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.ST, PAUL CAMe.IJ..S..UBeA.i;w; 
NEW TERMS WILL N'fER-.GY ~SYJ?CABULARY--During the past decade or two we in 

Extension have come to use , such terms as change agent, legitimizer, 
diffusion, adoption, as every day language in our professional work. 
Everett Rogers, one of the nation's top sociologists and communicators, 
now is using other terms that could become just as well known. Among 
them are: 

Linker--A person who links one group with another, e.g. scientists 
and farmers by presenting or making the flow of ideas easier and 
two-way (my interp!etation). Ronald Havelock says a linker is an 
individual who stands between systems of research and practice. In 
the past, county Extension staff arid specialists have become known 
as prime examples of change agents because of their leadership in 
bringing about change. Will that job change so that linkage will be 
the main function? Who knows? We may have to change titles again to 
county Extension linker directors, county Extension linkers (home 
economics), or county 4-H linkers, or specialists may become animal 
science linkers, weed linkers, etc. Watch for developments and keep 
listening! 

Reinvention--Rogers maintains that farmers and many others probably 
don't accept or adopt innovations and ideas we present in their 
entirety. Some reject us entirely. What people often do is to re
frame and integrate ideas in their own way for their own situation 
before putting them in operation. That's reinvention. We in 
Extension actually urge such reception on the part of our audiences. 
It's a part of learning that has always been with us--not a new idea. 

Maybe we'll have to rewrite our educational objectives, using 
reinventions, not changes. So instead of reporting the number of 
persons reached or number adopting a new practice we may report a 
number of reinventions. That would really challenge MEMIS. 

- more -
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Strength of , weak links in innovations--Recent research has indicated 
that we connnunicate best in groups of people like ourselves. We 
are hemophilous (have similar attributes, values, status, etc.). 
We're alike. However, that kind of connnunication doesn't result in 
new ideas, innovations. In fact, often it is a deterrent. We are 
much more likely to adopt new ideas when we communicate with people 
with whom we have "weak" links or "ties." Creativity and innovation 
do require corrnnunication with people who are different, who are out
side our own "family." 

At times I may have sounded facetious in these remarks. However, 
these concepts could mean a change in our way of operating, our 
thinking, and our connnunication.--Harold B. Swanson 

* * * * 
WE'VE ENTERED THE COMMUNICATION AGE--That's what many of us in the field have been 

saying for years. Now the Cormnerce Department has added its official 
voice to the chorus. In a recent report entitled, "The Information 
Economy," the Department says the U.S. economy is no longer based on 
manufacturing but on the transfer of information. Forty-six percent of 
the GNP (Gross National Product) is now somewhat related to the 
production, processing, and distribution of information. Information
related fields also absorb about half the U.S. workforce and account for 
53 percent of the wages. 

We haven't been able to determine who is included in the information 
economy, but education of all types must be, together with connnunicators, 
many managers, researchers, etc. 

We should observe one caution, however, as we look at figures such as 
these. We need to know what each group includes. For example, both 
transportation and agriculture can claim that around one-third of the 
nation's economy is wrapped around these important forces. Each will 
include many things. In agriculture's figure would be all the suppliers 
to farmers and ranchers, farmers themselves, processors, transportation 
facilities, educators like us, to mention only a few.--Harold B. Swanson 

* * * * 
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N E W P U B L I C A T I 0 N S 

Evaluating Floor Plans and Styles of Older Minnesota Homes. Extension Bulletin 408. 
William Angell. Discusses the elements of a well designed floor plan 
and the advantages and disadvantages of various styles of homes. 24 pages. 
Available. 

Buying Carpet. Extension Bulletin 409. Linda E. Reece. This is a revision and 
expansion of Extension Folder 352. Contains information on all aspects 
of buying carpet as well as illustrations and charts. 16 pages. Available. 

Evaluating Structural and Exterior Components in Older Minnesota Romes. Extension 
Bulletin 411. William Angell. Information for buyers and remodelers of 
older homes to help them determine whether serious defects exist in the 
structure and additional help is needed from building inspectors, home 
inspectors, contractors or engineers. 12 pages. Available. 

Water Sources and Irrigation Economics. Miscellaneous Report 150. Third in the 
DISC (Development of Irrigation and Specialty Crops) series compiled by 
E.C. Bather, coordinator. Discusses water sources, sprinkler irrigation 
costs, cash flows and profitability and how to ascertain them, and crop 
cost analysis. 78 pages. Available. 

Consumer Housing Alternatives. Extension Folder 318. William Angell. Discusses 
the pros and cons of remodeling, building, buying, and renting housing, 
to help consumers weigh their basic housing alternatives. 20 pages. 
Available. 

Feeding Your Baby. EFNEP 32. Muriel Brink. Discussion cards designed to be used 
with Feeding Baby series. Available. 

How To Replace A Jacket Zipper. HS 56*. Prepared by Textiles and Clothing Specialists 
as part of a North Central Region Project. This is 5th of 10 in series. 
Contains easy directions and many illustrations to aid the home sewer. 4 
pages. Available. 

How To Make A New Hem. HS 57*. Prepared by Textiles Extension Specialists as part of 
a North Central Region Project. This is 6th in series of 10. Contains easy 
directions and many illustrations to aid the home sewer. 4 pages. Available. 

Shade Trees for Northeastern Minnesota. Minnesota Tree Line Fact Sheet 14. Jane 
McKinnon. Discusses tree species most appropriate for replanting in the 
Northeastern District of Minnesota. Includes detailed descriptions of each 
specie~ mentioned. 2 pages. Available. 

Fertilizing Shade Trees. Minnesota Tree Line Fact Sheet 15. Richard Rideout. 
Discusses the importance of fertilizing, what fertilizer to apply, when to 
fertilize, and several fertilizing techniques. 2 pages. Available. 

* Brochures in this series are short and elementary and are designed for audiences 
with limited experiences, finances, and education. 
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R E V I S E D P U B L I C A T I 0 N S 

Weddings. Extension Bulletin 410. Edna K. Jordahl. Discusses steps from the 
decision to work assignments at the reception. Ample bibliography. 16 
pages. Available. 

Planning Visuals for Television. Information Service Series No. 16. Norman Engle 
and Henri Drews. Discusses how to plan visuals for television. 2 pages. 
Available. 

Shade Trees for East Central Minnesota. Minnesota Tree Line Fact Sheet 2. Jane 
McKinnon. Discusses tree species most appropriate for replanting in the 
East Central District of Minnesota. Includes detailed descriptions of 
each species mentioned. 2 pages. Available. 

R E P R I N T E D P U B L I C A T I 0 N S 

Dutch Elm Disease. Extension Folder 211. D.W. French, M.E. Ascerno, W.C. Stienstra. 

Pruning Fruit Trees. Extension Folder 161. L.B. Hertz. 

Making Cheese at Home. Extension Bulletin 395. E.A. Zottola, H.A. Morris. 

Nitrite in Meat. Animal Science Fact Sheet 28. R.E. Epley, P.B. Addis, C.E. Allen, 
J.J. Warthesen. 

Chemical Control of Soil Insect Pests of Corn. Entomology Fact Sheet 7. J. Lofgren. 

Controlling Corn Rootworms. Entomology Fact Sheet 14. J. Lofgren. 

What to Do About Ants. Entomology Fact Sheet 19. M.E. Ascerno. 

Corn Silage in Dairy Cattle Rations. Dairy Husbandry Fact Sheet 7. M.F. Hutjens, 
D.E. Otterby, N.P. Martin, J.G. Linn. 

How to Plant a Tree. Minnesota Tree Line 3. H. Scholten. 

Fire Blight. Plant Pathology Fact Sheet 17. H.G. Johnson. 

Pinto Bean Rust Control with Fungicides. Plant Pathology Fact Sheet 20. H.L. 
Bissonnette, H.G. Johnson. 

The Small Flock for Poultry Meat. Poultry Fact Sheet 42. M.L. Hamre. 

Meeting the News Media in Your Community. Information Service Series 34. D.A. 
Zarkin. 

J 



THE 

COMMUNICATIONS 
Department of Information and Agricultural Journalism .:::\\:.:.·.SCENE Agricultural Extension Service 
University of Minnesota 
St. Paul, Minnesota 55108 

t.. . ... . . . . . . . . ···:.··· ....... 
·.:::~::· 
~:: .. • 

•• '!.. 

COMMUNICATING FOR BETTER MEETINGS 

by Harold B. Swanson, 

No. 75 

Professor and Extension Communications Specialist 

We are a nation of meetings--committee meetings, protest meetings, farm 
meetings, homemakers meetings, church meetings. We have conferences fo r this and 
conferences for that. Many are useful. Even though they are useful, we often 
are frustrated by the slow progress or the direction they take. Suppose, however, 
that we're in charge of arranging and running a meeting. Are there things we can 
do to make it more useful? 

There are no quick and easy answers on how to make our meeting better . Of 
course, we probably should have asked, "is this meeting necessary?" However, let's 
assume it is. Then one of the first questions we have to ask is, "Just what should 
the meeting accomplish? What are its goals?" This really is one of the tougher 
questions we do have to grapple with. For example, our goals may be clear to those 
of us putting on the meeting, but are they clear to persons attending? If they ' re 
not, our meeting may be doomed from the beginning . 

Another basic question we have to ask is, "How does this meeting meet people's 
needs?" This may sound selfish, but often we decide to do things on the basis of 
"what's there in it for me?" So anyone planning a meeting has to make it clear 
that there is a benefit for those attending. 

Usually this need is quite obvious. Recently we've heard a lot about the 
various meetings and demonstrations involving the powerline in west central Minnesota 
or the strikes for parity prices for farm products. The groups planning these meetings 
had little trouble convincing farmers of the need. It was obvious. However, in 
other cases, that need isn't as clear, and the meeting may suffer. 

Closely related to meeting needs is deciding exactly who our audience should 
be. 

That's not as simple as it may seem . For example, by inviting certain people 
we may be able to create additional support or get a variety of viewpoints or give 
status to our meeting or provide support after the meeting. So we have to answer 
exactly, "Just who should be at the meeting and why? " 

Then there is , of course, the material or ideas that are going to be considered. 
We must plan for this thoroughly before our meeting. And we have to answer such 
questions as , "Is this the right time?"; "Is this what the audience expects?"; and 
"How can I hold the attention of those attending?" 

- over -
Reprint from Radio Series- The Communications Scene 



We must consider, for example, where and when the meeting will be held. We've 
got to avoid that special basketball night or even a favorite TV show night for 
best results. We need to be sure we're not setting up a meeting that conflicts 
with another important event. 

The place is important, too. For example, we don't want too large a room. 
The audience will feel lost in it. But it has to be large enough to take care 
of a crowd. Then there's the temperature, the seating, the acoustics, and finally 
the accessibility of the meeting place itself. Is it too far from most people or 
is it hard to get to? 

Once people are 
have something to do 
but not too quickly. 
misunderstood. 

on hand, the person in charge has to make sure that visitors 
before the meeting and that things move along fairly quickly-

We don't want to railroad ideas or have ideas and information 

There is one thing we haven't covered--that's publicizing the meeting. People 
have to know what the meeting is about, where and when it will be held, and how it 
affects them . Getting publicity for a meeting usually is easier in rural areas 
because we do have so many good local radio stations and newspapers who are willing 
to help. This is a lot more difficult in a big city where many meetings mean little 
to most people and the news competition is intense. In publicizing a meeting we 
shouldn't overlook the phone, the personal letter, the visit, as well as posters and 
the like. And when we're working with local radio stations and newspapers we need 
to let them know about our meeting in time and give them the right information in the 
form they want. It's a good idea to talk to local media and ask them how and when 
they need material. And we can't leave this to the last moment or forget to tell 
them what happened once our meeting is over. That's called follow-up. 

Our meetings can be better if we know exactly who our audience is and what 
our goals are, if we find a good place at a good time to hold the meeting, if we 
conduct it in an organized way, and if we publicize it fully. 

March 1978 
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COMMUNICATIONS PLACE AGRICULTURE IN THE SPOTLIGHT 

by Harold B. Swanson, Professor and Extension 
Connnunications Specialist 

Agriculture and rural America are in the news these days. There's a lot of talk 
about strikes, prices, protests, and occasionally about starvation and food 
supplies. The farmer is indeed in the spotlight. Just why is there this 
added focus on agriculture? 

I feel there are two major reasons for this focus, and these two reasons are 
not related. One is that many agricultural organizations are aggressively 
stating their point of view. They have action-oriented programs. Certainly 
the actions of the American Agriculture Movement have promoted communications 
about agriculture and the plight many farmers are facing. At other times the 
National Farmers Organization, the Farmers' Union, the Farm Bureau, and the 
Grange have entered the communications arena and focused attention on the farmer . 

The other reason for the spotlight on agriculture is the effort by many groups 
to improve the image or understanding of farmers and their problems. Nearly 
every group in our society is concerned about its image. That's true of doctors, 
lawyers, home economists, labor to mention only a few. Many have launched 
extensive information campaigns to present their side of the story, to improve 
their image in the eyes of the public. Farmers, as a group, haven't done this 
extensively. Most of the recent surveys have shown that farmers are well 
received by the public--that they do have a favorable image. Of course, there 
still remains, as with every group, the need for better understanding. 

We do have special weeks and days, however, which salute the farmer. Some are 
locally sponsored; others are national in scope. One is Agriculture Day or Ag 
Day. We're celebrating our fifth annual national Ag Day Monday, March 20. 
Appropriately Ag Day always falls on the first Monday of the week when spring 
begins. 

Ag Day is sponsored by a national foundation, growing out of the National 
Agricultural Marketing Association (NAMA). Actually support comes from a wide 
variety of farm and other organizations, industry, and government. The late 
Senator Hubert H. Humphrey was a supporter as are Vice President Mondale, Secretary 
of Agriculture Bergland, and many others from all political parties. President 
Carter is involved as well. The purpose of the day is to focus on the many 
contributions of the farmer to society. 

-over-

Reprint from Radio Series- The Communications Scene 



-2-

This is done in many ways. For example, my job, as chairman of the National Ag. 
Day education conunittee is to provide materials to young school children in 
urban areas and lesson plans for teachers on "The Farmer and You." One of the 
most successful aspects of this effort has been the distribution of n thirci of n 
million coloring books for young children in the last year and a half. Yo11 cnn 
get an idea of what's in the coloring book by some of the statements made. 
These include: "A farmer in the United States grows enough food to feed 54 people," 

"a dairy cow gives enough milk to furnish nine families with one-half gallon 
of milk every day," and "almost everything starts on the farm." These statements 
are obviously aimed at youngsters in school and try to tell what farming is today. 

There are many other activities during the day and the week. 

The North Central chapter of NAMA is conducting a survey among consumers and 
housewives on such subjects as higher priced food vs. lower price/lower quality, 
the use of preservatives, transportation, meat, and related subjects. 

Then there'll be many public service announcements on radio such as this; 

Nowhere in America will you find a more enterprising citizen than the American 
fsrmer. When there's work to be done he's up at dawn and still working when the 
sun is setting. He's an engineer, a bookkeeper, a mechanic; a specialist in 
feed, soil and chemicals; and a person with a way with animals. He's the envy 
of the world because he's the world's greatest provider of food and fiber. Join 
me and the rest of America in celebrating Agriculture Day. 

Then there'll be stories and public service ads in newspapers, TV programs and 
radio interviews, and many other promotional efforts telling about the contributions 
of the American farmers. 

Sponsors of Agriculture Day hope to some day achieve for it the same recognition 
as Labor Day provides labor. And, it will be a well-deserved tribute to our 
millions of farmers and farm families who provide us the basics of our everyday 
life. 

March 1978 
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NEW FILMS ADDED TO THE AGRICULTURAL EXTENSION LIBRARY 

113088 

113089 

113091 

SEPTIC SYSTEM AND THE SANITARIAN -- 12 min., color, E.J. Clark Films. 
(not TV-$6.00) Describes the procedure for properly inspecting the 
construction of an individual sewage treatment system--the septic tank 
and the installation of drainfield trenches with drop boxes. Suggests 
ways to correct construction mistakes. For adult audience, specifically 
local government officials, installers, home owners and community leaders. 
1977 

FFA STARS OVER AMERICA -- 28 min., color, Venard Films Ltd. and Ciba-Geigy. 
(not TV-$7.50) Features Dwight Buller, Hendricks, Minnesota, the FFA 
1977 Star Farmer of America and Mike Deming, Owatonna, Minnesota, the 1977 
Star Agri-Businessman of America plus the six regional winners who were in 
competition. 1977 

COOPERATIVES--THE FARMERS' WAY ·-- 24 min., color, American Institute of 
Cooperation and Farmer Cooperative Service, USDA. (TV-$7.50) Presents a 
story of how a group of farmers solved a critical marketing problem by 
organizing a cooperative. Explains agricultural cooperatives by describing: 
1) what they are, 2) how they are organized and operate, and 3) their 
role in the nation's food and fiber system. For adolescent or adult 
audience . 1977 

NEW SLIDE SETS ADDED TO LIBRARY 

11154 FOOD SHOPPING FOR ONE AND TWO -- 71 slides, color, cassette tape (automatic, 
inaudible 1000 Hz pulses, time 19:00), Colorado State University. ($3.00) 
Takes the food shopper through the grocery store and gives advice on making 
decisions about amounts to buy for one or two. Emphasizes thrifty shopping, 
basic good nutrition, and suggesteq methods for storing or freezing extra 
food. Designed for elderly low-income shoppers. 1976 

11170 MINNESOTA WATER PROBLEMS -- 72 slides, color, cassette tape (automatic, 
inaudible 1000 Hz pulses, time 11:30) John J. Waelti, extension economist, 
University of Minnesota. ($3.00) Defines Minnesota 1 s water problems-
water scarcity, soil erosion, pollution, fire threats, and floods--and 
their relationship to river drainage basins, atmospheric moisture, and 
annual precipitation. Also points out the many uses that affect Minnesota's 
water resources such as irrigation, navigation, wildlife, and recreation. 
1977. 



- 2 -

#180 GROUND LADDER PRACTICES -- 66 slides, color 1 International Fire Service 
Training Association and Oklahoma State University; donated by Fire 
Instructors' Association of Minnesota and the F.I.R.E. Center, University 
of Minnesota. ($2.50) Divided into three parts, this slide set covers: 
ladder climbing skills, two-man single-fly and two-man extension raises; 
two-man extension and roof ladder raise; and three- and four-man extension 
ladder raises. Study guide included. 1973 

#181 SALVAGE AND OVERHAUL PRACTICES -- 81 slides, color, International Fire 
Service Training Association and Oklahoma State University; donated by 
Fire Instructors' Association of Minnesota and the F.I.R.E. Center, 
University of Minnesota. ($2.50) Divided into three parts, this slide set 
covers: one-man roll and throw; one-man fold and throw; and two-men fold 
and throw, using covers for water runoff control. Study guide included. 
1973 

#182 AUTOMATIC SPRINKLER SYSTEM -- 75 slides, color, International Fire Service 
Training Association and Oklahoma State University; donated by Fire 
Instructors' Association of Minnesota and the F.I.R.E. Center, University 
of Minnesota. ($2.50) Gives information on the components of an automatic 
sprinkler system, the water supply for these systems, and fire department 
inspections and supporting operations for automatic sprinklered properties. 
Study guide included. 1973 

REVISED SLIDE SET 

#543 CHEMICAL WEED CONTROL RESULTS IN CORN AND SOYBEANS -- 33 slides, color, 
Gerald R. Miller, extension agronomist, University of Minnesota. ($3.00) 
Gives results of county weed control demonstrations in corn and soybeans 
conducted by Minnesota extension agents. Includes tables that give the 
relative crop tolerance and control of weed species for each herbicide. 
Extension Bulletin 400, CULTURAL AND CHEMICAL WEED CONTROL, is recommended 
for use with this slide set. Order copies from your local county extension 
office or from the Bulletin Room, Coffey Hall, 1420 Eckles Ave., University 
of Minnesota, St. Paul, MN 55108 . . 1978 

NEW VIDEO TAPE ADDED TO LIBRARY 

#7058 PESTS, PESTICIDES AND SAFETY FOR THE PRIVATE APPLICATOR -- 27:27 (tape #1) 
28:12 (tape #2), 27:08 (tape #3), 27:43 (tape #4), 28:23 (tape #5); color; 
3/4" cassettes (S); University of Mid-America. (TV-$22.50) Useful for 
certification training of private applicators, this video cassette television 
course consists of five parts: The Environment and Pesticides, Pests, 
Pesticides , Safety, and Laws and Labels. The set of five video tapes and 
tne University of Mid-America study guide, PESTS, PESTICIDES, AND SAFETY FOR 
THE PRIVATE APPLICATOR, should be used as a unit. Order the study guides 
from John A. Lofgren, Extension Entomology, 226 Hodson Hall, 1980 Folwell Ave., 
University of Minnesota, St. Paul, MN 55108. For use in a closed circuit 
or cable TV system in a school or other facility. 1976 

Neil Anderson, Don Breneman and Gail Tischler Marko 
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WHEN YOUR CLIP ART SOURCES don't have the illustrations you need, then what? One 
solution is to draw them. Even if you "can't draw a straight line with 
a ruler" you can probably make silhouettes or tracings that will suit 
your purposes. 

SILHOUETTES require finding a side view of the subject that will be recognizable 
from only the outline. It can be filled in solid, or left as an outline. 

TRACINGS can have a little more detail, but you shouldn't attempt to have as much 
detail as the original. When tracing an animal, for example, draw the 
eyes and nose, but don't attempt to duplicate the fur; that's getting 
too detailed. When finished, don't compare your drawing with the 
original--a tracing can't compete with a photo or artist's illustration. 
Besides, you probably can't be objective. Instead, show the tracing 
(and not the original) to one or two other people to see if they can 
recognize it or suggest slight modifications to improve it. Caution: 
be sure you are not tracing from copyrighted material. Check whatever 
you are working from to be sure it is not copyrighted. 

PHOTOS can be difficult to trace, but not impossible. Use a very light-weight 
tracing paper or tissue and a fine pointed felt tip or ball pointed 
black pen. Don't press hard or you may damage the original. Try it 
several times since the first one rarely looks just right. You'll be 
surprised at the quality you can achieve. 

(over) 



EQUIPMENT exists that can enlarge or reduce the size of the original as you trace 
it. An Art-0-Graph , or opaque projector, or a pantograph, may be 
available to you through a local high school or college art department. 
Some require more skill than others. Don't overlook your own overhead 
projector as a tool for enlarging tracings. 

LOCAL TALENT co~ld also be helpful when original drawings are needed. Start a 
list of artistic people who would be willing to help out occasionally. 
Ask art teachers at local schools and colleges to identify talented 
students who might volunteer (or draw for a small fee) artwork as 
needed in exchange for a chance to see their work (and maybe name) in 
print. 4-H, scouts, or other youth organizations may also have talented 
members. It's a good way for them to get some experience and start a 
portfolio (toward art school or other jobs) and for you to get some 
quality art. 

YOUNG CHILDREN'S ART, especially if the subject matter relates to children, can be 
especially effective and attention-getting if it's not too cute or over
done. It can be a sweet touch for a newsletter and a novel approach to 
a certain kind of visual. Let the children work in whatever media they 
prefer. Pencil and paper is generally safest. Tell them your subject 
and approximate size, but don't try to limit their creativity. What 
you get could be beyond your expectations. 

You can trace the results onto the newsletter or stencil yourself. For 
overheads, an older child may work very successfully with colored 
transparency markers directly on the acetate. Be sure the children in
clude their name and age in the corner! 

WHATEVER YOUR ART SOURCES, keep everything simple and understated. Don't use a 
variety of art (heavy lines, thin lines) at once. Save some for another 
time. Too much art is worse than none at all. 
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