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Canadian studentsriseto the occasion at theAg Media

Summit

Sanding fo eft: Amy Meek,Sarah Van Egelen, Lin Brn, ate Roberts,

Owen Raberts (Advisor), Katharine Found, Kim Waalderbos (Advisor). Seated: Kyle

Maw, Christine Zettler.

CT members raced off with
new connections, experiences
and awards from the National

Agricultural Communicators of Tomorrow
convention held this summer in the Derby
State.

Seven members of the University of
Guelph’s chapter, including CFWF mem-
bers Sarah Van Engelen, Lindsay Brown,
Kate Roberts, Katharine Found, Kim

Waalderbos and Kyle Maw, attended the
Agricultural Media Summit (AMS) and
the National Agricultural Communicators
of Tomorrow (ACT) convention held in
Louisville, Kentucky, July 29 to August 2,
2007. The annual four-day event brought
together professionals from a wide variety
of agricultural media organizations includ-
ing the American Agricultural Editors’
Association, the Livestock Publications

Council and the American Business Media.

AMS is the largest North American
gathering of agricultural publication profes-
sionals and provided an excellent opportu-
nity for CanACT membersto attend profes-
siona development workshops and network
with others in the agricultural industry.
Among the guest speakers was fellow
Canadian and CBC host Shelia Coles, who
shared tips on interviewing and asking the
right questions to get the best answers.

The convention aso featured the annua
awards ceremony for the ACT Critique and
Contest, which saw three CanACT mem-
bers honoured for their communication
pieces. Leading the pack was past president
Kate Roberts who garnered two Awards of
Excellence for the Publications and
Electronic Mediadivisions.

In the individual categories Roberts
placed first in the Magazine category with
the Advance magazine and first in the
Video category for her segment on poultry
biosecurity; Katie Savage placed third in
the Video category with her segment on
Healthy Hearts, Healthy Minds, a school
nutrition program; and current president
Amy Meekes was third in the Photo Series
category with her farm show images.

By Sarah Van Engelen (ECFWA) and
Amy Meekes, CanACT members and
University of Guelph students.
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CanACT member selected for prestigious travel fellow-
ship to the International Livestock Congressin Calgary

atharine Found, of Courtice,
K Ontario, a student at the
University of Guelph’s Ontario
Veterinary College and a Canadian
Agricultural Communicator of Tomorrow
(CanACT) member, and CFWF member,
recently received the highly coveted
International Stockmen’s Educational
Foundation (ISEF) Travel Fellowship to
the 2007 International Livestock Congress
in Calgary, Alberta, October 2.

Katherine was selected as one of 20
students representing 16 universities from
four countries, including Brazil, Canada,
Czechodlovakia and the United States.

A multi-national selection committee,
with half of the 20 recipients representing
international students, selects the winners.
Fellowships include airfare, ground trans-

portation, hotel and scheduled meals dur-
ing the International Livestock Congress.

Scholastic achievement, leadership
experiences and letters of recommendation
are all part of the stringent qualifying
requirements. This setting provides the
students with the opportunity to interact
with world industry leaders and contribute
to the solutions that will shape the
advancement of the livestock industry into
the next millennium.

The 2007 edition of the International
Livestock Congress— Calgary (ILC-USA),
will bring producers, retailers, packers and
others in the industry supply chain a new
focus from a long-respected international
forum. The ISEF works to partner with
established livestock events or organiza-
tions in furthering its mission to build

global beef networks and focus on the
emerging issues and challenges facing the
beef industry from an international per-
spective. These networks are developed
with I1SEF support and endorsement of
International Livestock Congress (ILC)
events.

Following their experiences, students
are required to write a professional paper
of not more than 12 pages to be submitted
to the ISEF board and to their respective
schools department heads. Papers are also
published in the event proceedings and on
the International Livestock Congress web
site at www.theisef.com. The congress is
hosted by the Canadian Cattlemen's
Association, the International Stockmen’s
Education Foundation and the Calgary
Stampede.

A one-week residential session,
highlighted by a photo-journalism field
trip to Canada's Outdoor Farm Show,
marked the launch of the first
University of Guelph graduate-level in
agricultural communications program
in September.

The cohort is pictured at the farm
show with academic coordinator Owen
Roberts (bottom right) and photo
instructor Kyle Rodriguez (top right).

Members of the cohort are (bottom,
from left) Jennifer Atkinson, Patricia
Dickenson, Melissa Snyder and Brent
Piercey; (back, from left) Mary
Feldscov, Oliver Haan, Scott Hodgins,
Terry Stephenson and Joanne Falk.
(photo by Carol Carson).

Something to smileabout . . . .
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|nitiatives to connect BC consumerswith local
agricultureareflourishing

By David Schmidt, reporting on the BCFWA summer/fall meeting held September 5, 2007 on Vancouver Island.

ow do you survive in an urban-

H ized agriculture setting? For

Derek and Debbie Scott, the

answer is to “grow everything” and sell

most of it directly to the public. For the

past 23 years, the former journeyman car-

penter and his wife have been operating

the 85-acre Oldfield Orchards in Saanich,
one of the area's oldest farms.

The Scotts hosted a small but enthusias-
tic group of farm writers for the BCFWA
fall meeting, Sep 5th, telling them they sell
about about 90 percent of what they pro-
duce through their “hokey” but bustling
farm stand. The stand has been there for
amost 20 years, but it, like most structures
dotting the farm, remains “temporary.”

The Scotts grow common items like
apples, pears, peaches, plums, pumpkins,
raspberries and, now, blueberries; less
common items like everbearing strawber-
ries, currants and blackberries; and such
unusual items as African squash, water-
melons and passport melons. They do not

grow potatoes as their farm is located on
the edge of the golden nematode quaran-
tine zone.

While they sdll little through their farm
market, Oldfield is one of Vancouver
Island’s primary kiwi producers, first
planting the kiwisin 1985.

The Scotts do not claim to be organic,
but do use a variety of holistic production
practices. For example, the kiwi orchard is
also home to Oldfield’s flock of laying
hens, which keep the stand supplied with
free-range eggs from May through
October.

“The hens fertilize the orchard and keep
it weed-free,” Scott explains.

For its part, the kiwi provides protec-
tion and an excellent habitat for the poul-
try, originally aforest bird.

“The eagles used to poach our chickens
but since we put them in the kiwi, we lose
hardly any,” Scott says.

Adult hens are culled at the end of
October. At the same time, a new flock of

baby chicks is brought in, to be looked
after by 4-H’ers during Oldfield’s popular
Oktoberfest. The baby chicks are a big
attraction for the thousands of urban and
suburban children which flock to
Oldfield’s every fall for Oktoberfest and
the hundreds of school tours the Scotts
host.

“Each year, our school tours take about
7,000 kids through the orchards,” Scott
says, adding “we become the teachers.”

He calls the school tours “the best thing
we ever did,” saying the kids are eager to
learn. In itself, agri-tourism makes little
money, but the spinoff is huge. “We get
the payoff when the kids come back to the
stand with their parents.”

He has adjusted his farming practices to
suit agri-tourism. As an example he does-
n't thin the fruit on his apple trees. “We
give each kid an apple, so we prefer trees
laden with smaller apples than trees with
fewer, larger, apples.”

Scott’s tour was followed by an informal

The eagles
used to poach our
chickens but since
we put them in the
kiwi, we lose hardly
any.
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Brent Warner,

writers.

: discussion
: Ministry of Agriculture
: and Lands direct market-
: ing/ agritourism specialist
¢ Brent Warner, whom Scott
¢ credited for much of his
: success. The irrepressible
: Warner, a director of the
: North American Farm
: Direct
: Association, called this an
: exciting time for agricul-
¢ ture.

: for 30 years and it has
never been more exciting than in the past
: 18 months,” he said. “We have a premier
: who's interested in a healthier populace
: and people who are interested in local.”
: He listed farmers markets, the BC
¢ Agritourism Alliance, the School Fruit and
: Vegetable Program and Eat BC as initia-
: tives helping to connect consumers with
: local agriculture.

We have a premier who's
Interested in a healthier populace and

people who are interested in local.
7

with BC

Marketing

“I"ve been in this job

He noted some farm markets are
reporting spectacular results. For example,

§the East End Farmers Market in
¢ Vancouver is grossing over a million dol-
: larsayear.

“The number one problem with farmers

markets is not enough farmers,” Warner
. : said, adding land prices are a big deter-
BC Ministry of : rent. With agricultural land in the Fraser

Agriculture & Lands Direct : Valey and lower Vancouver Island selling

Marketing Specialist, and billed, by } for upwards of $100,000/acre, young peo-

some, as North America’s premier : PIé"justcan'taffordto getinto farming.”
direct farm marketing evangelist, :

shares his enthusiasm with BC farm : COUPON program run with the Ministries of

¢ Health and Employment & Income
: Assistance. A pilot program in just five

Warner is proud of the Farmers Market

Oldfield Orchards sell most of their product
directly to the public.

markets this year, Warner'saim is to make
it province-wide. “We're buying local and
paying retail.”

The first of itskind in Canada, the pro-
gram distributes coupons to low income
families in the selected market areas. It
partners with local skill-building agencies
which teach consumers how best to use
the products available at farmers markets.

He is just as enthusiastic about the
BCATA, cdling it the only such province
or state-wide organization in North
America. Its primary value lies in its
group liability policy, critical for agri-
tourism operators. To qualify for the poli-
cy, farms must be certified. Being certified
also allows farms to participate in the
BCATA sign program.

“It took five years of meeting with the
Ministry of Highways to get that pro-
gram,” Warner said. While Highways was
quick to put up winery signs, they have not
been as willing to allow agri-tourism signs
and till do not alow them on freeways.
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Member and ag media news. . .

Ontario freelancer Ray Ford won a
silver National Magazine Award this past
June for a Small Farm Canada article on
tractor shopping. (The same piece won a
gold in last year's CFWF awards.)
Altogether, Ray was nominated for four
NMAs at the most recent awards -- two for
agriculturally-
related stories.
Ray writes for
Small Farm
Canada, Ontario
Farmer, and a
number of urban
publications.

Farm Business
Communications (FBC) is taking Alberta
Express biweekly in October, with the
goal of making it Alberta’s number one
source of farm and ranch information. The
focus on extensive loca coverage opened
up three reporter positions for the south,
central and northern areas.

Two of these have been filled. Will
Verboven has accepted the position for the
central area and will be based in Calgary.
Will has been editor of Alberta Beef
Magazine, Saskatchewan Beef Magazine
and Beef Illustrated for the past eight
years. He is also a columnist for the
Calgary Herald, Western Standard
Magazine and others, and is a former man-
ager of the Alberta Sheep and Wool
Commission.

Sarah Seinen will cover the southern
area from Lethbridge. She comes from
MediaWatch West Communication Ltd,
where she edited The Edge Forest
Business and Western Farm and Forest
magazines. She has previous experience
with community newspapersin B.C.

These positions report to editor Janet
Kanters.

The third reporter position for the
northern areais still open.

Gord Gilmour has rejoined Farm
Business Communications as a reporter for

Country Guide. He was formerly at Direct :

Focus marketing in Winnipeg.

Associate editor Lyndsey Smith is
moving to Ottawa in October, but remains :
with Country Guide, at least until some- :
time early in the new year, when she'll be
taking a few months off after the birth of :

her first child.

FBC has completely revamped its
websites -- each of the main publications
has its own site, all accessible through
the old address of www.agcanada.com .
They are now offering a daily e-mail
newsletter with major news events of the
past 24 hours, including three-times per
day reports from the Winnipeg
Commodity Exchange. Dave Bedard is
the newdletter and web editor. Print sub-
scribers will soon have access to the pub-
lications and archives online in a visual
format, similar to PDF, but with a feature
that brings up full text when you click on
the story.

MFWBA welcomes new members:
Lyndsey Smith, Associate editor,
Country Guide (lyndsey@fbcpublish-
ing.com) and, all with Corporate
Communications, Canadian Wheat
Board: Louise Waldman, Director;
John  Lyons, Communications
Consultant; Donna

Violi, Communications Coordinator.

*Annemarie Pedersen (AdFarm) has :
stepped up the plate to replace Tracey :
Feist on the CFWF executive asthe new :

AFWA delegate.

The new Saskatchewan representative
on the national executive is *Myrna :
Stark Leader. Myrna replaces Lorne

Mecclinton.
AFWA welcomes two new members;
Jim Hahn (jim.hahn@telus.net) and

*Melisa Zapisocky, Program Coordinator,
Assoc. :

Alberta Farmers, Market
(melisa.zapisocky@gov.ab.ca).
[* See profiles on page 6.]

: The Alberta Express will take on a
: new name, and look, starting with
Rehirchuk, :
Communications Consultant; Michelina :

the October 15, 2007 issue.
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GETTING TO KNOW YOU . . .

Member profiles

The 2007 CFWF
conferenceis

SOLD OUT!

BCFWA will be announcing
preliminary plans for the
2008 conference at the
Belleville conference. The
conference will be held in
Courtenay, on Vancouver
Island, in September, 2008.

: ANNEMARIE PEDERSEN

Public Relations Coordinator , AdFarm

Working in AdFarm’s Calgary office, Annemarie has a passion for media relations
and agriculture — not necessarily in that order. She was born and raised in Calgary and
has a Bachelor of Applied Communications degree from Mount Royal College. As a

freelance writer, she has worked with a variety of organizations within the agriculture

industry, but now her time is spent on media relations, special event coordination, a
mountain of e-mail and anything related to PR for AdFarm’s clients. Annemarie also

volunteers with the Calgary Stampede as the vice-chair of the Ag Media committee.
: When not working or volunteering, she enjoys skiing in the mountains and road trips
¢ through the prairies.

Annemarie looks forward to meeting even more people and learning about the
CFWEF, in her new role as an AFWA delegate to the executive committee. And she is
looking forward to being involved when Alberta hosts the CFWF conference in 2009.

MELISA ZAPISOCKY

Program Coordinator, Alberta Farmers Market Association (AFMA)
Melisawas pleasantly surprised by an invitation to join Alberta’s regiona division of

the CFWF and participate in the Alberta Farm Writer’s Association’s annual tour.

Asaprogram coordinator with the and Alberta’s Ag Tourism Initiative, Melisa often

finds herself busy writing communication pieces, participating in radio spots, contribut-

ing articles for both farm direct initiatives as well as sitting on an Editorial Committee
and Cityfarm Edmonton. Joining the CFWF couldn’t have come at a better time for

this ‘urban kid’ with arural interest.

Melisais also enthused about the opportunities membership with CFCF brings, be it
connecting with local members on a farm tour, learning more about agricultural-based

journalism or staying current on agricultural trends and initiatives.

MYRNA STARK

Communications Consultant, Farm Credit Canada

Myrna is a seasoned communication professional, who has been working at Farm
Credit Canada (FCC) for five years. Her work includes writing internal and external
communication strategies and various tactics such as speeches, news releases and fea

ture articles, on top of conference organizing and handling mediarelations.

Prior to FCC, Myrna worked in media relations for Saskatchewan Health and as the
communication officer for Regina Public Schools. She was aso the editor of a twice-

weekly start-up community newspaper, having moved into print after spending 10 years

asatelevision news reporter in Prince Albert and Regina.
Myrna writes articles for various publications and recently contributed to a soon to be
released book entitled, Everything You Wanted to Know about Saskatchewan. She also

freelances for the Regina Leader Post entertainment section.

“I really love belonging to both the Saskatchewan and the national farm writers fed-
eration.” explains Myrna. “This is great group of talented professionals who | continue

to learn from. The national conference is educational and fun — a great combination!
: And, thetimeis right for me to give back, so I’'m looking forward to being our national

representative on the CFWF executive and to giving Lorne McClinton a well-deserved
break.”
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Alberta farm writer heads south of

the 49th

t sounds
cliché, but
Its true—
you never know
where life may
take you.

When the opportunity for my family to
move to Colorado presented itself earlier
this year, we decided to go for it, and head
south of the 49th parallel.

My husband Kelvin works for Agrium,
a Canadian fertilizer company. For the
past three years, he's been the services
manager a Agrium’s Redwater Fertilizer
Operations, the largest fertilizer complex
in Canada. Previousto that stint we'd been
at home at my family’s farm west of
Calgary for 10 years, where Kelvin
worked in various positions at Agrium'’s
head office. A move was aways a possi-
bility with his career.

Little did | know that a move would
take usto the “Land of Free and the Home
of the Brave”. Agrium’'s US office is
located in Denver, and Kelvin's back as a
National Accounts Manager with the US
sales team. After three trips to the Denver
area, we bought an acreage 45 minutes SE
of Denver, outside a small town called
Elizabeth. 1t's a beautiful area, close to
what the Americans call their Rocky
Mountains—the Front Range, and within a
90-minute drive to all that those rocks
have to offer.

The parallels between where | grew up,
20 minutes west of Calgary, and to where
we are now, are uncanny. Luckily it's been

By Tracey Feist, AFWA

atransition that has been relatively easy, :
despite the 2100 km trip we made from :
Ardrossan, Alberta to Elizabeth at the end :
of June. And don’t even get me started :
with the paper work! All | can say isthat |
had a laundry basket full of papersto con- :
tend with, in order to make the move a :

reality.

happening at home.

As for work in the US, | need to wait
for the appropriate documentation in order :
for me to attract any contracts. I’'m busy :
nonetheless, and consider myself fortunate :
to have the time to volunteer at my chil- :
dren’s elementary school once a week. :
Our son Tyler isin 4th grade (a American :
term), with Jordan, our daughter, now in :
grade one (a Canadian term). Some volun- :
teer time with the Denver National :
Western Stockshow may also become a
possibility, thanks to my experience with :

the Calgary Stampede.

Yes, we are finding differences, subtle :
as they may be, experiencing life in the
washrooms, :
Americans call restrooms; other words :
include bags, (sacs), supper (dinner), holi- :
day (vacation), and so on. Dairy Queen is
certainly not the same, but the shopping :
girls, is great. The weather's consistent, :
with average daily temperatures hovering
: The Feist Family, Tracey, Kelvin,
: Tyler and Jordan, had this photo
I’m looking forward to seeing what the :
Colorado ski hills have to offer this winter.

I'm just starting to get my head around :
: held in August.

USA. What we call

around 33 degrees Celsius this summer.
And of course being the skier that | am,

leading agriculture issues in the State. So

I'm nearing my 20th anniversary as an
Alberta Farm Writer, and I'm planning on :
maintaining my membership with the :
group. Luckily, I’'m able to continue work- :
ing for my Canadian clients, which
includes writing the weekly e-newsletter :
for Alberta Agriculture and Food. It's one :
great way to stay connected with what is

taken while on the Capilano
Suspension Bridge in Vancouver dur -
ing Agrium's national sales meeting,
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far the biggest issue seemsto be the moun-
tains of winter wheat lying in the fields.
Farm industry officials say that the banner
wheat crop in Colorado, plus a limited
number of rail cars and trucks to move that
whedt, is creating woes for grain elevator
operators. The 87.7 million bushels of
winter wheat produced this year by
Colorado farmers, was the most since
1999. Nearly 22,000 rail cars are needed to
haul the stored wheat inventory from the

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

grain elevators, double the number of cars
used last year.

I’ve given up my position as the
Alberta representative on the CFWF
board, and welcome Anne Marie Petersen
to the post. | enjoyed my experience with
the board, and meeting numerous Farm
Writers across Canada.

I'm looking forward to heading back to
Canada and Belleville at the end of this
month for the CFWF 2007 Conference. |

Ukrainian Cultural Heritage Village
Photo by: Janet Kanters, AFWFA

Canadian Photo Entry -- “I1FAJ Star Prize for Agricultural Photography”:

Title of the photo/story: The Past comesAlive
Publication: The Alberta Express, July 2006

Comments: In the early 1900s, east-central Alberta ( Canada) became home to tens
of thousands of immigrants from the villages of West Ukraine, creating western
Canada's largest non-British immigrant settlement. Today, the Ukrainian Cultural
Heritage Village is an award-winning provincial historic site showcasing Ukrainian
settlement in the area from 1892 to 1930. The site features costumed role players
portraying real-life Ukrainian farming pioneers, and over 30 historic buildings
including three churches of Eastern Byzantine Rite, a fully functioning grain eleva
tor, blacksmith shop, and burdel (sod hut, as portrayed in the photograph).

was perhaps the only one in my family
who was somewhat melancholy to leave
our great nation. But it made me realize
how proud and lucky we are to be
Canadians. | just need to remind my kids
about such ingtitutions as Hockey Night in
Canada, toques and Tim Horton's.

Speaking of which, I'm looking for-
ward to several double-doubles—coffee
that is—once that plane hits Canadian soil!
Seeyouin Belleville!

|FAJ 2007
Japan Congress

wards for the best agricul-
tural photograph of 2007
will be presented during the

The International Federation of
Agricultural Journalists (IFAJ) World
Congressin Japan, September 17 - 23,
2007.

The prizeis called IFAJ Star Prize for
Agricultural Photography.

CFWF members Janet Kanters, Karli
Flinta-Murphy, Kim Waalderbos, Lilian
Schaer and Owen Roberts are attending
the congress.

They will be talking about the trip
during the annual meeting Saturday,
September 29 and again during the
Saturday evening banquet at the 2007
CFWEF conference in Belleville.

For current reportsand photos from
Japan (and comments about adjusting to
the “ever-present” green tea and lack of
acess to coffee!) go to: http://www.agri-
foodprojects.ca




THE FARM JOURNALIST, SEFTEMBER 2007 9

Freelance benefit program

Q s a freelance writer, | can’'t
exactly say | have a benefit
program through my job.
However, the benefits |'ve received
through my work add greatly to my qual-
ity of life.

At little background for you. | write a
lot about water management issuesin rural
southern Alberta. | work with irrigation
districts, watershed stewardship groups
and watershed planning and advisory
councils.

About five years ago, many facts came
together for me through my work and an
on-going drought. | proposed a project to
my local watershed stewardship group. |
live in a small, rural community right
across the street from farm fields. During
that drought, it felt wrong to water my
lawn while watching crops wither across
the street and all along any route | took
anywhere.

| put the pieces together, presented my
proposal to severa local watershed project
funding organizations and turned my yard
into an urban xeriscape demonstration
project. Urban landscapes use 50% more
water in the summer and are large contrib-
utors to water quality degradation through
improper use of chemicals.

I now live in and manage the
Rockyford Urban Xeriscape demonstra-
tion site. Aside from the inititial invest-
ment by municipalites, stewardship groups
and local businesses, the benefits keep
rolling my way. Part of this initial invest-
ment was 15 oil field workers and water-
shed group members plus their equipment
working for nine hours to install the path-
ways and patios. Over the past five years,
every story |'ve written about soil struc-
ture, soil moisture and pest control has
contributed to the success of this project.
One that stands out is an interview | did
with a rizosphere ecologist that taught me
| don’t have to turn over my vegetable gar-

By C. Lacombe, AFWFA

den every year. In fact, it's better for the :
soil if I don’t. That saves my lower back :
from guaranteed spring pain. | use zero till :
inal my beds, | spray my perennial weeds :
in the fall and | developed a shelterbelt on :
the north side of the )

house.

Every time | do an
article with an agricul-
tural scientist, | learn
something new that
can improve my man-
agement of the plants
and insects in yard. |
get to have regular
chats with our local
weed inspector who
constantly educates
me about local weeds
and ways to manage
them effectively.

In turn, | pass on
this  information
through my website
pages devoted to the
project and annual workshops for the pub-
lic. This year, | held my first Plant Dig. | :
invited people to come dig up and take
home some of the more successful drought :
tolerant plants from the yard. Many of the :
people who came own acreages and thisis
a key target audience for watershed stew- :
ardship and weed management in this :
region. Many of the people moving to :
Alberta’'s hot economy are not familiar
with our climate or water issues. The pur- :
pose of the Rockyford Urban Xeriscape is :
to educate them in a very practical way. | :
began getting speaking engagements about
the project last winter and hope to develop :
this aspect of the education program fur- :
ther.

My job doesn't offer me a pension, but :
it's turning my persona environment into :
areally nice place to grow old and keep :
contributing to the welfare of the region.

“ benefits” .

Freelancer Claudette Lacombe turned her yard into an urban
xeriscape demonstration project and, as a result, reaped many
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PROFESSIONAL DEVELOPMENT .

News from the world of Agriculture Journalism

Areguidelinestimelessfor attracting farm readers?

By Jim Evans, Agricultural Communications Documentation Center

This professional development feature is produced through a partnership of IFAJ and the Agricultural Communications
Documentation Center, University of lllinois and can be found on the IFAJ website ( http://mww.ifaj.org) along with other professional
development articles. It is the first in a series on building readership. Evans invites feedback from Canadian farm writers at

evang @uiuc.edu

s any classic book, novel or

Ascreenplay shows us, great

writing is timeless. In some

cases, it even gets better with time, like

wine. Great writing is grounded on princi-

ples that work, can be clearly identified
and set the pace for the entire field.

What agricultural editing principles do
you follow? What principles guide you
when you plan articles, write and edit
copy, choose visuas and lay out issues for
farm readers? For example:

* How do you design eye-catching cov-
ersthat draw farm readers into the issue?

* How do you choose topics that attract
keen reader interest?

* How do you organize and write your
raw materia for top readership?

* What principles do you use for writ-
ing effective headlines?

* How do you choose and use photo-
graphs and other visuals?

Some timeless guidelines for measuring
your copy?

Forty-five years ago, Donald R.
Murphy, then editor of Wallaces Farmer (a
state farm paper in lowa), wrote a book,
What farmers read and like. It became a
valued resource — in fact, it was the “go
to” publication -- for agricultural reporters,
editors, advertisers and others. They found
it concise, readable and interesting.

It captured insights from more than 20
years of readership surveys and experi-
ments (1938-1961) among farm men and
women of two Midwest states. These
studies analyzed editorial and advertising
content. They involved several research

methods. readership analyses, opinion and
reader-interest surveys, and split-run
experiments.

During those years of research, Murphy
identified patterns that led to this book-
length summary of farm readers’ response
to editorial and advertising copy.

Here are some of the key principles
found for encouraging readership. How do
they match your experience today? Which
seem relevant? Obsolete?

Coversthat attract readers

* Use a timely theme for picture, head
and copy.

* A strong headline, 42-point or bigger,
seems desirable to emphasize the cover
theme.

* The caption should be handled like a
short article - use large type and enough
detail to emphasize the theme.

* Change the cover style from issue to
issue to make sure that the reader knows
it's fresh copy.

Subjectsthat appeal

* Hit hard on the major interests of
your audience. But try new material and
new angles. Make the material timely,
fresh and loaded with human interest.

* Keep checking on the interests of
readers. For information on some points,
you have to dig, use opinion polls and pre-
tests of subject matter.

* Don’t forget minorities. In a hog
state, you can't give as much space to
sheep as to hogs, but sheep still are enti-
tled to some attention.

* Farm people are human. Articles on
family problems score well.

Headlinesthat pull in readers

* The good head should have plenty of
white space around it. The jammed up
head suffers.

* The old two-line deck doesn't seem to
have much value. Try more lead-ins.

* Put a label on the story. Is it about
hogs, or dairy cattle, or fertilizer, or what?

* After labeling the story, try to get
some color into the rest of the head.
Quotes can have value.

* Don't use words that the reader can't
understand. Technical language will not
get across.

* |f you want to attract a minority
group - tobacco growers, honey producers,
maple sugar makers - a head so labeled is
useful in pulling themin. But it may repel
the rest of your audience. Know what you
arelikely to gain and lose.

Does extra color help?

* A head printed in color won't raise
the readership score.

* A head in reverse (white letters on
color background) will not raise the score
and may actually lower it.

* A head using black overprint on color
may work once in awhile.

* Color on a department headline, used
on a spread without other color, may do
some good.

* Decordtive art work in color doesn't
usually work.

* Functional color - such as red hog,
actual color of farm machine - doesn't
seem to make a difference.

* An overprint of black type on yellow
may do some good.
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* Color may pull in a few readers who
areindifferent to the theme of the copy.

* A second color isalong shot. If used,
try it on a section of the book where color
is scarce.

What kind of visuals?

* Have the person photographed doing
something that makes sense in terms of the
region where the copy isread.

* Men look at pictures of men, and
women look at pictures of women.

* The photograph usually wins over the
cartoon and drawing. Whenever possible,
it is better to use photographs rather than
sketchesto illustrate an article.

* Use pictures of farm men and farm
women in working clothes occupied in
farm and household chores.

* A big picture is worth three small
Ones.

* Every picture used should be iden-
tified.

* Farmers aren’t always farming.
Human interest pictures of farm families at
play, on vacation, at the fair, give variety.

* Never line up the officers of an
organization in a row and take their pic-
tures.

More experimentsin reader ship

* |t pays to check back once in awhile
and seeif your articles on a particular sub-
ject are scoring as well as they did last
year, five years ago, 10 years ago.

* The more farm people you interview
and photograph to build up experience
articles, the more it costs. We think it
pays, but it is hard to get adequate evi-
dence.

* Personalized copy - details about Jim
Smith - probably go over a little better
than copy without quotes and case histo-
ries. But remember that the hero of every
article should be the reader, who should
say, “Thisfits my case.”

* Putting a rule around a box some-
times hurts and sometimes makes no dif-
ference. The important point here is that a
box almost never scores as high as a pho-
tograph.

* An advertisement that runs next to a
good articleis likely to benefit. But when
readership is high and continuous through-
out the magazine, an ad anyplace will get
readership in accordance with its merits.

Great dangersin editing

* Doing this year exactly what you
did last year and failing to test new ideas.

* |mitating some drastic change made
by a contemporary publication without
testing its appeal to your particular audi-
ence.

* Being influenced by a few letters,
some from folks with an axe to grind and
some by a few subscribers who are either
radically for or radically against some
proposal.

* Failing to try to look five or 10 years
ahead, to try to see what audiences and
publications may be like then.

* Forgetting that sociology, anthropolo-
gy, psychology and history are also fields
in which farm editors need skills. Farm
families are people as well as hog raisers
and corn raisers.

What do you think?

1. These guidelines applied to farm
reader ship 45 year s ago.

How do they compare with agricul-
tural editing guidelines you follow
today?

What changes, if any, have taken
place or aretaking place?

2. These guidelines came from farm
readersin the United States.

How do they compare with guidelines
for reaching farm readers in your
country or region?

3. Can you pass along other reports
you have seen about farm reader ship
studies that identify guidelines for agri-
cultural reportersand editors?

Send your thoughts and experience
reports to Jim Evans at
evang @uiuc.edu. Wewill sharethem.

Thank you.
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