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ACR O SS THE E D IT OR 'S D E S K 

Many of you have asked about the form 
your stationery shoul d take for official Ex
tension business. We've been working on 
several suggestions we hope we can send 
you fairly soon. 

The letterhead situation is complicated 
by the dual nature of our work. Penalty 
mail , under federal regulations, must 
make the words Agricultural Extension 
Servi ce or Cooperative Extension S e r vice 
the most prominent on the page. O n the 
other hand, with official University letter
h e ad, using regular postage , the U niversity 
of Minnesota must be most prominent and 
mus t follow the usual University form. 

These regulations will not pre sen t real 
diffic ulty, but they do mean that we'll be us -
i ng at least two different letterheads- -one 
fo r penalty mail and one for regul ar mail. 
What w e 're trying to do is some up with a 
format that will make the two kinds fa irly 
uniform and still m e et requirements. 

This along w i th some question as ·to how 
t o prope rly d e s i gnate our work has caused 
t h e d e l a y in providing samples of the offi 
cial stationery you've reque sted. 

T h e Fog Index 
You may want to test your writing with 

the e nclos e d "Fog Index. " The fog index 
m e asure s r e adability in terms of the num
b er of y ears o f schooling n eeded to r e ad i t 
w i th ease. S o t ak e a look at your audie n ces, 
check some o f y our w rit i n g, a nd see how 
you c ome out. - - Harold B . Swanson 

('I May 25, 1965 

T O H . .A. 'SAND 4 - H AGENTS 

Tapes on Food Preservation 
The series of 3-minute (approx.) tapes 

to be sent to home agents June 15 will b e: 
1) freezing vege tables , 2) fr ee zing fruits, 
3) canning vegetables, 4) canning fruits . I 
interview Shirley Munson on freezing and 
Verna Mikesh on canning. 

Let me know by June 7 if you w a nt these 
--if you ' re not on the list to receive the m. 

And- -please - -return tapes just as soon 
as you 've us e d them! I'll appreciate a"4'Y 
suggestions or comments . 

Are You a Good Listener? 
One of the keys to successful radio in

t erviewing ~ s ·,to · be a good lis ten e r . It's 
amazing how much you can put your gues t 
at ease merely by showing your inte rest in 
what he is saying, by looking him in the eye 
as he talks and by responding in a truly c on
versational manner . If you don't l isten , you 
may miss a good opportunity to comment on 
some r emark h e makes or to a sk a question 
you hadn''t thought of. B e sides, if your mind 
wanders, you may ask a question h e has al
ready answered . . 

Not T hree .. . But S ix Little Wor d s . . . 
11 S i x little words- - make , t a k e, g ive , 

hold, have, b e- -trap most w riters into us
ing roundabout phras e s ins t e ad of dir ect 
verbs. Watch them steal the place of basic 
verbs: 'When we h eld the me etin g (me t) , 
the commit t e e m a d e tl:ie decision (decid e d) 
that it should take ac t i on (act) on the mat-
t e r . ' 11 - -No r th C arolina Distiller 

Word Corner 
Adverse, meaning h osti l e or antagonis

tic, is sometimes m isus e d for averse , hav
ing a d i slike for s omethi n g a nd tend i n g to 
avoid it a s a resul t. (Co rrect: He wa·s 
a v e r se to givin g adverse criticism. ) 

- -Jo Nel son 



OFF THE PRESS 

One of the better 
summaries of the 
principles of persua
s ion has been brought 
together in Scott Cut -
lip' s and Allen H. 
Center's new edition 

of Effective Public Relations. Among the 
points they bring out are the following: 

1. To accomplish a titude change, the 
suggestion must first be received and ac 
cepted. (When you're working through 
mass media , the mass media have to ac 
cep and use your message before the aud~ 

ience has a change to rece ive. We tend to 
forget this important poin • ) 

2. A suggestion is more likely to be ac
cepted if it meets existing personality 
needs and drives. 

3. A suggestion is more likely to be ac 
cepted if it is in harmony with group norms 
and loyalties. 

4. A suggestion is more likely to be 
accepted if it is perceived to come from 
from a trustworthy source. 

5. A suggestion in mass media, coup
led with face-to-face reinforcement is 
more likely to be accepted than either sep 
arately. 

6. Usually there is more opini on change 
in desired direction if conclusions are ex
plicitly stated rather than if audience is 
left to d r aw its own conclusions. (Here, 
however, it is well to remember the edu
cational objectives of Extension before 
drawing too much on this principle.) 

7. A strong threat is usually less ef
fective than a mild one in inducing attitude 
change. 

8 . The people you want most in your 
audience are least likely to be there. Each 
individµal gives attention to what he wants 
o hear or read. 

They go on to list other principles that 
deal with the order of presentation that is 
most effective. We 'll review these for you 
in a later issue of the Tip Shee t. 

--Harold B. Swanson 

ACROSS THE MIKE 

Ten one-minute public 
service announcements on 
rural defense have been 
sent to Minnesota TV sta-

1 

tions. A puppet serves as 
the central character and 
demonstrates in most of 

the spots. Each film advises viewer to 
contact the county agent or local civil de
fense director . Hope you have some view
ers and requests for information. 

Guides for Using Radio 

I. Four Rules for Every Program 
A. Get attention. 
B . Hold attention. 
C . Ge t the message across. 
D . Call for action. 

II. Know Your A udieince 
A. Ask the station manager "who lis-

tens" and "when. 11 

B . Design program for audience. 
C. Know coverage area of your stat~on. 
D. Time your program for the audience 

you want to reach. 
E. "Localize" your program to the 

coverage area. 
F. Use names of people, places, 

things. 
G . Adapt material to your audience. 

Try to get everyone interested. 
H. Be conversational. 
I. Use the 11 you11 and "I" approach. 
J. Be enthusiastic. Believe what you 

say. 

III. Repeat the Important 
A. Lis ten to a typical commercial and 

see how much repetition is used. 
B. Repeat names, addresses , etc. 

when write .iin requests are in
volved. Be brief. 

IV. Make Your Program Authentic 
A . Be ·sure of your facts . 
B . Quote authorities. 
C. Use authorities . 
D . Be prepared. 

V. Radio Supplements Other Media 
A . It makes people attend meetings. 
B. It makes them visit sales. 
C . It tells them where to find things. 
D . It tells them what to look at, who 

to see and what to read. 
E. It reminds them when to act. 

--Ray Wolf 



Publications and Direct Mail 

NE W PUBL I C A T I ONS 

Nonparasitic D is o r d ers of T omat o . 
'P lant P ath. · F . S . 14. H . G. Johns on and 
J. D. Froyd . D escribes comm on n onpa r 
asitic disorders of tomato and suggests 
control measures. Available late May. 

Cercosp ora L eaf Spot of S ugar B eets . 
P lant P ath. F. S . 15. H . G . J ohn son and 
J . D. Froyd. D escrib e s this disease and 
gives control recommendations. Available 
late May. 

REVISE D PUBL I C ATI O N S 

Milkhouse and M ilkroom C onstruction 
for Quality Milk Production. Special R e
port .9. V. S. P ackard. This b ooklet was 
prepared as a guid eline for remodel ing or 
constructing milkhouses and milkr oom s 
for q uality milk production. 8 p a g es. 
Available late May. 

Controlling Insects in the Home V ege
table Garden. Ent. F. S. 1 1. John Lof
gren. Describes some common insect 
p ests and sugges t s effective c h e mical con 
trol measures. Avail a b le. D iscard a ll 
copies dated prior to April 196 5; chemical 
recommendations have been changed. 

Cultured Sod P roduction. Hort F. S . 
6. C. Gustav Hard. Destroy copies dated 
1/65. Avail able now. 

REP R INTED PU B L ICATI O NS 

Evergreens. Ext. Bull. 258. C. G. 
Hard, et al. 32 pages. 

Perennial s for Minnesota. 
295. C. G. Hard. 36 pages. 

Ext. Bull. 

B e a Better B uyer of Starches. Ext. 
F. 227. Adapted by Mary L. Muller. 
6 pages. 

Be a Better Buyer of Bleaches. Ext. 
F. 229. Adapte d by Mary L. Muller. 
6 p ages. 

Exten sion P amphlet 1 ?4, Custom 
R ates fo r Farm O perations, :i::s. being 
revised again; the revision will not 
carry table 2. P lease do not order 
until you receive notification copies 
of the revised folder. 

Minnesota Feed Service will be along 
soon. C ontents include the growth of Min
nesota 1 s fertili'zer industry, a summary of 
livestock numbers and feed utilization, a 
review of the 1964 NCR report on nutrition
al requirements of swine, and an article 
on tissue anal ysis of pl ants. 

M AI L I NG R E Q UI R EMENTS 

Use of d irect mail calls for strict adher
ance to the P ost Office Department ''s mail
ing requirements . Among important points 
to watch are: 

S ize--No mailing piece can be smaller 
than 3 inches wide or 4i inches long. It 
must be rectangular; the Post Office rec
ommends a width-to-length ratio of 1. 414 
in order that the piece be longer than it is 
h igh. Odd shap ed or completely square 
mailing pieces cannot be handled efficient
ly by postal employees, nor do they feed 
properly through automatic processing 
equipment. A pii:ece less than 3 inches 
wide is unmailable though it may be prop
er in length- - and vice versa. There is 
no official maximum size, although pieces 
much over 9 x 12 inches are classified as 
"not recommended" for obvious reasons. 

Folding--More pieces are refused for 
improper folding than for any other rea
son . When reading the address on a self
mail er the fold must be across the top or 
down the right side. Reason is that postal 
clerks sort and case the mail with the 
right hand. If the fold is on the left or 
bottom edge the mailing piece will open 
and slow down the sorting job. Larger 
sheets fo l ded twice may be stitched at the 

Be a Better Buyer of Laundry Aids. bottom with a single staple. 
Ext. F . 228. Adapted by Mary L . Mul.. --Harlan Stoehr 
ler. 6 pages . Shelly Elliott 
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