours www-minutes, for each Half-hour show

...........“Hours “a“.minutes, for each Fifteen-minute show

I .annfiours a...minutes, for each Ton-minute show

I Wm..Hours www.minutes, for each Five-minute show

YQ'OF,

E's-Nona. . .. .
~1'If93111-‘H.’
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If you are employed by a commercial station:

(D) Do you service your own farm prOgram accounts?

*",,,,, Most of the time. ,,,,,,,,,,, Sometimes. .........Hardly ever.

(E) How often do you deliver the commercial announcements on your

Sponsored farm.prOgrams? Most of the time.
.- 0-0.»...

.mm Sometimes. mmwufiardly ever.

' """‘-' “‘ ‘ - .... um wmmuuuum-umv ‘ n - l- u .m n - . I . l' m .l. .‘I'Vlll-fluuoul u I.~..mfl'-.n|u':muoumo-II..o!-r- .muunnn-m-z mntun. I'm In | I. I": l- .JIIanmv-i-No-uu[...-mun.-..|- nun ll ....

ON THE BASIS OF YOUR EXPERIENCE WITH FARM PROGRAMS, WHAT ARE YOUR

MAJOR CRITICISMS OR COMMENTS FOR THE IMPROVEMENT OF FARM PROGRAMMING?

(Please continue your comments on the next page)


