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YOU'RE NUTS, ANGELL SAID--No, it wasn't the heavens descending on us but rather Angell, spelled 
with two l's and with a Bill in front. Bill Angell, extension housing specialist, 
says he challenges our statements, and we love a little intellectual battle. 

Says Bill, "Our experience and research with paid (radio) advertising, (radio) public 
service announcements, and interview format (radio) programs is neither effective nor 
cost effective for communicating housing information or for program promotion. 
Furthermore, our consumer research indicated that less than 1 percent of Minnesota 
consumers perceive radio as a desirable method of receiving any form of housing in
formation." 

And here Janet Macy, Norman Engle, Ray Wolf, and I have long espoused the effectiveness 
of radio. Unmasked at last by an Angell, you may say. But hold it a minute, please. 

Bill probably is right for the particular audience he was trying to reach, the specific 
message he had, the treatment (how we put the message together) he used, and the time 
and circumstances of his message. One of the things we must realize is that there is 
no pat, easy answer to the question, "What is the most effective medium or media com
bination to use?" Anyone who pretends there is one answer for all educational efforts 
is kidding, naive, or selling us a "bill of goods." It depends on us as sources or 
senders, the message itself, the media available, the specific audience, and the ex
pected outcome. 

So we'll repeat, radio is effective for many Extension jobs--especially for creating 
awareness and interest and for getting a timely but relatively simple message to people 
in a hurry. We can pile up a lot of evidence to back this statement. But radio or 
any other method of communicating is not the exclusive answer.--Harold B. Swanson 

* * * * 
PERSPECTIVE GIVES LEGISLATIVE OUTLOOK--The 1978 Legislative Outlook, December 6 on KTCA-TV, 

Channel 2, from 10:30-11 p.m. will feature state chairpersons of three political 
parties: Vern Neppl of the Independent-Republican Party, Rick Scott of the Democratic
Farmer-Labor Party, and Harry Pool of the American Party. The December 13 topic will 
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be The Independent Republican Program with Arne Carlson, metropolitan representative; 
Howard Knutson, senator suburban representative; and Darrel Peterson, rural repre
sentative. On December 20, Earl Craig, Jr., metropolitan representative; Koryne 
Horbal, suburban representative; Ray J. Anderson, rural representative; and Carol 
Wold, intercity representative; will discuss The Democratic-Farmer-Labor Program. 
The December 27 Christmas and New Year's panel is to be announced. John S. Hoyt, 
Jr. is producer and moderator of the program, seen on Channels 2 (Twin Cities) 
and 10 (Appleton). It can be viewed Mondays at 6 p.m. on Channel 8, Duluth; Satur
days at 1:30 p.m. on Channel 12, Mankato; and Sundays at 7 a.m. on Channels 7, Alex
andria and 12, Walker. 

* * * * 
~ARKIN AT GRAIN EXCHANGE--David Zarkin is now director of information (a newly created position) 

with the Minneapolis Grain Exchange. We will miss his innovative ideas in the 
department but hope to work closely with him. Dave brought a richness of newspaper, 
radio station, and news wire service experience to the department which broadened 
the perspective of the press section. In radio we appreciated his creative contacts 
with Twin Cities radio and television stations, national networks, and national maga
zines. His enthusiastic approach to expanding news outlets for Extension information 
will be missed. Good luck, Dave.--Janet Macy 

* * * * 
iWAPPING WHEAT FOR PRINT--! may be stretching a point trying to relate this to our job as 

Extension and College faculty or as communicators, but I was struck by a recent item 
in Editor and Publisher. 

"I'm sorry I can no longer subscribe to your paper," wrote a farmer in Montana to 
the Billings Gazette. 

"I first subscribed in 1946 when I was getting $1.75 a bushel for wheat and your 
paper was $9.00 a year. 

"Today I'm getting $1.83 for my wheat and you want $56 per year for your paper." 

But the farmer's letter had a postscript: 

"I believe wheat should be $6 a bushel. I would gladly bring you 9~ bushels of 
wheat for one of your subscriptions." 

"Done!" said the Gazette. 

And the paper went farther, offering to barter "Wheat for Print" with area wheat 
growers. In less than a week 1,500 bushels of wheat were piled in front of the 
newspaper office. Then members of an organization called WIFE (Wives Involved in 
Farm Economics) and others hauled in truckload after truckload of wheat. The 
Gazette was swamped even though it bartered at $3.05 a bushel, the target price for 
1978. We're not sure what the Gazette did with the wheat, but it certainly used 
the "teachable moment" on its pages. The Gazette food pages promoted do-it-yourself 
wheat recipes. And the editors pointed to the venture to dramatize the disastrous 
slump in wheat prices. The result was nationwide recognition and greater under
standing of farm prices. 

A little imagination, a willingness to try the unusual, and the "teachable moment" 
can work for us, too, in our educational and communication program.--Harold B. Swanson 

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

Orchids for the Home Environment. Horticulture Fact Sheet No. 46. Steven J. Murray 
and Deborah L. Brown. Gives basic information on cultural requirements, 
problems, and orchid species for the beginning orchid grower. 2 pages. 
Available. 

Selecting a Microwave Appliance. Extension Folder 353. Wanda Olson and Robert P. 
Olson. Replaces Fact Sheet 29, Selecting A Microwave Oven (2450 MHz). 
Describes how microwaves cook and the kinds of appliances available. Includes 
food considerations, space, power and venting requirements, energy and time 
considerations, use of dishes, certification, and cleaning and maintenance. 
4 pages. Available December 1. 

How to Fix Torn Buttonholes . HS-52 *(Home Economics Special). 

How to Replace Torn Off Buttons. HS-53 *(Home Economics Special). 
These two publications are the first in a series of 10 prepared by extension 
textiles and clothing specialists in the North Central Region. Lois Goering 
is chairman of the subcommittee from an ECOP-sponsored Regional T&C Workshop. 
These contain easy-to-read directions and easy-to-follow illustrations. 
4 pages. Available December 1. 

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

Metrics in the Kitchen. Extension Folder 294. Mary Darling. Explains the metric 
system from the standpoint of food preparation, shopping, and cooking 
temperatures. 4 pages. Available. 

Horse Pastures. Animal Science Fact Sheet No. 16. R. M. Jordan and 0. E. Strand. 
Describes pasture management problems such as pasture improvement, weed and 
brush control, and carrying capacity. 2 pages. Available. 

Machine Laundry. Consumer Information Home Economics-Family Living Fact Sheet No. 26. 
Wanda Olson. Provides information about water temperatures, type and amount 
of detergent, and laundry aids such as pretreats and fabric softeners. 
2 pages. Available. 

Forcing Bulbs for Winter Beauty Indoors. Horticulture Fact Sheet 32. Harold F. 
Wilkins and Deborah L. Brown. Describes planting, cold treatment, forcing 
in pots and in water, and amaryllis culture. 2 pages. Available. 
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R E P R I N T E D P U B L I C A T I 0 N S 

Grafting Fruit Trees. Extension Bulletin 273. T.S. Weir. 

Fruit for the Home. Extension Bulletin 255. L.B. Hertz, C. Stushnoff. 

Framing Pictures. Extension Bulletin 324. Myra Zabel, Rachel Munson. 

Smoke Detectors Save Lives. Extension Folder 340. Robert Aherin. 

Making Yeast Breads. HS-8* Isabel Wolf, Leona Nelson. 

Dairy Plant Fieldman, Hauler, Grader, Tester Manual. Special Report 29. V.S. Packard. 

You Don't Know How to Listen. Communications Bulletin 6. Ralph Nichols with 
Leonard Stevens. 

Organizing Your Speech. Communication Bulletin 13. Ralph Nichols. 

So You're Going on Television. Information Service Series 2. Norm Engle. 

Reporting Youth News. Information Service Series 4. Harold Swanson, Jo Nelson. 

Selecting a Camera. Information Service Series 19. Gerald McKay, Donald Breneman. 

Illustrate Your Publications. Information Service Series 26. Eldon Fredericks. 

An Overhead or an Opaque Projector? Information Service Series 27. Gerald McKay. 

Organic Farming and Gardening. Soils Fact Sheet 21. C.J. Overdahl, W.P. Martin. 

Selecting Minnesota Wild Fruits. Home Economics Fact Sheet 27. Grace Brill, 
Sheryl Nefstead. 

*Brochures in this series are short and elementary. They are written for audiences 
with limited experiences, finances, and education. 
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FOOD COMMUNICATIONS--FARMERSJ MARKETERS) CONSUMERS 
By Harold B. Swanson, professor and 

Extension Communications Specialist 

No. 67 

How do farmers, advertisers, consumers look at the promotion of food? Do large 
scale food commUt).ications efforts pay? Whom do they help? On the other hand, 
do consumers have the information they need to make better use of food? These 
are questions commonly .asked about connnunication and promotional efforts in 
connection with food. 

Let's look at farmers first . There isn't widespread agreement among farmers on 
the question. This is only natural because farmers are selling so many products. 
Some compete with other farm products. An example is butter and margarine. 
Farmers, too, realize that they often have little to say about the final price 
they receive . Some farmers maintain that they may not benefit from promotion. 

We can, however, point to the efforts of several farmer cooperatives or organi
zations including those selling fruits and dairy products. These groups feel 
that promotion pays, and they support it. On the other hand, farmers recently 
turned down check-off plans to raise money to promote other farm products. They 
f eel that unless they have some control over the market, promotion may be wasted. 
Still others say that all you do in promotion is move the demand from one farm 
product to another. 

One organization supporting a broad communications program is the American Dairy 
Association. It has been doing a major promotional job for many years. Suc cess 
is hard to measure, but I feel its ef f orts have helped. It's hard to prove that 
promotion pays, but we don't know what would happen without it. Markets might 
be lost or, at least, suffer severe setbacks. 

Interestingly enough, ADA has taken a scientific-psychological look at promotion 
over the years. Dr. James Bayton studied the appeals that sell dairy produc ts. 
And we see these appeals still being used extensively. Some of them are : dairy 
products provide energy and good nutrition, they are economical and attra ct i v e , 
they help people become more feminine or masculine, they are appropriate to many 
cultural groups, and they are convenient and healthful. Bayton pointed out, too, 
something that will appeal to one person won't appeal to another. Thus many 
appeals may have to be used. 

-over-
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Many advertisers use these same appeals for individual products, for brands. 
Others feel that these appeals do not sell. Recently James Jordan, president 
of B.B.D. and 0.--Batton, Barton, Durstine and Osborne Advertising Agency--told 
a University of Minnesota conference about appeals his agency uses to sell some 
food products. He maintained that the attributes of a product are not good 
selling points--things that Bayton advocated such as health, nutrition, and the 
like. His agency uses the "problem detection technique". The agency surveys 
audiences to find out what problems they regard as most important. Since women 
are the chief decision maker, most of the food advertising must be beamed at 
their problems, he believes. One statement Jordan made caused a lot of dis
cussion and disagreement among participants and other speakers. He maintained 
that mothers and women generally don't regard nutrition as their main problem 
in buying food. They generally feel nutrition needs are met. Higher on their 
list is the need for freedom, the need not to be tied down. Consequently much 
advertising aimed at women emphasizes that aspect of our modern convenience foods. 

Many women would disagree with Jordan's statements. James Turner, an attorney 
and consumer advocate, said at the same meeting that women are truly concerned 
about getting more usable information about the food they buy. He pointed out 
that 70-80 percent of the consumers feel that complete labels on food are helpful 
and insure the consumer a better product even though she may not read the label. 
He also said that 30 percent of the consumers do read the labels carefully and 
appreciate and benefit from the labeling requirements. Turner was critical of 
some food advertising which might give the wrong impression and mislead ~he con
sumer. To remedy these situations he called for corrective advertising if the 
ads were wrong, for substantiation or proof of claims, and finally for alternative 
advertising. Alternative advertising by groups or others might give nutrition and 
other important food information to the consumer. 

Thus, we see many conflicting views on this question of food promotion. Farmers 
don't agree; advertisers and marketers look at it differently than consumer groups; 
and consumer groups seek information and protection. My own thinking, too, is 
somewhat in flux. For the farmer the promotion of many products does pay. For 
others it may merely move the demand from one farm product to another or may not 
even increase consumption of any of them. The advertiser in the long run feels 
that advertising does pay for individual products. It constitutes an important 
part of his or her total marketing program. I feel that advertising is an impor
tant, useful tool for many food products. For the consumer, promotion and com
munications does call attention to new products, new ways of using food, prices, 
and other important information. Promotion thus serves a useful function. Many 
consumers are dissatisfied, however, because they don't get the whole picture and 
may be misled. This, too, is a valid point. 

Thus we can see there are many viewpoints and situations regarding food promotion 
and there is no one answer or solution to food marketing and use. 
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THE CAMERA AS A TIME MACHINE 
by Donald Breneman, assistant professor 

and acting program director, 
Communications and Educational Aids 

No. 68 

Photographers take millions and millions of still photos every year, but few 
realize the actual significance of what they are doing. 

The still camera is a recording device. It records both visual information 
and time. That fraction of a second required to make an exposure is recorded 
permanently on the emulsion of the film. Whatever happened in front of the 
lens during the time the exposure was made is permanently recorded to be re
called and studied at leisure. This frozen moment then becomes our visual 
reminder of the event photographed. 

Timing of when you make an exposure is very important in still photography . 
It is i~portant to select the most "decisive moment" that best symbolizes the 
event being photographed. This is why news photographers frequently use motor 
drive cameras and shoot hundreds of frames of news events and later select only 
the most significant images for printing. 

· Timing is equally important for amateur photographers, even though their supply 
of film and equipment is not infinite. The difference between an interesting 
picture of a family event and a mediocre snapshot is usually only a matter of 
when the shutter was snapped. 

Here are some suggestions that might help you develop a sense of timing and 
record the most decisive moments on film. 

First, plan ahead. Think about the purpose of your picture, who is your audience, 
and what do they want to know about the event you are photographing. Try to keep 
your audience and your objectives in mind when you are making a picture. 

Next, know the schedule of the events you are photographing. Try to select in 
advance the key moments that you think will provide the best shots and not 
waste time and film recording insignificant happenings. Shoot several pictures 
of a few events rather than one frame of many events. That way you will be in
sured of getting a few good pictures rather than a lot of poor ones. Film is 
relatively inexpensive so shoot several pictures and throw away the ones that 
are not the best. 

Finally, it is important to thoroughly know how to operate your camer a so that 
you can control it without spending a lot of time on the technical details of 
making the picture. Thus you can concentrate on your subject. 

-over-
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Try to develop a sense of timing. Watch an event closely, try to decide at 
what point the most "decisive moment" occurs. You can do this with or without 
a camera. Try it on several different events such as a person giving a speech 
or at an athletic event. Look at pictures of similar events published in quality 
magazines and newspapers. What "decisive moments" do professionals select? How 
do their pictures compare with the images you would have selected? By doing this 
consistantly over a period of time you will find that you will develop your own 
sense of visual literacy and the quality of your photography will improve sig
nificantly. 

Composition is also very important. Try and get your camera to see selectively 
so that your audience has a clear understanding of exactly what the subject of 
your picture is. Most people make the mistake of trying to record too much detail 
or information in one photograph. 

A picture should have just one center of interest or one main subject. Try to 
eliminate any unnecessary and extraneous detail. One noted photographer, David 
Douglas Duncan, used to say "Get close and then get closer." 

Try for some interesting angles. Don't stand up and take everything at 45° angle 
to the ground. Get down low and shoot some pictures looking up. Get up high and 
take some pictures looking down. Take some long shots. Then get in for some close
ups. The main point is to vary your viewpoint and camera angle so that all your 
pictures do not have the same static rapidity. Finally, give some direction to 
your subject. You don't have to formally pose your subject but a few helpful 
suggestions such as trying to keep the subject interested in some activity rather 
than staring at the camera can often be helpful. 

In summary, keep in mind that your camera is a time machine. Try to capture the 
most decisive moment of the event you are photographing. Keep your purpose, your 
audience, and your objective in mind. Know and understand your subject. Shoot 
several pictures and throw away the ones that are not the most dramatic, and 
finally, try to compose your pictures so that they have just one center of interest. 
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NEW SLIDE SETS ADDED TO THE AGRICULTURAL EXTENSION LIBRARY 

#140 CARE AND USE OF INSECTICIDE APPLICATION EQUIPMENT--93 slides, color, cassette 
tape (both audible tones and automatic, inaudible 1000 Hz pulses, time 18:00), 
Plaid Production Division. ($1.75) Explains how to take proper care of 
pesticide equipment to do a better job in applying insecticid~s in accordance 
with the label. 1976 

11141 PREVENTION OF PESTS THROUGH DESIGN~-75 slides, color, cassette tape (both 
audible tones and automatic, inaudible 1000 Hz . pulses, time 15:00), Plaid 
Production Division. ($1.75) Shows the science of engineering for pest 
management and how this will help reduce the need for chemical control of 
insects, rodents, pest birds, and other vermin. 1976 

11143 HERBICIDES--PROPERTIES, USES AND PRECAUTIONS--71 slides, color, cassette tape 
(both audible tones and automatic, inaudible 1000 Hz pulses, time 18:00), 
Plaid Production Division. ($1.75) Discusses the scope of the weed problem, 
the people who deal with it, the tools and materials to be used, and the 
precautions requiring attention and understanding by all pesticide applicators. 
1976 

11145 LIQUID GRAIN FUMIGANT APPLICATION PROCEDURES--56 slides, cola~, cassette tape 
(both audible tones and automatic, inaudible 1000 Hz pulses, time 5:00), Plaid 
Production Division. ($1.75) Discusses safety in handling and using fumigants 
plus label adherence. 1976 

11173 YOUR FOOD: THE U.S. DINNERPLATE--181 slides, color, cassette tape (automatic , 
inaudible 1000 Hz pulses, time 25:00), Ohio Cooperative Extension Service, 
($1.75) Tries to find out the facts on food concerning rising prices, 
middlement, hungry people, a fair profit, and controversial business practices. 
Points of view of farmers, processors, grocers, and consumers are looked at. 
Shows that the problems have to be solved by looking at the total picture. 
For adolescent or adult audience. 1976 

-over-
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NEW TAPE CASSETTES ADDED TO LIBRARY 

#T-1 THE 4-H VOLUNTEER COMMTJNITY--12:00 (tape #1), 17:00 (tape #2), 17:05 (tape #3), 
15:10 (tape U4), 10:15 (tape #5), 13:20 (tape #6); National 4-H Council. 
($3.00) Consists of six cassette tapes and related teaching materials that 
give ideas on developing and maintaining an organized county 4-H volunteer 
program. Includes information on a basic program management framework. Tape 
titles and subject areas are: PLANNING (#1), IMPLEMENTING (#2), CONTACTING 
(#3), RETAINING (#4), RECOGNIZING (#5), and FEEDBACK (#6) . 

... Neil Anderson, Don Breneman and Gail Tischler Marko 
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MIMEOGRAPH PRINTING was the most common method used in county offices, according to some 
research a year ago. However, few peop+e were aware of other equipment and acces
sories that would make their mimeo newsletters and brochures look more professional. 
Some of these methods are described here. For more detailed information and actual 
prices, call your local mimeo dealer. 

SOME INEXPENSIVE MIMEO ACCESSORIES available from most mimeo distributors include letter guides, 
styli, and screen plates. Letter guides are reusable plastic stencils of the alpha
bet in several type styles and sizes. You will need a stylus (a pencil-like drawing 
tool) or two for the letter guide and also for tracing art on to mimeo stencils. A 
variety of styli provide several line widths and also some dotted lines· and border 
designs. Screen plates allow you to shade or pattern artwork. They are 3-by 6-inch 
plastic plates with raised patterns on one side which are placed under the stencil 
and rubbed with a flat stylus, transferring the pattern to the stencil. 

If you want to try some of these tools, but don't know which ones, order a Stencil 
Drawing Kit which contains a variety of styli, letter guides, and screen plates. 

A SCOPE is a glass-covered light box used for tracing. It usually has an attached T-square to 
help keep copy and headlines straight. A piece of clip art placed behind the stencil 
and lit by the scope is easy to trace on to the stencil. 

THE ELECTRONIC STENCIL MAKER is an expensive piece of equipment that greatly simplifies prepa
ration time. You need not type or draw on a regular stencil. Instead you can use 
plain typing paper, leaving room for headlines and illustrations. Headlines can be 



made with transfer lettering and clip art can be rubber cemented into the empty 
spaces. Then the sheet with all the pieces pasted together can be run through the 
electronic stencil maker which produces a high quality stencil. This is the only 
method for photo reproduction on to a mimeo stencil. 

If your office can't afford this equipment, check with your mimeo dealer to see if 
there are any owned in your area that you may be able to use for a fee. The im
proved quality and the time it saves makes the investigation worthwhile. 

' . 

THE 3M THERMO-FAX "SECRETARY" COPIER is a more reasonably-priced and very versatile machine 
that produces mimeo stencils among other things. The original for mimeo can be 
prepared as described for the electronic stencil maker (except if you use transfer 
lettering, photo copy your pasteup and use the copy instead of the original). Place 
it in the middle of a "Thermal-Write-On-Type-On-Stencil Master," run them through 
the Thermo-fax, and in a matter of seconds you have a stencil. Those who use this 
process say that a better quality stencil is made by typing directly on the stencil 
and then using the Thermo-fax for adding art and headings. The Thermo-fax should 
be cleaned and in top running condition before making stencils. Consider a thermal 
copier like the Thermo-fax when figuring your equipment budget. One machine can 
make overheads in a variety of colors, paper copies, spirit masters, mimeo stencils, 
multiple labels, and it laminates too. 

FOR MORE INFORMATION on any of the materials or equipment metnioned here, or on how to produce 
newsletters, refer to A Practical Guide to Newsletter Editing and Design by LaRae 
Wales. Every county office has been sent a copy, but if you can't find yours, order 
it from Iowa State University Press, Ames, IA 50010, for $2.50. 

Trade names are sometimes used in this publication to clearly describe products. The use of a trade name does not imply endorsement by the Minnesota 
Agricultural Extension Service, nor does omission of other trade names imply nonapproval. 
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