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Introduction 

THE MAGAZINE WORLD is a hazardous one. A sure path 
to failure is to publish the same magazine this year that 
pleased last year's readers. Not only do needs and in­
terests change, the audience itself changes as old read­
ers depart and new ones take their place. 

What every magazine seeks is a path of reason - nei­
ther a strict traditionalism nor a nervous pattern of 
change for its own sake. 

Is there a place for research in this unending quest? 
Can cold statistics and experimentation be used with­
out crippling that spirit of originality that a lively, liv­
ing magazine must have? Don Murphy believes they 
can, and he has done much to prove his point. 

Murphy's consuming interest in research as an edi­
torial tool dates back to the early 'thirties. His regular 
readership and opinion polls began at Wallaces Farmer 
in 1938 and at Wisconsin Agriculturist in 1940. They 
are the oldest sample surveys in the farm magazine field, 
and some of the oldest for any newspaper or magazine. 

Critics of editorial research claim that readership 
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2 INTRODUCTION 

studies necessarily look to the past instead of the fu­
ture. For the most part they are used to tell which of 
several alternatives is least desirable. They cannot by 
themselves create or invent new and better choices. 

These are criticisms I am sure Don Murphy and 
his colleagues would readily accept. Surveys and ex­
periments can give the skilled editor a particular kind 
of tested information to supplement his other re­
sources. They cannot tell him how to be creative. 

Yet Murphy has, in fact, been strikingly creative. The 
magazines under his influence have developed an ex­
tremely effective writing style - clear, simple, and di­
rect. They use larger and more open type faces. Lay­
outs are clearer and more straightforward. There is in­
creased recognition of a kind of article that before did 
not even have a name - "dirt copy," which tackles 
head-on the urgent and immediate problems of farm 
families. 

In two remarkable ways Murphy has shown his con­
cern for the values and methods of the true scholar. 

First, he has continuously developed his competence 
and knowledge of research techniques and has applied 
them ruthlessly to his own ideas and hopes. Preconcep­
tions have not shaped his results, and he has not been 
afraid to say "I was wrong" or "I don't know." 

Second, he has followed a policy rare in modern 
commercial journalism: the results of his work have 
been published freely and openly. Competitors are free 
to examine his methods, his reasoning, and his con­
clusions. The result has been a wholesome and con­
tinuing discussion of editorial research among his fel­
low farm mag·azine editors for nearly thirty years. 
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Don Murphy believes that this book highlights the 
important aspects of his work. In fact, the report is 
quite incomplete without a look at the two farm maga­
zines with which he worked so closely. Besides the 
other visible marks of his presence, he has left them a 
valuable tradition of using research creatively and im­
aginatively. 

Another chapter missing from this book must be 
read in the other American farm magazines - Murphy's 
competitors, if you will. His influence upon them is in­
disputable. His own earnest spirit of inquiry, and his 
willingness to share his ideas with others, have stirred 
up among farm magazines a refreshing spirit of self­
scrutiny and a heightened concern about the reader and 
his needs. The credit is not Murphy's alone, but he 
has been an unfailing source of encouragement and 
support. 

It is a pleasure to pay tribute to such a worthwhile 
service. 

BR y ANT E. KEARL 

Chairman, Department of 
Agricultural Journalism, 
College of Agriculture, 
University of Wisconsin 





What This Book Is About 

ON WALLACES f ARMER AND WISCONSIN AGRICULTURIST, 

we've been testing readership for over 20 years. We 
started in Iowa (Wallaces Farmer) in 1938; in Wiscon­
sin (Wisconsin Agriculturist) in 1940. 

Opinion measurement on current affairs (Gallup 
and Roper style) started at the same time. 

In over 20 years, what have we learned about farm 
response to editorial and advertising copy? This book 
is a summary of some of the high points of this ex­
penence. 

The book was designed in the first place as a legacy 
from the author to his associates on Wallaces Farmer, 
Wisconsin Agriculturist and Prairie Farmer. The ex­
periments may also interest edit.ors of other publica­
tions, advertisers, advertising agencies, students of jour­
nalism and marketing and any others who deal with 
farm audiences in the Middle West. 

I hope this publication may also stimulate others 
to write down and publish results of their own experi­
ments. Much more work is being done in this field 
than is generally recognized, but far too little gets into 
a permanent record. Research men are busy; editors 
are loaded down with other chores and sometimes pub­
lishers feel that it is unwise to give away what they 
think are trade secrets. 
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6 WHAT THIS BOOK IS ABOUT 

For details on survey methods and reports, turn to 
Chapters 15 and 16. When sources are not given in 
the notes, the data reported come from the files of the 
Research Department, Wallaces Farmer and Wisconsin 
Agriculturist. 

Two cautions are stressed throughout the book. They 
are repeated here for emphasis: 

1. These experiments deal with farm audiences in 
Iowa and Wisconsin. We have no data of our own on 
other readers. However, experiments in other states 
indicate that most Middle vVestern farmers and many 
non-farmers respond in somewhat the same way as do 
Iowa and Wisconsin farm people. 

2. Tastes change. What was true of copy in 1940 may 
not be true in 1960. Emphasis in the book is therefore 
given to fairly recent experiments. 

In 20 years, we have reported frequently on results 
of editorial research. Other publications have used our 
results; we have borrowed from others. The art - or 
science - of communication has thus been advanced. 

While the author has been in charge of editorial re­
search on both Wallaces Farmer and Wisconsin Agri­
culturist from 1938 through 1960, the contributions of 
others have been great. Clifford Gregory, then associate 
publisher of Wallaces Farmer, made the policy decision 
in 1938 that started this work. On the Wisconsin Agri­
culturist, David Klinger, W. C. Voskuil, Ralph S. Yohe, 
Douglas Sorenson, and Rosemary Reid have, at different 
times, contributed much to these experiments. On Wal­
laces Farmer, Arthur T. Thompson, Richard Pomm­
rehn, Richard Albrecht, Leon Thompson, and David 
Bryant have been active in this field. Jean Ginsberg and 
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Dorothy Taylor, editorial assistants at Wallaces Farmer, 
kept the records which made this report possible. Clara 
Bucka's work on the index was invaluable. 

Looking ahead, Richard Pommrehn, director of re­
search for the three papers, will continue this experi­
mental work. Richard Albrecht, editor of Wallaces 
Farmer, and Ralph Yohe, editor of Wisconsin Agricul­
turist, will continue to contribute to the research pro­
gram. 

\Ve owe a great deal to professional workers in the 
field of research. Special thanks go to Norman Strand, 
Arnold King and Raymond Jessen of the Statistical 
Laboratory, Iowa State University at Ames. \Ve are in­
debted also to many workers in schools of journalism, 
particularly Robert Jones of the University of Minne­
sota, Charles Swanson, formerly of the University of 
Iowa, Ralph 0. Nafziger and Bryant Kearl of the Uni­
versity of Wisconsin, Wilbur Schramm of Stanford Uni­
versity and Kenneth Marvin, Rodney Fox and Harry 
Heath of the Iowa State University at Ames. Dr. Louis 
Bean's advice has often stimulated our research. Our 
friends in the Association for Public Opinion Research 
and the Association for Education in Journalism have 
also been helpful. 

This manuscript has been helped by critical reading 
and suggestions by several of those named above, prin­
cipally Pommrehn, Albrecht, Yohe, Sorenson and Miss 
Reid. I have also profited by the suggestions of Dr. D. 
B. Murphy. The errors that remain are, of course, mine. 

DONALD R. MURPHY 
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1 . 
Using Research in Farm Publications 

How DOES A FARM PAPER happen to get started on re­
search in the field of readership? Probably because a 
farm paper editor is likely to think in terms of experi­
ments. Experiment station data on corn yields and hog 
feeding are the editor's daily diet. Why not apply the 
same methods to readers? 

The only surprising thing about readership surveys 
in farm papers is that they came so late. It has been 
said, "Without readership surveys a farm paper editor 
is like a farmer who throws feed through a hole in the 
fence to hogs he never sees. He doesn't know whether 
they eat the feed or reject it. He doesn't know whether 
the hogs are gaining or losing." 

Henry A. Wallace, from 1904 until he left Wallace.1 
Farmer for \Vashington in 1933, was continually run­
ning tests on different strains of corn. \Vhy not use simi­
lar methods on readership? 

"We must get at it," said Wallace. But the actual 
work came after his time. \Vhat Wallace had done was 
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12 USING RESEARCH IN FARM PUBLICATIONS 

to make the staff alert to the experimental approach to 
any problem. 

"Ted" Gallup, working in Des Moines on reader­
ship surveys in the 'twenties, started many people think­
ing about experiments of this kind. The Gallup and 
Roper opinion surveys in the election of 1936 helped to 
emphasize these possibilities. 

It was 1938 before Wallaces Farmer started the 
W allaces Farmer Poll and began to report on farm at­
titudes on elections and - more important to the paper 
- about farm reading habits. 

Some editors insisted that readership surveys were 
not needed and that letters to the editor would give a 
picture of farm response to copy. We checked this sev­
eral times. For instance, we asked farm people through 
the poll about their views on social security for farmers. 

· A big majority approved. At the same time, we checked 
the letters on the subject. The letters only gave a 50-50 
break to social security. 

Ballots printed in the paper and sent in by readers 
also proved to be misleading. Prairie Farmer ran an ex­
periment along this line and checked mailed-in-ballots 
against a personal interview survey. The two failed to 
match. 

What Wallaces Farmer did, therefore, was to set up 
a polling system using a sample of around 400 inter­
views (200 men and 200 women) to check readership. 
The sample was distributed over the state according 
to the economic regions as defined by the U.S. Depart­
ment of Agriculture. Interviews were made by farm 
women trained by the lVallaces Farmer staff. 

What do we mean by readership? If the respondent 
(any adult on a farm into whose mailbox the publica-
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tion is delivered) said that he remembered reading the 
issue in question and could identify one or more items 
as having been read, he was classified as a reader. 

After a respondent was identified as a reader, the key 
question by the interviewer on each page of the issue 
was, "Did you HAPPEN to see or read anything on this 
page?" The word HAPPEN is stressed to support the 
interviewer's opening statement that there is nothing 
especially virtuous about readership. We do not want 
the non-reader of an article to feel guilty about being a 
non-reader. 

The respondent's answer on any page is likely to fall 
into one or more of the classes below. In the first place, 
he will have a page score. Either he read or saw nothing 
on the page, or he did notice something. If he did notice­
something, he is given a score for "Any This Page." 

Some possible reports on advertisements and articles 
are listed below: 

Advertisement 

I. Nothing 

2. "Any This Ad" - Respondent 
has seen or read one or more 
features of this particular ad­
vertisement 

3. " S e e n " - Respondent h a s 
looked at a picture or a head 

4. "Read Some" - Respondent 
has read less than h .:tlf of a 
particular piece of copy 

5. "Read M o s t " - Respondent 
has read half or more of a 
particular piece of copy 

Article 

I. Nothing 

2. "Any This Article"-Re­
spondent has looked at head, 
picture, or read something in 
the article 

3. " S e e n " - Respondent h a s 
looked at picture or head 

4. "Read Some" - Respondent 
has read less than half of 
article 

5. " R e a d Most" - Respondent 
has read half or more of 
article 

An advertisement, therefore, might have one score 
for "Any This Ad;" another for "Seen" on the head; 
another "Seen" on the illustration; another score for 
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"Read Some" on a block of sales copy; another for 
"Read Most" on the same block of sales copy. Scores 
for men and women are always reported separately. 

In the tables that follow, the figures given are always 
percentages of the sample used. When the men's sample 
is 200 cases, a score of 50 per cent, of course, means that 
100 men responded in the way indicated. In split runs 
the A sample and the B sample each includes 100 men 
and 100 women. A score of 50 per cent means that 50 
cases responded in the way indicated. 

On opinion polls, the sample is larger and not so 
constant. On breakdowns of readership surveys, the 
sub-samples are smaller; and they vary. In each case, 
however, when there are exceptions to the rule noted 
in the paragraph above, the sample size is given. 

\Vhile readership surveys (except in a few early sur­
veys) always use a constant sample of 200 men and 200 
women, opinion polls vary in size. The opinion sample 
ranges from 400 to 700 interviews in each state. 

Opinion polls, of course, deal with a sample of all 
the farm men and women in each state. Readership sur­
veys deal with a sample of the subscribers in each state. 

One of the hazards of setting up your own survey 
machinery is that your interviewers may show a bias in 
favor of the paper that hires them. We tried to offset 
this in training sessions to point out necessity for keep­
ing absolutely impartial approaches and comments. 

\Ve also checked our survey results against surveys 
made by independent operators. The Continuing Study 
of Farm Papers, conducted by the Advertising Research 
Foundation, ran a survey in the September 20, 1947 
issue of Wallaces Farmer. (1) 

Our survey crews checked the same issue independ-
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cntly. \Vas the Wallaces Farmer Poll getting higher 
readership scores than the Continuing Study? At our 
request, Professor Roscoe Giffin of Iowa State Univer­
sity went over the results and found that with men, in 
six cases our scores were higher than the Continuing 
Study. In 49 cases our scores were lower. In one case, 
they were exactly the same. \Vith women, in eight cases 
our scores were higher than the Continuing Study and 
in 54 cases, lower. In one case, the score was the same. 

Starch makes regular checks on readership of Wal­
laces Farmer and Wisconsin Agriculturist. Starch scores, 
as a rule, tend to run a little higher than ours, especially 
on ads. There is some difficulty in comparison because 
surveys are made in different months. In 1959, however, 
we had a readership survey of Wisconsin Agriculturist 
in October, and Starch had one of the same magazine in 
:--Jovember. 

Of 11 editorial departments, the Read Most scores 
compared as follows: 

Read Most 

Average of 
11 departments 

OUR SURVEY 

Men Women 

34% 36% 

STARCH 

Men Women 

38.3',¼_, 

This seems a reasonably close fit. On the whole, it 
does not seem that the readership scores in our surveys 
are biased because our interviewers do the work. It may 
help impartiality that our interviewers are trained in 
pre-election polls and know that errors from bias will 
show up. 

A series of surveys by the Statistical Laboratory of 
Iowa State University at Ames gave us further informa­
tion. These surveys, in 194 7, 1951 and 1955, told where 
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farmers go to get information on different subjects. (2) 
They gave us a better picture of our subscribers, what 
they were like, and what kind of subjects interested 
them. 

It should be kept m mind that throughout this 
book, the readership scores are given with readers of 
the issue as a base. Non-readers are also measured but, 
of course, in a different way. 

A reader, as noted above, is any adult in the sub­
scriber sample, who recalls one or more items in the 
issue. A non-reader is any adult in the sample of sub­
scriber homes who reported that he or she had read 
nothing in the current issue. 

While readership studies are built around readers 
of the current issue, the non-reader is also important. 
Professor Bryant Kearl, head of the Department of Ag­
ricultural Journalism at the University of Wisconsin, 
said, "A description of non-readers could be one of the 
most useful parts of a readership survey." (3) Chapter 
9 goes into this. 

What did we learn from the early readership sur­
veys? Perhaps the first thing was to avoid jumps. We 
found that when an article started on page 10 and 
jumped to page 50, many readers were lost. 

This seems obvious enough now. Since 1938, most 
publications in our field have abolished the jump. It is 
still used in magazines which use extra-long articles or 
stories. In these cases, however, the opening page or . 
spread, featuring a big illustration and not much type, 
is really only an expanded plug. 
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In our early experiments, we found that we lost 
about 30 per cent of our readers when we had a siz­
able jump. If the jump were dressed up with a cut and 
a strong head, the loss was cut down. 

In March, 1944, we ran another test. An article 
starting on page one scored 61.1 for men there; the run­
over on page 21 scored 49.7. Somewhat later, we tried 
starting an article on the right-hand page and continu­
ing it on the following left-hand page. This lost readers, 
too. 

A detailed report on this point came from the Uni­
versity of Iowa in 1958. Six articles in one publication 
started on the right-hand page and were continued on 
the following left-hand page. These runovers lost, on 
the average, 49 per cent with men and 25 per cent with 
women. 

The answer, so far as we were concerned, seemed 
plain enough back in 1940. Complete every article on 
the page on which it starts. If the article is longer, let 
it run from a left-hand page to a right-hand one - but 
no farther. This policy, of course, meant more editing 
and more rewriting. But most farm publications, in­
cluding ours, don't do as much desk work on copy as 
they should anyway. 

Readership scores were helpful m showing us 
which kind of copy was likely to be read and whether 
an article appealed to young readers, to old readers, to 
men, to women, to big farmers, to small farmers, to 
owners, to tenants, and so on. 

What these surveys lacked was a definite compar­
ison between different layouts, uses of color, styles of 
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cuts, placements of copy and other points. \Ve could 
say that Ad A, in January, scored 40 per cent Noted 
with men, and that Ad B, in March, on the same kind 
of product, scored 30 per cent Noted with men. But 
did that mean Ad A was any better? A snow storm in 
March, a thaw in January, might have changed reader 
response to the two issues. 

To give a fair test to editorial copy or to ads, it 
seemed necessary to expose this copy to readers at 
exactly the same time. This meant using what we called 
a "split run." 

The term "split run" has since changed its mean­
ing for many. Now it often indicates that Magazine A 
will run special copy in, for example, Illinois and Indi­
ana. The same pages will carry special and different 
copy for Ohio and Pennsylvania. 

Our "split run" goes back instead to the practice 
of newspapers with mail-order ads. With newspapers, 
every other one that came off the press would have 
different copy. Ad A would go to half the readers; Ad 
B to the other half. The results were measured by 
coupon return. 

This worked well for mail-order ads. It was no help 
to other kinds of advertisers, to whom coupon returns 
were not important. 

What we did was to set up two samples in each 
state. Think of Iowa, with its 99 counties, as a checker­
board. We sent A copies to the red counties, and B 
copies to the black counties. 

Actually, we never used this big a sample. Ordi­
narily, we interviewed in about 20 A counties and 20 B 
counties. The interviews in the A counties were distri-
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butecl proportionately among the five economic regions 
of the state. The same was clone in the B counties. We 
ended up with two samples, closely matched- 100 in­
terviews with men and 100 interviews with women in 
the A counties and the same number in the B counties. 

* * * 
We tried our first split in 1946 to test readability 

levels. When Rudolph Flesch published his doctoral 
dissertation at Columbia on the subject back in 1944, 
we got one of the copies and began to wonder about 
its applicability to our problems. With his Art of Plain 
Talk (Harpers, 1946) we settled down to test his 
theories. 

The Flesch hypothesis was that copy with short 
sentences, short words (few affixes) and "personal" 
words would attract and hold more readers than copy 
with longer sentences, longer words and fewer "per­
sonal" words. 

In the March l, 1946 issue of W allaces Farmer, we 
ran three splits based on the Flesch formula. The main 
thing we learned from this was that we were shooting 
too high. We moved - in Flesch's words - from a 
seventh grade level to a sixth grade level. Our readers 
didn't notice the difference. 

Only when we moved to a much simpler level did 
the new copy take hold. The Flesch index of 1.5 seemed 
to increase readership. ,vhat did this mean? The copy 
would average around 12 words per sentence, 20 affixes 
for I 00 words and IO personal references per I 00 words. 

In November, 1946, we tried again. This time we 
split three men's articles and one woman's article. 

Remember that nothing was changed except the 
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style. The head, the illustration and the theme had not 
been altered. The copy was edited only to get different 
levels of readability in terms of the Flesch index. 

In the four splits, the low Flesch copy ranged from 
1.11 to 1.76. The high Flesch counts ranged from 2.48 
to 4.27. 

Of the eight comparisons (using men and women 
for each split) , we couldn't use three. On two pieces 
of copy designed for men, the women's score was too 
low to provide any answers. On one piece of copy the 
men's scores were too low for us to use. 

Of the five split comparisons, where the number 
of readers was fairly high, one piece of men's copy 
showed a loss of 9.4 per cent for the low Flesch score. 
With the other four, increases ranged from 7 .3 to 66 
per cent for the low Flesch score over the high score. 
(4) 

We have since tried similar splits in Wisconsin Ag­
riculturist and in later issues of Wallaces Farmer. Ex­
periments at the University of Iowa made another 
check. (5) The results seemed clear enough. Other 
things being equal, simple language scored high. 

Does this mean we try to write for morons? Not at 
all. An experiment at Iowa State University at Ames 
threw some light on this delusion. A split, using Flesch 
scores, was tried out on faculty members and students. 
Presumably the faculty members were the intellectuals. 
Yet the simpler Flesch copy did better with the faculty 
than with the students. 

Why? The copy was in a field of more interest to 
the students than to the faculty. When readers are ex­
cited about a subject, they'll read difficult copy. printed 
in small type. When their feelings are neutral, they'll 
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respond better to readable copy. If you can pick sub­
jects of overwhelming interest, you can write badly 
and get away with it. Nobody is that good a picker. It 
is better to assume that some of your readers may be 
indifferent. 

As members of our staff promptly pointed out, you 
can write very bad copy that has a good Flesch score. 
"I see a cat. Do you see a cat?" scores well on the Flesch 
index. 

To avoid disasters like this, our rule was to write 
the copy as well as we could. Remember what the 
teacher said in English 1 - short, easily understood 
words, action verbs and not too many adjectives, speci­
fic and colorful descriptions, questions and names. 

After writing - and often after publishing - we 
went over the copy with the Flesch index. The staff 
noted the scores and sometimes remembered them next 
time. 

The extent of improvement in style may be meas­
ured in this way. Before we started testing, we took 
our usual copy (around 3.5 Flesch) and edited to 
bring it down to 1.5. After some months of education, 
we found that our usual copy was around 1.5 Flesch. 
To get a split, we had to edit to bring one version up 
to 3.5. 

One source of confusion in using the Flesch index 
is the fact that the author changed his measuring de­
vice. In the earlier Flesch scoring system the low score 
(note 1.5 above) was the best. In The Art of Readable 
Writing Flesch uses a measuring stick called "Reading 
Ease." (6) Here the high score is the best. The Reading 
Ease score is based on syllables per 100 and on words 
per sentence. 
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A meritorious Reading Ease score would be 80 
(much like the old Flesch index of l.5). This would 
mean 12 words per sentence and 134 syllables per 100 
words. A "difficult" Reading Ease score might be 
around 40 with 20 words per sentence and 1 n syllables 
per 100 words. 

Just to see if readability (in Flesch terms) was 
still important, we ran a split in Wallaces Farmer for 
January 16, 1960 on the article entitled "USDA Studies 
Soil Acidity" (Figures l.2 and l.3) . Following is the 
Reading Ease Index and the resulting scores for men: 

Words per sentence . 
Syllables per 100 words 
Reading Ease Index 
Read Some on copy . 
Read Most. 

A (Difficult) 
16 

170 
56.0 
32.0% 
30.0% 

B (Easy) 
13 

141 
74.6 
47.0% 
43.0% 

It may help to show what happened here if we 
quote the lead from each version of the copy: (A was 
a USDA release) 

Version A - 56 Reading Ease 

The strong trend to heavier 
nitrogen fertilization, coupled 
with reduced use of lime over 
the past decade, is making our 
nation's soil more acid. That's 
why USDA has expanded its re­
search into the problem of acid­
ity. 

Version B - 74 Reading Ease 

Are you planning to put a lot 
of nitrogen fertilizer on your 
fields this spring? If you are, 
make sure also that you've 
spread enough lime on these 
same fields. 

How do you determine "Reading Ease," according 
to Flesch? His Art of Readable Writing has a time­
saving chart. The Flesch formula - if you don't use 
the chart - goes like this: 

Multiply the average sentence length by 1.015; 
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Multiply the number of syllables per 100 words by 
0.846; 

Subtract the sum of the two items above from 
206.835. 

What is left is Reading Ease. 

It is a good deal easier to remember that you can 
get a Reading Ease score of 7 5 - which is pretty good 
- in the following ways: 

15 words per sentence and 138 syllables per 100 
words 

or 
12 words per sentence and 142 syllables per 100 

words 
or 

18 words per sentence and 134 syllables per 100 
words. 

On the other hand, if your Reading Ease score 
falls below 50, you are probably losing readers. A score 
of 50 can be obtained in the following ways: 

18 words per sentence and 164 syllables per 100 
words 

or 
20 words per sentence and 162 syllables per 100 

words 
or 

25 words per sentence and 156 syllables per 100 
words. 

It is still a good idea to get a copy of the book 
and use the Flesch chart. 

If you are hitting somewhere between 60 and 80 
on the Reading Ease Index, you are doing fairly 



24 USING RESEARCH IN FARM PUBLICATIONS 

well. But, note that we have had very high scoring 
copy - Read Most scores of 60 per cent or better -
that had a Flesch rating of 65. And we have had low 
scoring copy - Read Most of 30 per cent or less - that 
had a Flesch rating of 80. 

All this means is that subject matter is always more 
important than style. A hog article, in Iowa, will al­
ways outscore a sheep article. But a sheep article with 
a Flesch index of 80 will usually outscore another sheep 
article with a Flesch index of 55 or less. 

There are, of course, other methods, and excellent 
ones, of scoring readability. We have stuck to Flesch be­
cause we happened to start with it and because it has 
stood up under split-run testing. 

This was our start in split-run testing. I have re­
ported it in some detail because it illustrates the 
methods used in many later experiments. The split­
run device has thrown light on many problems in ad­
vertising and editorial customs. 

Each split-run reader-interest survey for some years 
has had five to seven splits with ads and the same 
number or more with editorial matter. Some of these 
proved that the differences we expected did not exist. 
Some showed a sharp reader response to a change of 
layout or copy. 

Succeeding chapters go into detail on some of the 
things that advertisers and editors learned. 



figure 1. 1 

Editorial Page 

Page Score 

80.5o/o Men 

55.0o/o Women 
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Who Reads Editorials? 

Do subscribers read the editorial page? What kind of 
subscribers? 

Above is the first editorial page (Wallaces runs a spread 
of two) in a fall issue of Wallaces Farmer. Men read more 
editorials than women. As you might expect, the men's 
first choice was the editorial on hog prices, with a Read 
Most of 54.5 per cent. 

Young men (21-34 years) read about as much as older 
men (50 and up). Farm men with gross incomes of $10,000 p 
a year read more than men with smaller incomes. 

Wa/laces Farmer, November 19, 1960 
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USDA studies 
soil acidity 

Rellearch ill intended lo •how 
how acidity can cul yield• 
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Figure 1.2 

A 

Read Most 

Men 30o/o 

No, They Aren't the Same! 

The two articles here look alike, but they score differ­
ently. They have the same head, the same theme and the 
same structure. But they differ in the number of long words 
and long sentences. 

In a series of splits, of which this is the most recent, 
copy with short sentences and short words has been shown 
to help readership. 
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Figure 1.3 

B 

Read Most 

Men 43o/o 

USDA studies 
soil acidity 

ReBeDrch is intended to show 
how acidity can cut yields 
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soils ~n- J>t(}bably mati.g:;tne.ie 
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~JU:1i'!loum1 
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Here is the difference in the two pieces of copy: 

Words per sentence 
Syllables per 100 words 

A 

16 
170 

B 

13 
141 

Editing A copy to the B standard raised the Read Most 
score for men £om 30 m A to 43 in B. Read Some scores 
showed a similar gain. 

W a/laces Farmer, January 16, 1960 
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Recipes Pull Women In 

Figure 1.4 

Food Page 

Page Score 

Women 90.5o/o 

Farm women continue to read food copy, especially if 
there is a local angle. This Home Department lead page 
addressed to "Young Cooks" actually scored almo t as well 
with older women as it did with younger ones. 

Read Most. 

21-34 years 

84.8% 

50 and up 

76.3% 

The photo (upper right) of the Wisconsin farm girl, 
Karen Ulness of Manitowoc County, drew the attention of 
90 per cent of the women readers of the issue. 

W,isconsin Agriculturist, April 15, 1961 



2. 
Front Covers That Attract Readers 

A FARM PAPER EDITOR is in some ways like the publisher 
of a picture magazine who tries to build up his news­
stand sales. But the farm paper's newsstand is the 
table in the front room where the mail is dumped. 
·which paper or which magazine in that collection will 
catch the eye of the possible reader? 

v\T e have to keep in mind that in Iowa half of the 
farm homes take four or more farm publications and 
three or more general non-farm magazines. Wisconsin 
farmers read a little less avidly, but the competition is 
still severe. And in both states, almost everybody takes 
a newspaper and has a radio and a television set. 

The non-reader problem is a major one for an 
editor. And it ties directly into the use of the front 
cover. 

How do we define a non-reader? He is any adult 
who lives in a family where the paper is received and 
who doesn't read the issue being surveyed. 

Farm papers are not the only ones that have trouble. 

[ 29] 
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A good co-op newspaper, the Midland Cooperator, sur­
veyed by the U. S. Department of Agriculture, had 44 
per cent of its possible men readers in the non-reader 
class, and 33 per cent of the women. (1) A well-edited 
house organ of a feed company reported one internal 
survey which showed a non-reader problem of some­
what the same nature. 

If page one demands attention, the potential non­
reader may pick up the copy. If the bait is good enough, 
he may open up the paper and read something inside. 

When you look over the score for non-readers, you 
realize how important page one is. Wallaces Farmer, 
for instance, has a 20 issue mean of 14.5 per cent men 
non-readers and 17.9 per cent women non-readers. The 
Wisconsin Agriculturist has a mean over 19 issues of 
16.8 per cent men non-readers and 16.1 per cent wo­
men non-readers. 

Remember that a 20 per cent non-reader figure 
does not mean that 20 per cent of the households on 
the subscription list sample had no readers of the issue 
surveyed. The non-reader figure deals with individuals, 
not with households. In visiting 10 households, one of 
our interviewers may find 16 readers and four non­
readers (20 per cent non-readers) , but he may also 
find that the 16 readers are so distributed that there 
is, at least, one reader in every household. 

The Advertising Research Foundation in its "Con­
tinuing Study of Farm Publications" found that Wal­
laces Farmer had 1.76 readers per copy in spite of the 
fact that the non-reader percentage for that issue was 
fairly high. (2) 

One way to try to find out which cover is doing 
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the job is to check non-readers. Wallaces Farmer did 
best with men in March 1954 and March 1952. In the 
1954 issue, the non-reader score was 6.8 per cent. In the 
1952 issue, the non-reader score was 9.2. What kind 
of cover was used in each case? 

Each had a timely theme appropriate to the month 
and the season, a big head playing up this theme, a 
picture to illustrate it and a caption written in article 
style. In each case, plugs were added. 

In March 1954, the page scored 94 with men; the 
copy scored 75 per cent Read Most for men; the head, 
not scored, was "Got Manure Hauled?" Four plugs, 

'all aimed at men, scored Read Some 63 for men and 
32 for women. 

Did these two covers score high because they were 
effective or because farmers do more reading in March? 
There is some evidence that these March covers did 
not score high simply because they were in March. We 
have had some low March scores. As reported later, we 
have had high scores in September, April and Novem­
ber. 

Yet this does illustrate the value of the split run. 
Any effect of the season on the score is wiped out 
when we have a cover split. On the November 6, 1954 
issue of Wisconsin Agriculturist the shift from a dairy 
cover (A) to a farm family cover (B) showed a marked 
difference among women in favor of B. November 
weather made no difference. A and B were affected 
the same. 

In Wisconsin, we fil}d that the lowest (therefore 
best) three non-reader scores for men appeared in the 
following issues: 
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March 3, 1951 (non-reader score 9.7 per cent) 
November 2, 1957 (non-reader score 12 per cent) 
April 2, 1960 (non-reader score 10.7 per cent on A 

copy). 

Of these, the 1957 issue used the standard head 
above the cut and a somewhat weaker caption than 
some of our other good-scoring pages. The page score 
was 93 for men. The caption scored 70 for men. 

The 1951 issue used a strong head also, but mor­
tised it in the lower part of the cut. The caption was 
written in article style. Men scored 91 on the page and 
79 on the copy. 

Of these issues with a low non-reader score, only 
the April 2, 1960, A version broke the pattern. It had 
no head, a short caption, and fairly strong plugs. Score 
for the page was 90 for men, for the plugs 52 and for 
the caption 51. 

This question always comes up, "Why don't we 
get a 100 per cent score on a cover among readers of 
the issue? Doesn't a farmer notice the cover when he 
picks it up?" 

Sometimes he doesn't. A farmer may turn directly 
to a special department like "What's Ahead." A wo­
man may turn to the homemaking section. Each rec­
ognizes, by the different cover, that it is a new issue, 
but that is as much as some respondents will report. 

In the listing above, women's scores on the cover 
have not been given. Mostly they were poor and for 
a good reason. The cover often did not have anything 
of interest for women. 

There are some exceptions. In Wallaces Farmer 
(January 7, 1959), the theme was planning gardens. 
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In the B version, the women's score was 89 per cent 
for the cover. 

Another issue (January 18, 1958) had farm records 
as the theme with a man and woman in the picture. 
Scores for the picture were 85 per cent for men and 
also for women. 

Shifting to Wisconsin Agriculturist, we find the 
April 5, 1958 issue had one of the high scoring covers. 
Here color was used on a dairy picture, and plugs 
played up with plenty of white space were put in the 
upper right hand corner of the picture. (It might be 
noted that a TVallaces Farmer cover using plugs in 
about the same position also got good plug results on 
this placing.) 

The Wisconsin Agriculturist cover scored for the 
picture, 85 for men and 84 for women; for the plugs, 
69 for men and 51 for women. 

Two more W allaces Farmer covers also might be 
noted. In March 16, 1957, there was a big head over­
printed "When Neighbors Stop To Chat." The picture 
score was 91 and 86; the caption 74 and 59. Here the 
caption was mortised in the lower part of the cut. 

In the September 20, 1958 issue, the head was over­
printed "You Helped Buy Them," a reference to a 
campaign to buy gilts for flood-hit farmers. The pic­
ture scored 90.5 for men and 74.5 for women. A split 
on this issue showed that an expanded plug set like 
a caption and crowded with too little white space 
produced a low score. 

'What good are plugs? We are fairly sure that they 
do not help the score of the article plugged. Splits have 
seemed to prove this. That is why we now leave off the 
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page number on the plug. What the plug does - if 
we are smart enough - is to pull readers into the issue. 

An example is Wisconsin Agriculturist, October 
3, 1959. On the cover split, we used "Harvest Time 
Comes to Wisconsin" as the A plug and "v\That Farmers 
Think of Khrushchev's Visit ... Page 20" as the B plug. 

The article on page 20 scored 58 per cent Read Most 
for men in A and 59 in B. For women, 45 in A and 45 
in B. 

* * * 
What kind of material goes best on page one? After going 
over reader-interest surveys for a number of years in ,both 
states, there seems a fairly strong case for the following 
ingredients: 

1. Use a timely theme for picture, head and copy. If the 
theme deals with a mbject likely to be on the farmer's 
mind at the time he gets the paper, he will probably 
look at the issue. This is standard editorial policy for 
planning timely articles. 

EXAMPLE: On the October 5, 1957 Wallaces Farmer is a picture 
of a man greasing a combine. The head (below picture) is "Keep 
It Greased." The, copy - handled like a short article - talks about 
soybean combining. Plugs also play up soybeans. The score for 
the page was 92 for men; 77 for women (Figure 2.6). 

It might be noted also that the non-reader score for 
men in the October 5, 1957 Wallaces Farmer was 14.4, 
and for women 20.5. Yet, there was nothing on the 
cover for women readers. Another good cover was the 
September 15, 1956, Wallaces Farmer with the head 
"Feeders Moving Fast" below the cut. Copy, handled 
like a short article, dealt with late news on feeder 
shipments. Plugs hit other subjects. 
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2. A strong head, 42-point or bigger, seems desirable to 
emphasize the cover theme. This head can either be 
overprinted on part of the cut (provided it's that kind 
of a picture) or better-played up heavily under the cut. 

3. The caption should be handled like a short article -
large type and enough detail to stress the theme. 

4. Plugs should include some references to women's copy, 
and should be lively enough to qualify as good bait. 

5. Change the cover style from issue to issue in order to 
make sure that the reader knows he is getting a fresh 
copy. A big head can help on this - so can changes in 
layout. 

NOTES ON COVER PAGES 

Pick out the major theme for the issue, the most timely, 
the most important. Use a photograph that illus­
trates this theme and put it on page one. An ex­
ample is the November 5, 1949 issue of Wallaces 
Farmer. Corn had blown down early in the fall and 
there was the big job of picking up fallen ears. The 
cover played this up and got a page score of 96.4 per 
cent for men and 86. 7 per cent for women. The same 
theme was used on page five, where men had a Read 
Most score of 65.1 and a page score of 89.2. 

* * * 
A caption under the cover picture should not be too 
long or too tight. In the A version of the January 17, 
1959 Wallaces Farmer, a four-line caption (Vogue 12-
point) was stretched out to 47 picas. It scored badly, 
especially with women, against a caption set in 12-
point Corona, with short lines (14 picas). The score 
with women in A was 49; B, 70. This was women's 
gardening copy. 

* * * 
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Women and children, in a good picture, will draw men 
as well as women. The November 5, 1955, Wiscqnsin 
Agriculturist cover had a school scene in a close-up 
of children and teacher with a reverse head across 
top "How Well Can Johnny Read." There was no 
caption (probably a mistake) and plugs. Men scored 
85.2 per cent and women 81.5 per cent for the page 
(Figure 2.1) . 

Another problem is the dirt picture vs. human inter­
est picture. The November 6, 1954 Wisconsin Agri­
culturist ran a split of different covers. In A was a 
dairy picture (Bang's test) with a head "Blood Will 
Tell" and expanded caption. In B, was a farm family 
at the store buying clothes with a head "Sure Sign of 
Winter" and expanded caption. Both pictures did well; 
women gave Ba little preference. Each had a big head, 
expanded caption and plugs. Each was timely. 

Men Women 
A B A B 

Any This Page 93.4% 95.3% 81.8% 93.5<;{, 
Picture 92.0 92.9 80.9 90.7 
Plugs 50.0 54.1 38.2 56.5 
Caption 79.2 65.9 55.4 69.4 

* * * 
If you want women to read the issue, play to them 

on the cover. In October 5, 1955 Wallaces Farmer, the 
A issue of the split had a picture of a Master Farm 
Homemaker. B did not have a picture of a woman. 
The score for the page was 96 per cent for A with wo­
men, 62 per cent for B. 



Figure 2.1 

Cover Page 

Page Score 

Men 85.2o/o 

Women 81.5o/o 

Covers That Pull Readers 

NSIN 
griculturist 

AND FARMER 

Not every reader of an issue really looks at the cover. 
Some turn directly to the department they usually read. 
But an attractive cover can draw the attention of men and· 
women who might otherwise be non-readers. 

This Wisconsin Agriculturist cover did well with both 
men and women. It also built up an audience for the ar­
ticle on page 18 that was plugged by the cover and the cap­
tion. That article on Johnny and his reading habits scored 
59.5 Read Most with women. 

W isconsin Agriculturist, ~~ovember 5, 1955 
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* What limits com yi•ld$? * Lighting your living ,oom * How to b.lanc:• hog rations 

WMAn MAPPINING IN TM& toWA LH1$1.ATUII- PAU 16 

Close-up Does Better 

Figure 2.2 

Cover Split A 

Page Score 

Men 97o/o 

Women 91o/o 

In this cover split on Wallaces Farmer, both the close­
up A version and the long shot B version did well with both 
men and women. However, the close-up A picture not only 
scored higher with readers, but also had fewer non-readers 
among those exposed to the issue. 

This cover did an unusually good job in pulling women 
into the issue without scaring off men. Farm children in 
Adair (or Pocahontas) County, Iowa, appeal to farm men 
and women in Iowa. 
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Figure 2 .3 

Cover Split B 

Page Score 

Men 86o/o 

Women 81o/o 

llaoes ----
Farme:r 

]\_U)1-,f'\,10\ , ........ l!~k.-~h= 
;f !'IMU~ ~ro-"'""!>• ~t;j•+ J»~t * What Omih cotn yleclds? * l1g.htin9 your H'l1ilg room * How to ba;IJMe ho9 rati~u'IS 

Scores for A and B follow. Note that readership held up 
fa irly well down through the plugs at the bottom of the 
page. 

Men Women 
A B A B 

Any Page I 97% 86% 91 % 81 % 
Picture 95 85 89 90 
Caption 64 61 65 51 
Plugs 68 68 59 41 

W al/aces Farmer, February 4, 1961 
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NIW HID GU.IN IILL 
GET COllN P'LANTUl l.fADY 
HIE FARMS ON 60 ACHS 

The Headline Helped 

Figure 2.4 

Cover Split A 

Page Score 

Men 86o/o 

Women 85o/o 

Does it pay to use a strong head on the cover? In this 
Wisconsin split, the A version uses no head; the B version 
uses a head. This is the only difference. 

In cutting down the number of non-readers, the B cover 
(head) did much better than A with women and a little 
better with men. The readership scores also give an edge to 
B with men. 
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Figure 2.5 

Cover Split B 

Page Score 

Men 94o/o 

Women 83o/o 

,\pril 1:;. lNI 

rienlturist 

Young couple gets started in dairying 
NEW FHD GRAIN IIU.. 

Gff CORt,,i PU,HTtl IUDY 

HI FAllM.$ OH 60 A.CU$ 

The head in B also pulled up the score for the caption 
in B. Men's scores were 52 for the caption in A and 70 in B. 

The combination of picture, head and caption directed 
interest toward the article plugged. On page 10, this article 
showed a higher score in B for both men and women. 

Recd Some 

Men 
Women 

A 

52% 
24 

Wisconsin A griculturist, April 15, 1961 
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B 

64% 
33 



WAlLACIS' FARMER 
and Iowa HoDlestead Figure 2 .6 

Cover Page 

Page Score 

Keep it greased * Men 92o/o 
Soybeans -. Women 77o/o 
He,,. ......... • • II 

Timely Theme Pays Off 

Soybean harvesting reaches a peak in Iowa in early 
October. So a cover aimed at this timely theme scored well. 
A picture of a farmer greasing a combine (in Davis County, 
Iowa) scored 89 per cent for meh and 77 for women. 

· In general, this is the pa ttern that has paid off in cover 
!scores. Pick a timely theme, illustrate it with an Iowa (or 
Wisconsin) farmer doing something appropriate and use 
headline and caption to emphasize the topic. 

Wallaces Farmer, October 5, 1957 



3. 
Does a Second Color Help? 

DoEs IT PAY to use a second color (yellow, red, green, 
orange) on a layout for editorial matter or for adver­
tising? This question has been the subject of over 30 
splits. 

The answers tend to run in one direction. Most of 
the time, a second color - in Wallaces Farmer and Wis­
consin Agriculturist - doesn't do much to help reader­
ship. 

This conclusion has exasperated all of us in the 
office. \Ve like the looks of a second color. \Ve think 
readers should like it. Unfortunately, it appears as if 
they don't. We keep thinking we'll yet find a color 
combination that will do something substantial for 
readership. Perhaps we will eventually, but we haven't 
yet. 

It should be pointed out that this conclusion should 
be accepted only for farm audiences in Iowa and Wis­
consin and for our kind of publication. The fact is that 
a second color is no treat to our readers. Our papers 
are full of second colors - especially red. If fewer ads 
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used a second color, the ones that do use it might show 
up better. 

To detail all the color splits would take too much 
space. Following are some high points: 

White letters on red. This was used by Quaker Oats 
in Wisconsin Agriculturist (November 7, 1953, page 41) 
in the A version. B had the same head, but black letters 
on white, with a red line around the head (Figures 
3.7, 3.8). 

Women 

Head 
Sales Copy (Read Most) 

A (Reverse) 

23.3% 
12.9 

B (Black) 

52.0% 
31.0 

The reverse head (as in A above) has been tested 
by many researchers. Their conclusions, in general, 
agree with ours. 

Head in color. This split, probably because it is easy 
to handle, has been tried by us more than any other. 

Typical is the Nutrena ad in the Wisconsin Agricul­
turist (November 7, 1953, page 21). A put the head 
in red; B in black. 

Men 

Any This Ad 
Head 

A (Color) 

30.0% 
24.3 

B (Black) 

34.5% 
23.8 

This has been the usual expenence. There is no 
measurable gain through using a head in color. On 
some splits, it seemed that the black head scored a 
little better. 

Overprint. \\Te have used black letters on a red 
screen; black on a yellow screen or a yellow solid, etc. 
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We did not have much luck with this, but a few 
splits seemed to hold some hope. Here is one: 

Overprint (black on yellow) was tried in W allaces 
Farmer (March 1, 1947). The head, "Why Work Hard 
at Chores" was black on yellow for A and black on 
white for B. 

Any This Page 
Women . .. 

A (Color) 

86.0% 
33.7 

B (Black) 

80.0% 
19.7 

There is no difference for men, but with women, 
the difference is significant. Men, more interested in 
the article, were not impressed by the color. Women, 
not so much interested in the article, apparently re­
sponded to color. 

This same tendency has showed up in other splits. 
The readers who were less interested in the copy might 
be lured by color or some other layout gadget. Those 
more interested in the copy paid no attention. 

If we are trying for a dual purpose score (good 
with both men and women) and the article is aimed 
at men, color may help the women's score. If the article 
is aimed at women, color may help the men's score. 

Does this tentative rule work with ads? Once in a 
while. But the evidence is stronger for editorial copy. 

It makes a difference, of course, whether the over­
print is imposed on a solid color or a screen. We haven't 
had much luck with solids; there is a tendency to smear. 
\Vith red or green, the screen range has been from 40 
to 60. On the whole, 50 has been the best. With yellow, 
a heavy screen (70) has looked the best, though we 
have gone as low as 50. A 50 screen with yellow, hm,·-
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ever, tends to fade out. There have been no readership 
splits on the different screens. 

\'\That about an overprint of black on red? In the 
Wisconsin Agriculturist (November 3, 1951, page 9), 
a one-column, two-line head was overprinted in black 
on red in B; black on white in A. 

Men 

Read Some 
A 

41.1% 

B (Color) 

36.1% 

Unchanged copy on the same page gave the edge 
to B. 

A heavy red border around the head was used in 
Wisconsin Agriculturist (February 20, 1954, page 6) 
for A. The color was taken off for B. 

Men 

Any This Page . 
A (Color) 

93.3% 
B 

93.2% 

For a test split, this copy was too attractive. It was 
a dairy story and pulled almost all the readers. Color 
made no difference here. It might have made some dif­
ference if the article had dealt with sheep or hogs, less 
popular than cows in Wisconsin. 

Studies of 11 splits in Wallaces Farmer where color 
was used with ads were made by R. J. Pommrehn. This 
report deals with a variety of uses of color. None made 
any significant difference in the scores, except that in a 
few cases low scores for women on ads addressed to 
men were pulled up a little by color. (1) 

Cornell University reports an experiment in a some­
what different field. A sample of New York dairymen 
were sent a leaflet on early and late cut hay and silage. 



DOES A SECOND COLOR HELP? 47 

Half of the sample got this leaflet (an advance print 
from Successful Farming) in black and white; half, in 
four color. (2) 

Apparently the black and white had as much effect 
as the four color. The bulletin adds this caution: 

It must be recognized that the test article used in this study 
had a high degree of attraction for the dairyman, since it di­
rectly affected profit. Consequently it might be expected that it 
would be read regardless of whether it was presented in color 
or in black and white. Possibly color is more important for at­
tracting and holding attention among those for whom the item 
has less possibility of affecting profit. 

This matches the experience of Wallaces Farmer 
and Wisconsin Agriculturist. 

A yellow screen was tried out behind black type 
of "What's Ahead" in Wallaces Farmer (September 20, 
1958) . 

Men 

Read Some 
Read Most . 

A (Color) 

637c 
57 

B 

51% 
41 

This made black on yellow look hopeful. But two 
later splits with black charts on yellow showed no ad­
vantage. ·we are inclined to say that black type on a 
yellow screen probably has some advantages but that 
the point needs further testing. 

Red screen as background for department heads was 
tried out several times. The best showing was with 
"Country Air" Wallaces Farmer (September 20, 1958). 

Women 

Read Some 
A 

53o/,: 
B (Color) 

66% 
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This and similar tests indicate the possibility that 
this use of color in a department head on a spread with 
no other color may show good results. Further experi­
ments along this line are now being tried. 

We tried in Wallaces Farmer (October 5, 1957) a 
standard layout, black and white, in B; in A, art decora­
tions in red. The same copy was used- the same illustra­
tion and the same head. This was designed to answer 
questions about art work as well as color (Figures 3.9, 
3.10). 

Men Women 
A (Color) B A (Color) B 

Any This Page 75% 78% 53% 56% 
Picture 65 56 37 42 
Caption 57 61 28 42 
Head 66 70 33 43 
Copy Read Some. 63 73 39 49 

Read Most. 55 62 29 40 

In this case, as in all splits, we take a look at un­
changed copy on nearby pages. If there is a difference 
in A and B scores on unchanged copy, especially if this 
copy is on the same theme as the tested copy, we make 
allowance for this. In this case, unchanged copy on 
nearby pages had A scores running 5 to 10 percentage 
points higher than B. Allowing for this, the B copy, 
without color or decorations, seemed to be making a 
better showing than A. 

Possibly the article was too popular to make a good 
test. An article with a score of 40 Read Some would 

_ give more weight to the value of the color and art 
work. 

We were hopeful about a feed ad in Wisconsin Ag-
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riculturist (April 4, 1959). Here was functional color; 
the Duroc hog was entitled to be red. In A color was 
used on the picture, on the head and on the feed bag. 
Ad B ,ras black and white (Figures 3.1, 3.2). 

Men Women 
A (Color) B A (Color) B 

Any This Ad 32% 33'/4 14% 21% 
Picture 31 33 14 21 
Head 20 19 4 8 
Sales Copy 

Read Some 19 19 2 7 
Read Most 14 10 2 2 

Company name, etc. 19 16 6 6 

Color was skillfully used in this ad, but apparently 
made no difference in the response. 



Cut cash outlay for feed to 
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CUT YOUR FEED BILLS WITH MURPHY'S 

Red Color on a Red Hog 

Figure 3 . l 

Red 

A 

Any This Ad 

Men 32o/o 

Splashing color around on heads and decorations 
hadn't done too well. More hope was attached to 
"functional" use of color. This can mean a red color 
on a picture of farm machinery when that farm ma­
chine habitually uses red. Or it can mean a red color 
on a red Duroc hog. 

We tried a split with A showing the hog in color 
on a tinted background. 

B was black and white. 
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Figure 3.2 

Black 

B 

Any This Ad 

Men 33o/o 

Cut cash outlay for feed to 
only •6m1 per hog with Murphy1t 
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CUT VOUII P•■D ■ ILL■ WITH MURPHY'S 

Men's scores on the split follow . Women were less 
interested in hog feed. With both men and women, 
th~ color made no real difference: 

A lColor) B (Black) 

Any This Ad 32% 33% 
Picture . 31 33 
Head 20 33 
Sales Copy 
Read Some 19 19 
Read Most 14 IO 
Company Name 19 16 

Wisconsin Agriculturist , April 4, 1959 
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Using Color in Heads 

Figure 3.3 

Black 

A 

Any This Page 

Women 90o/o 

Repeated splits which use color heads against black have 
come out like the experiment on this page. The color does 
not seem to help or to hurt. 

Here are the women's scores: 

Head 
Read Some 
Read Most 
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A (Color) 

73% 
81 
69 

B (Black) 

77% 
86 
69 



Fig ure 3,4 

Red 

B 

Any This Pag e 

Women 91o/o 
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Men read very little on this page, but those who did 
read showed a preference for the black head (12 per cent 
to 4 per cent) . 

A few experiments using black type on a yellow back­
ground have given a slight edge to this combination as 
against black on white. 

The over-all lesson of many splits, however, is that a 
head in color makes little if any difference in readersh ip. 

W isconsin Agricu lturist, October 3, 1959 
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Figure 3.5 

Red 

A 

Any This Ad 

Men 44o/o 

Another Split on Head Color 

Farm men made up the principal audience in this split. 
As in similar experiments, the head in color seemed to do 
nothing for the page. 

Men's scores: 

Picture and Head 
Read Some 
Read Most . 
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A (Color) 

40% 
18 
8 

B (Black) 

48% 
20 
14 



Figure 3.6 

Black 

B 

Any This Ad 

48o/o 

12,712 lbs. of milk ... 
feed cost only $131.66 per cow 
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Women were less interested in the ad, and the difference 
between A and B was slight. (Any This Ad 23 per cent for 
A and 16 per cent for B.) 

Farmers who were milking 20 or more cows showed a 
slight preference for B (black). 

Wisconsin Agricu lturist, October J, 1959 
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Figure 3.7 

Red 

A 

Any This Ad 

QUAKER OATS ""'""""" \'!.f: "''"•' '1'~-- ••IAl.'1' Or" THI'. ccat'AU 

Women 37.2o/o 

Reverse on Red Loses Readers 

In this case, the use of a reverse head on red apparently 
lost readers. Scores by women follow: 

Picture 
Head 
Read Some 
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A (Color) 

37.2% 
23.3 
15.1 

B (Black) 

62.0% 
52.0 
35.0 



Figure 3.8 

Black 

B 

Any This Ad 

Women 64o/o 

uakerOats 
a'BumperC 

ylarmyc,un 

,_ ............. _,.,_. __ ,., -- ___ .__., __ 

QUAH:EB OJI.TS ........ ,.., ......... . 

The head in black (perhaps the red circle around it 
gets some credit) pulled up the unchanged part of the ad 
for women. Men had low scores with no difference between 
A and B. 

Women who had families of four or more gave B (black) 
a big Read Most vote (35.3 for Band 15.1 for A). The ad as 
a whole made a good showing with this important group of 
big families. 

Wisconsin Agricullu.rist, November 7, 1953 
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Do you say 

NO 
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Decorations and Color 

Figure 3. 9 

Red 

A 

Any This Page 

Men 75o/o 

Women 53o/o 

This was a combination split to see if some art work in 
color would help the article. Here are the principal scores 
for men: 

A (Cal or) B (Black) 

Picture 65% 56% 
Head 66 70 
Read Some 63 73 
Read Most 55 62 
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Women gave more of an edge to B. Read Some was 39 
per cent for A and 49 per cent for B. 

The editors liked A better. But the readers didn't agree. 
There was no real difference. 

Wal/aces Farmer, October 5, 1957 
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60 DOES A SECOND COLOR HELP? 

Where does this leave us on color? We are inclined to say: 

1. A head printed in color won't raise the readership score. 
2. A head in reverse (white letters on color background) 

will not raise the score and may actually lower it. 
3. A head using black overprint on color may work once 

in a while. 
4. Color on a department head, used on a spread without 

other color, may do some good. 

5. Decorative art work in color doesn't usually work. 
6. Functional color - red hog, orange farm machinery 

(actual color of machine) - doesn't seem to make any 
difference. 

7. An overprint of black type on yellow may do some good. 
8. Color may pull in a few readers who are indifferent to 

the theme of the copy. For instance, color on a farm 
machinery ad may attract a few more women, but it 
isn't likely to make any difference with men. 

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



4. 
What Kind of Illustration? 

IN THE EARLY DAYS of farm papers, the problem of illus­
tration was no problem at all. Hardly any photographs 
or drawings were used by the editors. Advertisers re­
lied on stiff drawings that often looked like bad wood 
cuts. 

There have been marked changes in the use of illus­
trations over the years. More cuts, bigger cuts and more 
local farm shots are used now. 

Take, for example, the third and fourth issues of 
March, 1930, Wallaces Farmer (March 15, 68 pages 
and March 22, 42 pages) . At that time, the paper came 
out every week. These issues can be contrasted with 
the second issue in March, 1960 (March 19, 104 pages). 

In 1930, we ran seven Iowa farm pictures, with a 
total area of 82.75 square inches or 11.82 square inches 
per cut. In 1960, we ran 22 Iowa farm pictures with a 
total of 369 square inches and an average of 16.8 square 
inches per cut. 

These figures do not include the cover. Neither do 
they include pictures that did not meet the test of being 
taken on Iowa farms. In 1930, for instance, there was 
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62 WHAT KIND OF ILLUSTRATION? 

a picture page of the editor's visit to Hungary. There 
were also unidentified pictures of livestock and crops. 

The most striking change probably is the use in 
1960 of one big illustration on a page article. In 1930 

-and earlier, several small cuts often would be strung 
'together. 

A check of the November, 1930 and November, 
1960 issues shows much the same results. 

"\Vhen we began readership testing, farm pictures 
were still enough of a novelty that almost any kind of 
photograph got attention. Today, the farm public is 
used to pictures. Many take Look and Life. Competi­
tion for attention is keener. A poor illustration isn't 
noticed as readily. 

What makes a good illustration for a state farm 
paper? One farm woman gave this clue, "The first 
thing I do is to look through the paper and see if I know 
anybody in the pictures." 

What she ·wants is a picture of somebody she can 
recognize. If she finds Cousin Jack Smith of Decatur 
County pictured in one photograph, she is pleased. If 
she has relatives in Calhoun County and sees a picture 
of some farmer, unknown to her, from that county she 
may say to herself, "He lives near Aunt -Martha's. She 
probably knows him." 

This local angle is pointed up by a question asked 
of a sample of Iowa readers by Starch in March, 1960. 
"Have you ever seen (in Wallaces Farmer) an article or 
a photograph about someone you know?" And 72.5 per 
cent said, "Yes." 

How •important is this local angle on photographs 
to advertisers? "\Ve have run tests in both Iowa and 
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\Visconsin to see whether readers respond better to a 
photograph of a home state farmer than to a photo­
graph of an outlander. 

One advertiser gives this answer, "If you have a 
testimonial and photograph of a farmer in Iowa, play 
up the address to the Iowa audience. If the photograph 
and testimonial belong to a farmer in Illinois, play 
down the address to an Iowa audience." 

Our splits indicate that a local address helps a little. 
But, the main thing is to have the person photographed 
doing something that makes sense in terms of the state 
where the ad appears. An Illinois hog farmer, shown 
with his herd of hogs, will do well in Iowa. But a wheat 
picture from South Dakota will not impress an Iowa 
audience. 

Another old rule still holds! Men look at pictures of 
men, and women look at pictures of women. 

This is one reason why we like family shots when 
we can find a reasonable pose. Fortunately, women are 
around the farm frequently, and it isn't too hard to 
find an excuse for getting a woman into a man's picture. 

How do we rank cartoons and drawings in editorial 
or advertising copy? Editorially, we use cartoons to slow 
up readers as they go through the book. But, we don't 
use cartoon treatment of illustrations of articles. The 
exception is the cartoon used on the editorial page of 
Wisconsin Agriculturist (Figure 4.12). This seems to 
have some value in pulling younger readers into the 
editorial page. . 

A few advertising splits using cartoons ver~us photo­
graphs indicate that farming is serious business. The 
photograph usually wins. 
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What about drawings? We have used sketches in­
stead of photographs in layouts of editorial copy and 
each time wished we hadn't. 

This is also true for ads. A photograph ordinarily 
outpulls a drawing. The one notable exception was a 
John Deere ad in Wallaces Farmer (September 30, 
1958). Here the drawing scored 47 for men against the 
photograph's 39. Note, however, that the drawing used 
heavy lines and came closer to the weight of a photo­
graph than the usual drawing. 

Another test of photograph versus drawing came 
in the Starch scores in the October 17, 1959 issue of 
Wallaces Farmer. Of three page hog feed ads, one used 
drawings of the two farmers whose experiences were 
quoted. The other two used the standard photograph 
of the farmer quoted. 

Drawing ad 
Photograph ad (I) . 

Photograph ad (B) . 

Noted, Men Read Most, Men 

20% 
36 
36 

4% 
10 
11 

Is one big picture better than several small ones? 
The answer is what you would expect. For example, a 
Certified Alfalfa Seed Council ad in W allaces Farmer 
(January 16, 1960) showed one big picture versus five 

small ones. For men, scores were 32 for the ad with 
the big picture against nine for the ad with the five 
small pictures. 

A slightly different approach was used on a cover 
in Wallaces Fmmer (March 1, 1947). We played up a 
picture of a farm family going to the movies and ac­
companied it with a small picture on a different theme. 
In the B version, we used four pictures of equal size. 
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The B version did not do as well as A. Men's page 
score for A was 76.1 and for B, 67.7. The principal 
lesson however was that neither cover did especially 
well. Probably if we had left out the small picture in 
A and concentrated on one photograph - it happened 
to be a good one - the cover would have made more 
impression. 

We tried a page layout illustrating the theme "How 
Iowa Farmers Vote" in Wallaces Farmer (November 4, 
1950) . Eight pictures were used - all about the same 
size - and not much text. The page score was 62.5 for 
men and 62 for women. It seemed clear that we would 
have done better to play up the most interesting 
photograph and to give the design a center. 

Should a feed company run a picture of its presi­
dent, or a picture of a hog eating its feed? Another pos­
sibility is to have the president on all fours eating the 
hog feed, but nobody yet has managed to get that kind 
of copy approved. It still happens that the ego of a 
company head (or the flattery of an agency) leads to 
the kind of copy where the principal illustration is a 
photo or drawing of President John K. Doe looking 
important. 

We had a good example of this some years ago. The 
score for the page ad was 18.6 for men, which estab­
lished some kind of record. This same company, using 
more rational copy in 1959, pulled 42 per cent for men 
on a page ad. 

Does the composition of a picture help reader re­
sponse? It probably does, but we have done little 
testing. One inadvertent test came in Wallaces Farmer 
(November 19, 1960). The cover split showed different 
arrangements of the same picture (Figures 4.6, 4.7). 
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In A was a close-up of a farmer in the hog lot, with 
hogs also prominent. In B was a close-up of hogs, with 
the farmer in background. Since the A arrangement 
was the conventional one, we wanted to see whether 
a shift away from the farmer toward the livestock 
would help. 

Results were ambiguous. On the non-reader basis, 
B was better; that is, it attracted more readers. On score 
by readers, there was a little difference but A got the 
edge. 

Professor Rodney Fox of the Department of Tech­
nical Journalism at Iowa State University at Ames 
commented: 

The hogs were played up about the same in both pictures. 
The play given the man was the only real variable. 

There may be one factor you didn't consider. In A, the man 
and the hogs compete for attention. The resulting tension is 
somewhat unpleasant. 

In B, the man has been subordinated to the hogs. The re­
sulting effect is not disturbing - in short, I think B has more 
pleasing composition. 

It would be interesting to know how readers would have 
reacted had the man dominated the picture in A with the hogs 
subordinated to a weak background position function. And it 
would be interesting to know how the readers would have re­
acted had the hogs dominated the picture with the man even 
more subordinated than he is in B. 

And it would be interesting to know how a non-farm aud­
ience with only the most casual interest in hogs might react. 

I would have expected A to make a better showing than it 
did because I'm so deeply convinced of the interest of people 
in people. Can it be that composition is a quite important factor 
even in news type pictures? (I) 

Editors at times mutilate a big cut. by overprinting 
a head, cutting out a chunk to permit use of a caption, 
etc. 

Advertisers fall into the same trap. In W allaces 
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Farmer (November 3, 1951) Moorman ran a page ad 
on hog feed. In the B version, the picture filled the 
page, but a big area in the middle of the lower center 
of the cut was cut out and copy inserted. In the A ver­
sion, an unmutilated three-column cut was used with 
sales copy running in the fourth column. 

The A picture outscored the B picture with men 
54 to 41. The page as a whole (Any This Ad) scored 
59 for A, 42 for B. 

The advertiser threw away some of the benefits of 
this good start, however, by putting the sales copy 
column on the left instead of next to the gutter and 
by using type that was too small on the sales copy. As 
a result, the Read Most scores of A and B were almost 
even. (2) 

What value are thumbnail cuts? Wal/aces Farmer 
(November 21, 1959) ran a two-column article on corn, 
with no illustrations, against the same article illustrated 
by thumbnails of four farmers quoted in the article 
(Figures 4.8, 4.9) . Men scored like this: 

Any Page 
Read Most . 

No cuts 

65% 
54 

4 cuts 

82% 
72 

This outcome wasn't difficult to predict. A tougher 
problem in the same issue dealt with a two-column 
article which started on the left-hand page, had one two­
column cut and ran over in a column on the right-hand 
page. 

It did not help to add a thumbnail to the left-hand 
page which already had an illustration. But, the thumb­
nail on the runover against no cut at all on the runover 
apparently helped women's readership. 
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The monotony of the standard two-column layout 
probably needs relief. We tried one way by getting 
more depth on the cut. In A, it was four inches deep; 
in B, six inches. There was no other change. This ex­
periment in Wallaces Farmer (January 16, 1960) indi­
cated a modest gain for the deeper cut (Men 60 A, 
72 B). 

Wisconsin experiments on whether to put the head 
above or below the two-column cut at the top of page 
also may be related to monotony. The head above the 
two-column cut did better than the head below. Since 
most of the articles used the second style, this may be a 
tribute to change. 

On page copy, we got a somewhat different response. 
Here the conventional style of ads and editorial matter 
is to put a big cut at the top of the page. Yet an ad in 
Wallaces Farmer (September 20, 1958) gave a better 
score to copy at the top of page and cut at the bottom 
than to the reverse layout. 

Another attempt to break the monotony of the 
standard two-column article was to set copy in 10-
point, 22 picas wide, instead of two columns of 9-point 
each 12 picas wide. Only a slight gain for the IO-point 
was indicated. Yet we suspect that the change of pace 
may have made the book as a whole look more attrac­
tive. 

"Cook's Corner," with recipes, always scores high 
and therefore probably needs no help. Yet we tried in 
Wisconsin Agriculturist (November 7, 1953) an Aver­
sion with illustrations set into the recipes; B was all 
type. There was no difference in score. 

For a two-column cut, should the print be trimmed 
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down to the principal figures or should a good deal of 
background be permitted? Splits on this came out as 
one would expect. The picture cut down to the essen­
tials always won. A cut 24 picas wide is too small to 
permit much background. The same thing is more em­
phatically true of a 12 pica cut. 

Does "What's Ahead" (the economic outlook de­
partment) need help from an illustration? Wallaces 
Farmer (January 16, 1960) found that adding the il­
lustration made no difference. Wisconsin Agriculturist, 
in earlier tests, found the illustration helped and 
changed layout accordingly. 

For outside comment, note the following from the 
Research Department, Curtis Publishing Company. (3) 

"Whenever possible, it is better to use photographs 
rather than sketches to illustrate an article. 

"Art-work illustrations seem most successful in at­
tracting readers when they are clear and realistic, as 
nearly photographic in quality as possible. 

"While cartoons as separate features are immensely 
popular, using them to illustrate a piece seems to re­
sult in lower readership than the use of the conven­
tional photographic treatment does." 

* * * 
Our own summary (we agree with the Curtis statement 
above) might add these points: 

I. Use pictures of farm men and farm women in working 
clothes occupied in farm or household chores. (Getting 
women to act as subjects without prettying up as if for a 
trip to town is a hazard for the photographer.) 

2. A big picture is worth three small ones. 

3. Every picture used should be identified - "This is John 

~ 
I 
I 
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Smith who farms 200 acres in Blank County, Iowa. He 
thinks hog prices are going down." Put the caption 
under the cut. 

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

5. Never line up the officers of an organization in a row 
and take their pictures. Such photographs bring low 
scores. 

6. Take three or four times as many good pictures as can 
possibly be used in the paper. Then sort for the best. 
(4) 



Figure 4.1 

Page Score 

Men 86o/o 

Women 57o/o 

Wi.:,cot+•'Jc-.,,, t.,1·bM'~it-.'TJ,,­
,.,._.,a,,t,,,,,,_,t.kld,m,i,.~ 

-sl>\" ... •v<>:#c'"""'~.41<;1r~..-,1 
*"'--.. !:,,<L_ Im•·• be ,.,,,-_., _,_ ~ i,,._i.,,,,,~ 

M- a. PM"* ""itht ,~,... <<> ~ IIM! 
~At,;q, ..... "1,o>w .. t>"P•«.-wr;,El 
~"1,Ml.,.mr<I'"""~~ 
w11t ... ,,..~j>ill-1<W.,_ 
n,:.~ 111#.l t«- not ,,.,,!'<ii•~ 

~!ltJ,., 1'>>'0>'.J<,$:of---~""'" 
--~flt'"'"-'l«<tfl>l!<ltlU..lffi<P 

..... • ffll<>J ~~ t~~ - tl',<W """°"'M. 
llab "IW'!W/>,Ut l.dt<'it,:,S,,W_., 
...... l>'t"'¾~n,.~l,M--.tfm>--· 'f..~t-M~,>\;"l~~Jl«.w 
~~Wfl""l.\a,r<►:lt..\lltl-if.W 
~ttt""®1W,.\l .. .,,_,t'lf«<,,t,"-"<j. 
.c-,w-l«Mu'MW~11~ 
~"'!"1""'41 

Wizw ~ .;,""' t,,,o,~"(: ..... ~ qr., 1¥W 
- $n-•• Im~~ >t W~• Ix,... 
.... wtiHk-..,....,.f<oM A~~~O.., 
~,...:..-, .. ~1,11:;~t~W..,_ __,...,.,.,,,...¥\<W-

}'.)!~m ... """"""'Mtu"';!Wf>Ml>t 
a,.,-i,.,w~n.,.r•l\'!wt.>M$t+, 
--~""' .;,t-',,,>-{J>~•«'>l<>tl>,, 
Dr«<,,rr• 
A<.\.•O<'--~ ,,_<4 

...,,..,.,w.,~-11.ll>< ·,._.,_~ ;,,,w,s,"" 
wn,, .. ,.. ... i<#. i,:,...,1o,i .. ,,,. 

W'""'·>I> :-·;,\tm11~>»·!<'ct.-.c!}l<>,,,_, I, .,. _,,,.__«-•: -rl..,-• n 
... ,>;;._.,\' .;, ,.,,_,af\;u,I ~--- I" 

,,,,,.., •. ~.½ .. •·='- ·""'''' 
1hal•, "'1 <«•f ,._..,,,, '<"! 
j>ii«' ,J;,&1:· ~ -,.-.»,M 1v: -,_, ,t, 
..tr< 1>,,11" 1't.,..,a:•--,•I' 

How Farm People Vote 

(/l'.tt,,:;.w,.i..,~i<l-•l<•.,..1!bot~-«t,:..­
..,.........., IB<•<t l<l'li:,:c,;< j><<>H, ~ )>l.>~>1 
~lll 'fflk> l<l!C ti,,,,,,-.,._ A,1.;1¼ U- µ,,;.-. 
_,:,.·!!,_M~«.<><-e,_ 

r1~lib,,M~MM<M1~"<l 
•'i«<;-,J-..-1!1.pWO,._'nu.oa. 
~ii;,,w..... , .. ~,;,,.-,',; '"' .. 
~'""'.--til ,y°"'.,.,B-~"Jll•""•f"l•~a. 
IWq:\hol ,_.,,m.,Mt~k\..-..so, 
1,;,. ~ _. i.:· n ~ I> t-:-/>r+~~ 
ou..m,,~,,,.11~ 

'""'"" ',..,,,J«""'l"'..,.,m~M•Mrr... 
~\¥\'<-».-ttM>!l ... ,iw,~,.,,,_,i.~ 
M""¼l""i:$-~~,,,,,.~:.J<ffl;t,,, 

vt-""'""" l.'l,1i,.,,,1>fl:rl"4f.,,..,_0wn,,,.,.,., 
--~¥4~"'3!:"'•S<~IN>M<O::~'.; 
"'-'-~ 'th,,, _,., m1<1, "W'hx~ ~~,. 
...; .i,, ,i.. ;,,,«t !"-'\> d r-,, rr.,~, «<­
-•'root..,......_, .. _.,_ 
:;,·~-... : ... , ... 

1t,_-. .... .,..,. .... ....._.,t,r 
f\;~---~-111-, .. ..., ...... i••· .,__.,., ........ ,- ..... ... 

Before every election, Wal/aces Farmer and Wisconsin 
Agriculturist sample rural-farm townships and interview 
farm people. This page scored well because: 

I. The theme was timely, and the election was only a few 
days away. 

2. One big picture dominated the page. 
3. Black head and black box on yellow background drew 

some eyes. 

This survey, incidentally, indica ted that Eisenhower 
would get 53 per cent of the farm vote in Wisconsin. In 

-the actual tally; he got 55 per cent. 

W isconsin Agriculturist, November 3, J9j6 
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Figure 4.2 

Page Split A 

Page Score 

Men 47o/o 

Women 42o/o 

Photograph Outscores Drawing 
The sketch in B pulled down the over-all page score 

with both men and women. Other experiments show the 
same results. A photograph almost always outpulls a draw­
ing. 

But notice something else. Moving the sales copy in B to 
the upper left, where the eye is apt to look first , made up for 
the damage done by the sketch. 
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Figure 4 .3 

Page Split B 

Page Score 

Men 28o/o 

Women 16o/o 

Langworthy, Jowa. 
Purirn>,/t'l/drr 

Galen 
Helgens 
produces pork 
for fCJ!! per cwt. 

·····································•,l'■•rl',I'. 

Sales Copy, Read Some 

Men 
Women 

A 

11% 
5 

B 

14% 
3 

Would it pay to put the copy in the upper left, as in B, 
and use a photograph (as in A) elsewhere on the page? 

Wallaces Farmer, January 16, 1960 
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S REMARKAIILII 
EFFICACY 

ke-tt~11- tlt~ b i1t rf;tuwa why 
BO\"J'Tl\TN"'·- U., ""kl~ 
oinu:twtti trom lt~cl!;-lt IA 
• tlUlo by H11elt! 11:-e.c•Th•'l 
BOV*TRtN cMU!ln, a 4t'U' 
it,<M'.t Umt• m<tt'<'I ~-~ ._ 
4imifltY i>1,g1'Nlfr# • in- otld 
mfflflfftf,i tm"1'ffid~ 

BOVlTfHX ~p~;,~Ng tHl{'fi!fH 
tkro1{i1~Mi f lk.1° udJ,.,. IJ!t f(du,. 
t»9 ~dJn (11,#.flm1>1ttii:i1t, ,:ff~ 
ftt•r an1fi>foU<' ~ffb.iµ is ~NI. 
B(Wltl.'f,\ t'-tldlt(;l}/i. lc'l<fl 1trlP' 
«mlifi,<.f,,,v,«u.tit>11fl'IMn1•UttN 
... 4dj.~ :Uilhu, q-u«.f•Ta$ fi(wk to 
fl4/ tn«<tuetk"ttt [G.15fff, 

Yu.,.it'a ti'::~ ►~luMHtY a.t 
l:lOVlt'KIN t hat hij)iHt carry 
thl!iW 1wwt-1tftil ,rntH>i.Qtiu i::o 
e\=1mr1;,n»Wt1t~.kt-\;'!1Hqfectk,o! 

,.HicUlln -hiirh!y "'rt~-GU:1• 
.Mt.aliH-<t Hw ◊1,r,miimt1 whkh 
!lrti n)"µ,,:m$cih¾ for .tJ> t◊ .00% 
»J <xtt~Jrellh, 

,. 
N•omydn -w{)rk" tn,,i>tttr◊1 
pi.th<•J:!t!lii wrna!?t r¢.i;,,ho~~ t<> 
O!b titi'. 11li\)intil,'t1. 

flOVITRIN is %1~s,fa .. a,ie, itmt 
«:»m<il\l<' d, Y<>it c:w h•lf $ Cn,. 
tlng!t•-,h~ :u!:-,.~ foJlndt.ully, 
Ql' tn tl:>t ,m, u~y"4,.<tv4t11t:'.H tnc1,k.. 

Cow Versus Test Tube 

Figure 4-4 

Split Page A 

Ad Score 

Men 20o/o 

Women 7o/o 

The cow won. And the superiority for B helped other 
parts of the ad: 

Head 
Picture 
Sales Copy 
Read Some 
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A 

15% 
17 

11 

Men 
B 

28% 
33 

26 



Figure 4.5 

Split Page B 

Ad Score 

Men 32o/o 

Women 7o/o 

let 3 antibiotics attack mastitis. IIOVITIM---•----,,_ _____ .., __ _ 
Ncid\~ifeu....,,,._,iwlt,il~,_., 
'l'lllit', flY ,-ln> ..... 11~ 1;, ........ 
-""""9Di.hlpN!lhl,MtJM,,~111#4~­
~W1l:M!blillft"-w«ktbl!d-.etl~ 
.. , .. u..--~aaa:lb~ 
Hain ......... ...... .... ...._ 
o..-W,,4.i'lhlwli:~UMllldlhl:t ·-~--'-~ ...... ~~.,~ ..,.....,.,........,..,~ 
. ........ r.-~.r-...u.... .... . 
,_._~._. ..... ~ ....... 1 .... ...._....,._ __ 
.._ ...... c....., 
N.....,.u..,..,_.ni•••'bol&wr,.~,­_..., .... tM*._°' ......... --~ 

1;,.nt-rnopn,tnt, u~. mrllflilll -i~ at:r~ 
thenllt.nol/'ft'41td:m;QN«ff-1.1-•fN.t«M'tDlf 
iii oontroUiti,: ~t...«"'- tka lt0¥iiilUf IUfffl'I 
i>OMMP"f, ».Rk a Co.. IM.. ~ I Dh>Wff. 
ltiilswq,N.J, 
c .................... ... 
llnvmntbaq.ib.Wot.wMN\'ff~IIMJUi..,.,.,. 
>ktf&N!Mki.in50m.~~\!IIMLIJc111,tt11W 
a.ikfmJt""'lw(N'riwl~~)Mdl.al 
ta.mr,utu.,:ao,'lftl,.. 

,_.,.,,,_It::-:::::::-....... 
Oat ,w ti,f, !wlJ'AS,, • .,- ·"""""" • - ,-. 

!i'"f'..::!.::!·::::.:.6::.-~t!:':C: 
• ,....._ftfl ,....,_, $;UA8f'lll#.,_,.., ,.'"""',,.... .. ~ 

BOVITRIN"•Asnns o,,rmr ----.,,__, 

... 

Of farmers who were having trouble with mast1t1s in 
their herds, 41.2 per cent Read Some of the B copy. Of those 
with NO trouble with mastitis, only 11.1 per cent Read 
Some of the A copy. 

Of farmers with big herds (30 cows and up), 21.4 per 
cent Read Some of the B copy. Only 5.3 per cent had Read 
Some of the A copy. 

Full details on this split appear in Chapter I 6, pages 
223-27. 

Wisconsin Agriculturist, October J, 1959 
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Corn programs to help hogs 
\Vll \l ".1 ,0 <>f ....... Vf~f·"· "'' l'H',1! 

th., • 1oll11,,.-.. 1'11t11k~ l'oU Ol"<l-~d '"'""'' 
~~ (,,r 1.h"# d, . ., .. , Jnu;,,., l',Jlh•~ <',( I~, .. .,.., 
•'<>tO•h·,f••'"Sl(Ull\>V),11e,•ft'<"•tt<>,..ll4,ftl'>M'li 
l'!l«l1<if«Jlou fo<rn, 

'&fuil tfo•>tb,«-f,;,..,.,-.-,,.<si.ttEf '4hl<'ht.,,1, 
j,,•l~- .,,., u.W .-1,, <'IM•I t,r,, l•ug J>ri«-. t rot 
;r.,.,,.,. l)pfofo•t~- )\WI! 'p jj~ 1ri, (A) 

#tt- Uilslun: 

,_ Y01Mlf ._, flt•, Kii, nfftiM 

·••.aj•11taUac•HMi,te:.U1tt 
t11 .... .,1., •• N • tutley f a,a 

Man Versus Hogs 

Figure 4.6 

Cover Split A. 

Page Score 

Men 97o/o 

Women 86o/o 

Sometimes farmers who are hog raisers are more inter­
ested in hogs than in people. But here we found a slight 
edge for the cover that played up the farmer. What would 
have happened if we had played up a hog in Band had left 
the farmer out of the photograph? .,, 

Read Some scores on sales copy also gave A (man) the 
advantage: 

Men 
Women 
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A 

80% 
43 

B 

73% 
36 



Figure 4.7 

Cover Split B 

Page Score 

Men 90o/o 

Women 75o/o 

Wallaces•om,,,,.,, ... 

Farmer 

Corn programs to help hogs 
\Vll-'1 kl'\ltott•>t'>ljJt)•!l"l'lti,r .. r l'Xil't n,., >&>:0.Uifo""' ,.. .. .,,...,., P,-U ...,l..fo,,! f,nu,, 
'l'I"', fot 1li.,fr ,Ww,. Juu!A,F l'<>IUu14 ~t lfu."mV­
,,_,~,..l_,~ l•,"'11 {11,!,r,.,., ), 1-'f":'-t, r.. 11«~u,,1,.,,,~,u 
:oo,t • ,1,,H:,r u. ... ,. 

... 6.1 duoib,-, (~,..,..-.-., .. 011 ~hi<-h Nifj• 
p~roil,>'l"••UIJ,l«mn•lf,.,r,j,,.;z'JWK'<>+'f n,f 
f•~ •tji~l.m,;., hlrn h, I"'#;, ft,_ (ii) 

htUiitiun: 

1.a,111 ,,..._, by .,._ .-w, rlfftf­

t.wa I.at• lft. ~•llff& tiulMt 
, .... ~tfvit,f" •• ,. t.rl!:•y -f.llffl{ 

B has one claim to superiority. There were fewer non­
readers in the B group than in the A group. Perhaps the 
hog picture had some value here in converting possible 
non-readers into readers. 

Both A and B scores were good. You can't lose in an 
Iowa farm paper by putting hogs on the cover - with or 
without a farmer. 

Wal/aces Farmer, November 19, 1960 
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Fig ure 4.8 

A 

No Cuts 

Read Most 

Men 54o/o 

Thumbnails Help 

What happens to readership 
when you add thumbnail cuts 

to a two-column story? The 
A version, in this split, 

used the standard text but 
with no illustrations. 

The B version, on the next 
page, inserts 
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This com crop 
is a problem! 

w_.,_ __ _ 
io,_.,....,,.,_ 

lllii,-....W~-~-"·-• ..... -_...,_,llitltlkffl11-lli!Ull!a 
u.,fi<M,'111!1tua1,..-,,, 
"""1,-•ftllll""11 
1'0\1'' Jn Ul« eti.b inl;, be ~n,f-.1 
l~.mueh~-l~~#fe. 
ly; 

TM-i'ald,>A1-W~tbef-ttul:t~ 
bU~ aa m tht! .stllt«i durl_ng tbt 
l><it .,..;t l>f>dJ<>!)F tr .. fbl 
c.om PiclJ:ln;: t6 a fil:audt'ElilJ 

llU ~t• reat :a:~. ·fJ>hu g,:13,1t< 
t-'11,l -tmot.mt 1't .cotU 1UJI ~nit,­
illJI ~~- loNtuxl ift MiUttMl.'milti:tn 
lt:ld ~v:l~~lr.itl J(l.W-1\ 

<'-ffW"'1 ... "11t-ll><"'l<­
~Ol&iwt-teonitl:l'r1tt. 
.ht ft.W 1-• will «o ap 
M:W it _,,~-ttf-0..- ~ 
~Jlti,141 ... _..,.o,1:.,.., ..... 

W- t}Wfe :fotlu wtm: h~,m ¢1.l'ffl 
$1~nliing: m tJlt nt1<1, tbQ 

Sn::m! tolki: did jull!i: tlm op> 
})@(il~ '('i' tbt Van Burttt oount,v 
.ltool:.... They dN<idoo to _gt,· al1ebii 
•M V:kk itnd irore tb* ('Ofl) e:;ct>n 
too tut bi,rti mm11:hlre <'tlnre\t 
~e 1t fiSk_f, They -·~ to 
gc<t it (JU( M tlre ,fl,d.4, 

Warm w~u~-c ln late fall. 
&iuld mun 11:pu-it.a.¢tt,-~ dm.v 
etf to tbe mw_n t:ribbr,ft too we:t 
wlJI P.()ll~e iwit 11:prltt,g. whE!n Jt 
lt1UW5,:'(lllt, 

ki<-".Mril Sdt!f. Ad1df tPtiht)', 
fl)W<L l&t:lffi tbi!;: pN)hl~m. lru~ 
heff Mt Wiltnrnt 1 ii:*l,1i¼n, 

mt Uw mm#t1r~ dvt-li'D't d~ 

flWffti>«- '4flb • Uvli!lmd. 
~lffil( lut:tt- 1t$$ ~t a. 
probl~m. !Ug:h !A~h.hH•t 
tttM inlt'.$'c t'.-l"ttll~t ff'Nt; 
~1td ~a ht um! r1w thi It 
tlu·rt ,._ a i,lg«-lli ofll:~ie 

pr''™!lll, 

l'bttt '"'~ ,mt 16ffl6 ..,,,. ... ...i-
™""""lfl!M-

,,,. __ _ __ ,..,_ ·~-.. -.. c.,. iiffff1w~-. 
:POl'ff1 ft'Jk Ill.._..~ 
1• ,JU"~ptt••-•t ... , ........ ,..,. __ 
,.._.._ 



This corn cr{)p 
is a problem! 

A lol of corn h 11till 1laltdllf8; 
and ,ome may •poll in U.111 crib 

\ v~~:!~~1.~!~: ~:::! 
th,j$: rtttr-bu:t ·. b11tv.esti11M \he 
bumJ'K'l' rnw Ii i dlrttt-t~t liltoq<, 

AOOul )'ja1f tlm ""rr. It sUU ln 
thti !ield That ,~-~ th~ wt11;1~ 
MO.t}, ihu--1>1>m1? u! the rnrn 
now ;r, 1he crib may ~ c~rrring 
ll',-0 MU('h l'l',A)-iUUN: to- t:t◊t~ ~(1!-

1.• 
Thi? oobl w1>1:-we.a.1ru.,. lt-.9t I~~ 

ti.irtl!" !,)fl UI the- ~la\.e dm·1r.g trlt­
!;?,;f numth pr~ctieisiJy brouv_l'tf, 
n,rr.. fHc>king tl} a 141tn1huU 

n::m.ng ~hi;'· U'(::l'.)fld wtt.k 1n 
Xtl\-~mWr. mdy 45 ~~1)t v:t 
H1~ 1:wn .:.t:n$ h;id MN1 ~r­
H~t~ l'bh <.-vmv,tr·m, with ~oont 
00 l)<:'f«'fft& Jit;:i.::• u~n Ttw grl'M­
,.,.1 it:-nm.;nt ◊r -wrfi $Ull: .n~ r.ll­
HtJl l&J.lt"{f ln ~.:,utb•)'~tem 
.\:Dd s<.tl<tiH·t:ntr.d li,w,a 

('M'tlj!'lly, r..« 
nn~ hat ¼·t~l­
brn tb1s. Wf't 
.f.(!cJ'I); nff y('L 
But fotld los~i, 

.,; wiJJ go up "lift"'' 
m.'rn<tr€'1JftM 
~imb(.g.in!lit.Q 
loi.hre- and ~ mp ..,,._ 

St'{!!)' I det<itlN~ 
~i, L~- UJ~ faa ta le-l my CQ¥11 

!',;Uf.d iJt th~ ft&d \<1:iW )t ,11H 

f<HX1 Ph¢ or,:• nyi one )'oung 
f::umcr in V.a.n ll11r('n ('('lOl'.llY, 
tt>!l(U 'Now r'tri not :So llin:-e that 
I •bi I fa~ right thlr..g,'' 

'flw p:;-r,td¢n:5- tu'Pl-'t bmltt<l 
t<! UtU&!ir folks. w!il) bave ep't'.tl 
$'t1Uu.l.ini,t in the field . Ulo, 

MIDI! folk.lo did julllt lbe llP,, 
~lfe t>f lbt Van Ourtl'.i cuunly 
(n.j:il): 1·.hey dechied to l?Q alldd 
amt pkk and ,st':J1;e thr corn t"~ 
tho th\l" hii.>h mod.iurr- ronti;nt 
mad-t d rltu.r. They wanted tn 
g,-1 i1 out cl' -th,t tMd, 

w.,nn w~.;atbn i11 bl-I- r11u 
¢4Ultl Nlf:'lUl ~jmlla~e, M◄>ft 
i,tang,~r •~ U~t -totu cribbed 
lmi W<!l- wllJ Ulllt nt:d 
1;,da,, wh◄" tt It ltun,s l)llL 

Rid::.anl ~Mey, Adllf ~unty; 
1(.>w:i; f.u::l!!ls Ufr$ prohkm J-1:\.\t 
M ao.;~ 1,a.,,I! i.. ;S<>.!utro11 li~1::.rNf 
~It lf !t'» Mtmxi, 

·n lhi' mOl$· 
1.-U ti• dnNml 
drop u, a 11Uf!< 
l!<"\-'i!I during 
the wtntet, I'll 
,$'.MU ttie eo ... n 
-amt dry lt. ~rtl• 
:tlcllilly."'' he 
,i-l:fl, "'l de. 
t!idOO thtt h.a¥-­
i1:1g lht' ('()ttl in 

thi" t'riJ) \\let better than waiting 
too king for $001.~ d&:t!nl field 
dr)ing w<,adtrr." 

Parme.rlf wjtb a Uv◄:ti~k opu.­
a1k,n t..ave t~ or a. prol>!em, 
Uitb nw~tUfl!!; dn'.n. ~11;:~a fl'.• 
telle1'l fotidf tn1d tan bee ul>l!<I fur 

(fl) 

tl'.00 if ~ Q, .a tbnat of llipO.JI .. 
.fl:"' :pnoomt, 

Nft4 Fu~nJ, CHt cwnt,, 
ltlWII~ ~d ·imn, Otu,rli,f, ~ve 
llfl(lthet , qption llvaila~ .81 
1,pr nr, thes11 htvt! u.«t up • 
}(:ll af lhe Jood now In lhr.ir la r--. 
Uihi s.ifo, 

"'lf tlffl. oo.:m un't 4l'.Y fflf>U!t .. 
11€.\t .,print, W(' un i:t.heJI :uut 
sf().t"e ii in too JIU)," o:f)ltil»' 
t"tig_l,Mng:_ 

"l)ryers cwttr U1e ,t..te may 
j(t!~ II &O-<id 
'i"(.ll'k•-1.lUI lht'.'!i 
bJJ an:d !lt<~t 
sprtll'g_" tatl!I­
Po1t,,,. li111J ex~ 
lfmsi<•n agnt~t­
tlJ.fAl t!l').l{ilU'lf 

.it ki~• State 
Uni \'tt'liity, 
«Th('t-f' it.tM 

Hull (:l( cum t<ri~'d 
that t.eJ>t.<1; we-It (l<,~r :W pi!l'l'i'nt 
mmatore:• 

;~'iha,t it%ut $Ndif!J (.'()fl)i 
1'.ht;~ I~ plt<t.itf cif H'(M\ fut 

-wt>,1/f :m r.et U:11! mo~i.b,:ri, 1tal}t1• 
..lfils. 'f-il VI ti «:Ol'i!tnmenl llJfln-, 
lire maidmtnn tt>ll¾i.t 11\ tlwr­
unrn u-J tm.ling lncitiJI<:': !'{1)-vt'J'I)> 
hr-r thru l'1etwu.iry 20'i fltretml-; 
M .. rt>h, 19 µe.n::enl: ,\pr.U, 17\.i: 
pc--r«:r.l; :May, 15¼ prr('ent 

If wr-n n-c:red• tkM 
llittl&sy JI ua'f .be- •e.tM at 
tbiat tbrw, ll♦WM'tr, 1t , .. 
~ rtk&ttd lll II la'tl' QUI, 

C'(lt:'l;I: !$1:!ldt.'4 Oil Iii l)Urdm• 
jg'.rt-emt'!:nt an. fost 'UP W. 23 t)ler+ 
cien~ This cu.rn won't lJe calkd 
for until l~t~ ne-~t ,um~r, bow-
1,M:ir. an4 tome a:rtif'M.>l.al dryja* 
may be MCf$MfY tu Pfi!\ltffl 
.1))1:,lliS:1!-~ 

"1 J<~,-~ a l(,)t ot '\'H\Ut.1tun. ht 
my erlb- tb11t wm help a I '"' 
io,·1(1 d,t<f.{ug Wl~lber t})jjf '4.in• 

Wr.'' $3ft Hu---
1>ld W-ll i~, r:.;~a~ ('~,~:¾ 
rum °"'ub't ht! 
llry t'n()OJttl for 
ii ~•>Vl'"ffllJteDt 
Wl.11 lh1s f11tf •~ 

lUue11t hi 
r1111nJu~ ~ 

\-~ft Ztt hfo<t ttJ1ed1..le 
r,n (!lhe:r erop,:, too Tlu•rf ltt 
l!iU!l oomti t1t-ld• IJ( ;:ro,vbe.am. »lid 
1;:r,altt Jl}p;t,~ni iu.JJ.ding in ~~ 

"'¼. 
The ~l'l(tnM .. ~t!rup, 

t~bt Mntf totM <wlU.0-t 
t•ftCli. st.on'" •..«. '°"• 
C'•rJ1.ll eTtr1•~ tit• 
,..,,. ma.. "' ,._ '"'"' 
):n ._. pt" tll:••tat t1tnN'• 

larn.,. 1111d la \U&t pUt!t OIi 

tM er•••· 
If , .. , 
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Figure 4. 9 

8 

Thumbnails 

Read Most 

Men 72o/o 

fo ur thumbnail cuts of 
men mentioned in the article. 

Results of the split, for men, 
fo llow: 

Read Some 
Read Most 

(No cuts) 
A 

63 % 
54 

(Thumbnai l) 
B 

82% 
72 

( Wal/aces Farmer, Nov. 21, 19_59) 



Ben and Jkrnard Zit,ke's 
Puri"1u1•fed herd make~ ... 

491,698 lbs. milk 
from 40 cows!! 

Square Cut Versus Cutout 

Figure 4.10 

Split Page A 

Page Score 

Men 61o/o 

Women 26o/o 

Does it pay to cut away background on a photograph 
and play up the central figure? 

But what is the central figure? Would it be better to play 
up a cow instead of the farmer? 

While the picture in A outscored the cutout in B, the 
sales copy in B pulled up a little ahead of A. 

Sales Copy 
Read Some. 
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A 

24% 

Men 
B 

27% 



Ikn and Ikraard Zinke'• Purina-fed /u,rd >/Ulketl •• • 

491,698 lbs. milk from 40 cows!! 
Figure 4. 11 

~~~~i~ ~ 

Split Page B 

Page Score 

Women 18o/o 

What kind of farmers read A and B? This may be more 
important than the total score. 

Farmers with 30 cows and up: 

Read Some Sales Copy 
A 

31.6% 
B 

14.3% 

Farmers who sold Grade A milk gave A a Read Some 
score twice as good (42.4 per cent to 20.8 per cent) as B. 

Wisconsin Agricu lturist, October J, 1959 
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Editor's Viewpoint 

Figure 4.12 

Split Page A 

Cartoon Score 

Men 46o/o 

Cartoon Versus Photo 

Photographs usually outscore cartoons on our papers, 
but not on the editorial page of Wisconsin Agriculturist . 
The cartoon shown above in A outpulled a B page in which 
a photograph was used in place of the cartoon. 

Did the higher score for the cartoon pull up readership 
on the editorials? Editorials near the cartoon scored 5-10 
points higher than the same editorials on the page with 
the photograph. Short items at the bottom of the page (far­
thest from the cartoon) showed less difference. 
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Figure 4.13 

_ Split Page B 

Photograph Score 

Men 27o/o 

Women 24o/o 

A 1•1:'~""'!: 
'lftt 11,i .. ,_.,.. 

,. .. u ... -... ._. 
A.Ml:ill-'t""'"­
.i11 .. 

..,._,_ - .... .,..,,11( "•·"••-Ir-_,.,,,.,, • 
........... t ..... ,., ............ ,., .. ....., __ ., .... 
ll.a.,. •• , ••,M·--••,1,,.•1 Pol ii""""t""" ...,_"'1 

••• _,..,...., ... ,._ ~--- .i ........ , .. -.t... , ..... _ ... ,, .. .,._. i•-
•-.::...,,..,, .. 111,,r.,..._.~......., t.,1111 •·•...- "'TnnSt-;,, .. mo,"",,,_•~-•~<v-,..,.,~,.,..1;1<m> 

-.-ill:"'' ~.................. ~--... •-~-

C'-s,,iw W..-'-t Pou ""'l' GOOIII 
,~,,,. am, ndt s.i .. 

The main value of the cartoon was in its appeal to 
younger readers and particularly to younger men. 

Cartoon 
Photograph 

Men 21-34 years 
75% 
24 

An earlier split showed a similar advantage for the 
editorial page cartoon with younger readers. 

Wisconsin Agriculturist, April 4, 1959 
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-- ----- -- -- -- -- --
Harry E. Walsh cartoon. By perm1ss10n from How To Write Columns, by Olin Hinkle 
and John Henry, ® 1952, Iowa State University Press. 



5. 
Page Position and Readership 

How CAI\' AN EDITOR be sure that he is holding readers 
throughout the magazine, from the front cover to the 
back? One way, of course, is to check readership sur­
veys and see what the page scores are on each page. 
This is not a final answer, however, because the appeal 
of different articles and advertisements will vary. 

Suppose that an attractive full page article on a 
subject of interest to the reader (possibly hogs in Iowa, 
dairying in Wisconsin) appears on page 13. The page 
scores 81 per cent for men. On page 79, there is a two­
column article on sheep (not so important) with no 
illustration. It scores 30 per cent for men. Does this 
prove that readership in the back of the book is low? 
No, because a sheep article would score low with Iowa 
and Wisconsin readers in any position. A hog or dairy 
article would score high. 

To find out whether the edtiorial matter is pulling 
readers through the book from front to back, use the 
split run. Print Article 1 on page 17 for half the run 
and see that it reaches half the sample of farm people 
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interviewed. Then shift Article 1 to page 66 for the 
second half of the run. Get a readership score for Article 
1 in each position. 

In the same issue, print Article 2 on page 66 for 
half the run. Then shift to page 17. Get a score for 
Article 2 in each position. 

If all the interviewers were to start from the front 
of the book, reader fatigue will almost automatically 
give the copy on page 17 a better score than the copy 
on page 66. \Vhat we do, therefore, in all readership 
surveys, is to start half the respondents in the middle 
of the book, go through to the last page, come back to 
page one and go through to the middle. The other half 
of the respondents are taken straight from page one 
to the last page. This device presumably equalizes 
reader fatigue. Unless this device were used, we couldn't 
learn much from the tests described in this chapter. 

Our first test in transposing articles was in W allaces 
Farmer (November 5, 1949). \Ve switched two-column 
articles on page 12 and page 27. In each case, the article 
suffered when moved to page 27. 

This test was repeated November 4, 1950. This time 
the shift was from page 12 to page 50 in a 64-page issue. 
\Ve found we lost readership in the shift from page 12 
to page 50. (1) 

Faced by this evidence of weakness in the back of 
the book, the editors began to make changes. ,\fore and 
stronger copy was used in the back of the book. Two 
popular departments were given a permanent position 
on the inside back cover and the facing page. 

\Ve checked again in Wallaces Farmer (March 19, 
i 955) . This time we switched picture pages - one on 
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page I 7 and one on 81 in an issue of I 00 pages. This 
time page 81 lost a little but not more than the expected 
experimental error. 

On October 1, 1955, a similar split was tried out in 
an 80-page issue. Two articles - each two columns in 
length - were transposed. Their titles were "Apply 
Nitrogen in Fall" and "Fertilizer Helps Stop Erosion." 

Following are Read Most scores for men. The sam­
ple had 68 men and 100 women in A; 100 men and 
100 women in B. 

Page 18 
Page 66 

"Apply nitrogen" 
No. Per cent 

28 
25 

41.2% 
36.8 

"Fertilizer helps" 
No. Per cent 

47 
51 

47% 
51 

Scores for women - much smaller - showed about 
the same variation. 

In the 92-page March 16, 1957 issue (Wallaces 
Farmer) a similar split was tried. Again two articles -
each two columns in length - were transposed. Each 
dealt with some aspect of cattle feeding. 

Read Most scores for men on the two articles fol­
low. The sample has 100 men and 100 women in A: 
the same in B. Since the sub-sample in each case is 100. 
the number and the percentage are the same. 

Page 26 
Page 70 

Feeder cattle 
Per cent 

46% 
. 48 

Economy supplement 
Per cent 

41% 
44 

Later surveys were designed to see if these gains had 
been held. For instance, in the January 16, 1960 issue 
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(Wallaces Farmer) a corn silage article was run on page 
18 in the A section and on page 60 in the B section. 
The "Service Bureau" was run on page 60 in A and on 
page 18 in B. Read Most scores for men are: 

Page 18 
Page 60 

Corn silage 
Per cent 

29% 
. 34 

Service Bureau 
Per cent 

51% 
44 

A shift from page 24 to page 71 showed similar re­
sults. Read Most scores for men follow: 

Page 24 
Page 71 

Good rations 
Per cent 

17% 
. 21 

Farrowing house 
Per cent 

47% 
41 

Women had lower scores on these articles which 
were aimed primarily at men. The pattern of response 
was the same, however. 

All of these reports, except the picture page split 
in 1955, dealt with two-column articles. Wisconsin Ag­
riculturist (April 2, 1960) tried a shift with page arti­
cles. 

Here are the scores for the two pages. The switch 
was from page nine to page 74. The article was "How 
Thick Should You Plant Corn?" 

Any This Page 
Read Some 
Read Most . . 
Picture and caption 

Men 
Page 9 Page 74 

66% 59% 
64 51 
44 36 
52 47 

Women 
Page 9 Page 7 4 

24% 21% 
12 11 
11 6 
22 18 
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There is a slight edge for page nine, especially with 
the Read Most score for men. The other differences 
are minor. 

Here are the results of another article, "The Farm­
er's Job in Civil Defense:" 

Men Women 
Page 9 Page 74 Page 9 Page 74 

Any This Page 53% 52% 39% 50% 
Read Some 44 51 38 49 
Read Most. 32 32 31 33 
Maps and captions 41 41 24 39 

This comes out even, except that page 74 has the 
edge with women. This has happened in other splits. 
Apparently some women start to read with the home­
making department and go on through to the back. 
This sometimes gives a stronger women's score in the 
back of the book than one might expect. The best spot 
for dual purpose ads or editorial matter may be in the 
area in back of the homemaking department. 

If scores for both pages are combined, we get the 
following: 

Any This Page 
Read Some 
Read Most 
Picture (maps) and 

Men 
Page 9 Page 74 

59.9% 55.5% 
54.0 51.0 
38.0 34.0 

captions . 46.5 44.0 

Women 
Page 9 Page 74 

31.5% 35.5% 
25.0 30.0 
21 19.5 

23 28.5 

These combined scores make it clear that there is 
no significant difference between the two positions so 
far as reader interest is concerned. 
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The custom on Wisconsin Agriculturist and Wal­
laces Farmer has been to run tests like this every year 
to see whether readers are reading all the way through 
the magazine. These results are of great interest to ad­
vertisers. A good ad on page 80 presumably would have 
just as good a chance for readership as one in the front 
of the book. 
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Page 18 Versus Page 60 

Figure 5.1 

Read Most 

Men 

Page 18, 
29o/o 

Page 60, 
34o/o 

To see whether readership stays high all the way through 
the issue, articles are switched from front to back. In this 
case, the corn silage article ran on page 18 in the A version 
and on page 60 in the B version. Read Most scores are given 
above. 

Page 60 (in an issue of 76 pages) is as good a position 
as page 18. 

Wal/aces Farmer, Novem ber 21, 1959 
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Page 9 Versus Page 7 4 

Figure 5.2 

Corn Page 

Page Scores 

Page 9 

Men 66o/o 

Women 24o/o 

Page 74 

Men 59o/o 

Women 21o/o 

This is another example of transposing pages in order to 
measure the flow of readership through the issue. In this 
case, the corn article appeared on page 9 of the A section 
and on page 74 of the B section. The defense article was on 
page 9 of the B section and on page 74 of the A section. 
This issue had a total of 84 pages. 

Differences are not significant except in the case of wo-
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The Farmer's Job in Civil Defense 

Figure 5.3 

Defense Page 

Page Scores 

Page 9 

Men 53o/o 

Women 39o/o 

Page 74 

Men 52o/o 

Women 50o/o 

TARGET AREA 

. Sh:AriA,-,,11~ ,.,..,. 
'"" ._ .. ,.i "'"~"I"' ::;::;; :::; 
•M---k•-. ....,..._i.m ... , 

.......__ ............... ,. _,".._~ ............ .. 

.,.;e-. 
i••,_.w,Jl 
·•=--=• ---,--i,,1,111· .. 

-- .... ,Ir ,..,. ......... _ 
Ii\ ... ,.,.,.;, •;••••• .,.1;..,_fll'I ___ ,,.,: ... ... 

, ........ ,.,,\1 ....... -·· .. .. ..,,,__.,,r.,,,.., • .-, -_,,,.._ ..,;.,,,. ,.._ 
- .. •i1;t-... ... ""1 ... ,., ... ,i111, ._..,.,..,.,._..,.:l•ll•IOl•t,""f , .... ,, •-•'04 .... ,_ .. .._ _ , • ...... ,, .. 
FALLOUT ZONfS 

men who gave the edge to page 74 on the defense article. 
Some women apparently start reading with the "Home" 
department, then go on to the back and swing around to 
the front of the issue again. For this reason, an article just 
following "Home" may do a little better with women than 
one in the front of the paper. 

Repeated tests of this kind serve to check on the ability 
of the editor to keep subscribers reading from page 1 to 
the back cover. 

Wisconsin Agriculturist, April 2, 1960 
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Figure 5.4 

Read Most 

Men 

Page 71 
21o/o 

Page 24 

17o/o 

Page 24 Versus 

Page 71 

This is another test of the 
kind described in Chapter 5. 
Good Rations ran on page 24 in 
the A version of the split and on 
page 71 in the B version. An 
article on farrowing houses (not 
shown) was also transposed. 

Adding up scores on each 
article in each position, we get a 
Read Most score of 31 per cent 
for men on page 71 and a Read 
Most of 32 per cent on page 24. 
In other words, an article would 
apparently do as well on page 71 
as on page 24. This issue had a 
total of 88 pages. 

Wal/aces Farmer, Jan11ary 16, 1960 

Good ration can 
boost milk output 

• Good rouslwip t•ts most -pliasis 
• Feed 1rain accordi■s to prodactioll 
• lalance ration with sood protein 

1~~~1i~t~~~~:it::/:: 
thio~--·•the lnbent.f.d abi1ity of 
)'i>llf COW!j t-O ('QUV~11 feed in\o 
millt, lt;d ~h<i (11.1ality and quan­
tity t,f that feed, 

1'tifa as11umea you're -a1re11dy 
uro, hltng :ood tu,?rd 1rrnnag~ 
ll:lCUt. 

Tbere'&, notbin.i; you <'.ilt1 do 
, tight l)uw about th* inhetHiince. 
M «.rwa. .i!'I y1)ut m:tk:ing tine. 
Uul yo11. t«n make iut-e ihey in~ 
gi\'t'r1 !UH Oi'pl)ttunitf to yield 
• pmfi.tal;lfo a.mt,unt of milk, 

UX:1lt al i t thlii w.uy-.W$ jtui1t 
iiJ h:id to l)vl:'deed: a p<!t)r C!lw 
:ia it 111 lo be ~:lingy with ~ gooQ. 
producer, 

JO\fa Sltit; f!df'llflh:1 11. 
da.ir.7•11 Bob ftntbam 4!-t• 
plainf "9Wy tb~ ft,t<d w, 
o"er after •If other ntt4i, 
att. aM!'t on bi'! used by thi!'c 
C(tW t• ))r~iace m11k.'' 

Urukdeedatg a bCU·'Y pro, 
dueer may .not immediately 
ihow up in Jowtred 1>roduct.lon.. 
A t'OW will tem1,orarily rob her 
bc:Kly of food m1uer:laU to pro­
duce nuUc 1'ut E<ventuaUy, milk 
outpul aurtm. 

Thi> fowa State folk.I 1nigge1!t 
.. A(~ <:OW$ adeq\Ja:1.-<!ly rc,d may 
'be- llU)ro prOHt,bJe.. thU\ any ad• 
ditional nu.in.bet> U1itl. m~L be 
r£•Jtrk:lt'd to make feed ,wail• 
able fo.r lhe entire herd.'" 

Wbattire OOi.1sy'& requ1.remcnts 
befOTe lhe !e-ed ,he e.i ls can be 
utt::d !or milk production? 

• Body maiatcn.antt ls Ute 
big QOt!', 

An ast-rnge ltt..lldeh) n~ "20 
poumlf 1>f hay iOr hr,.)' equtv, 
alentl dady juat tq keep beuelt 
iili\'tt In bet fNt\l two.third• 
to thr(,<e•.t:ourtb11 M tile fQUJi:haft 
a cOW c;.ti is uud tor maJnlen­
ance im1y, 

• Tht d~veloplnf frilllt W 
tmotfH'lr impqrtant. \J!'Wt o! 
~sy\s ration. 

A oow earri,es. • (lilt during 
most flf ber bdati<lll;, She bu 
to ·•,har•" ber ntlott with thi& 
unborn. c•lt bt'-fore- tthe can u.e 
lt W prodijc. milk, This ,upport 
l.i especl,i)Jy bt,\.V}" durlnf Ute 
tater 1tagM of P~•IM:J' when 
tbe. ff'tu.s maw Jt. lft<llt .rapid 
growth.. 

• A ddNI oa&Ut tor ree, ... 
trlent.ilal<,r,:ro...-tb.. 

A boiler, talvinl at 2,1 to ,. 
monlhl of -a:e, .lbould CMtlnue 
io &NW !or anotbff lWO 1ftl'I 
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QI ao1n& to be vital for biah Uf• 
tt.me pt'OdudJt,n. So be nre your 
tet'din, ad.Ju41.i for ll. 
Wbtr♦ do yOll start! s-t ad♦ 

.,.k:o ii to fotd Ube.rally but aot 
Wll!ltefulty, 

C"'""'9ri<•- .... hl7 
fOW ebupo,t - Cl( 1111.lri-

en.t.s. So 1mmlng rougt.u11ge ton• 
•urn1,lion JbtHdd pay off, And 
remember, tbe mcn-e ~ge 
a row ca 1:$, the more there ls 
;va11able for mU.k production. 

fine-ham ,u.gge;C., '1'~ 
btott:ea 2:tt aad :s, poapdf 
of hay or U:r ~lliYalt:kt 
any , .. to It Jbt. of CfW• 
,uage} for eae• 1,"9 powad 
e.• in tltf: hen(." 
•·•~1.Wding thtM l)r Cour ti.mu 

~r d~. N1tller t1uin just once, 
will tx,on 1;onsumpti-011, •- he 
add$. 

Renwmbtr it ta.k~ only llt,out 
20 p1>u11d11 of good quliitf lq• 
wne hlly t-0 ~li:!ly ttUaintenan<-11' 
r~uirtin,tnt:$ rJf a 1,400-J><Hmd 
tow, huJ 10 pt-sxluce 50 poonda 
<lt 4 pettt:.nt milk. r~qYi«?fflMll 
jumi, il.pf)roximawly like lh)i: 
e.nN·gy, a tbnt'!I u mtu:h; pn,. 
tein, 4 times :ii m11eb; pQ 
phortHtS, 5 Umtll .u mu1;b; and 
a.lcium. 6 limes :ii mutlL 

J."'1tty to 80 pounds of bar 
wouJd mi:« tbeu demand$, But 
a cow ean't tit Wt rouch. Htt 
11lomach jatt Isn't llllrge. eMilgh. 
U!ay J)(l:Jk!ting tn•Y &()On re01ov• 
t11l1 ph)"Jic•I borrietl-

Hcr~·• .,,.-h.ert your b(>me-gt<tWll 
graina; and purcbUed suppto-. 
m.ents !ill the g;.p, 

<;JWaaee yot11r p-abl ah:· 
l&re a«or4iaJ to ON ••al­
lty of tile rou,..._ f011 
Ctff,'' a.d"l•H Fiatlua. 
1'1'.hfft., ffd tl1lt grabl M!• 

cotdhtJl &o lhe pruflK'OOil of 
cub. ww!' 
.fi'<U' ex.;i:nple, with ioocl qual­

ity r<>u:Shaie, a cl w J)(Odud,og 
3:5 puundt ol f- pe~nt mUk 
ntMi. :about a PQUnd$ ol con• 
centrate l~. Feeding: medJum 
quality bay boo$t5 thl$ amotn:1l 
t.o u potlndi. 

M.'.lny dairymen use tlti.s ruJt­
o! thumb: Cood IJ,uaHty hfiy, J 
lb. griin ~ 4. Jt>J. mnk pro­
duted~ medium <tu•Uty ha.y, l 
lb. ar.1in per 3 ii:-. m.11.k; poor 
qualJty ba)', l lb. gr;lil:a per 2\; 
lbl, nulk. 

How about prot.eiti? With top 
quality hi.:,, ted llbei:aUr, addi• 
tloa cd" 1our grain a1oM will 
IUlk• a tt.lanCK ·nt,100. Don"t. 
OYW rate )'Ollr bl)', Uto--GnJ.i' 
le-'1, IUIK'tll'ed, lel'ltne fonp "* top qulJ,ty. If..,, ....... _ ... ,.,,_ 
ity, JOU 1-hoeld add sotne. pro­

t,lo - lo lM ,nia. 
A U lo 19 ......... dl..,Uble pNIOlo-•.....-..for -........... 

VlteimJnt and mW:rall att im­
portant. LOO. Be cerlaia )'OUl' 

...,,.,.~ ...... lly­
p1 ...... 11q_ gwo m. AAd. 
alwa,, ltave pleatf ot INN 
water available. 

Jaeaal'J' U. ttll 



6. 
Heads That Pull in Readers 

"\VE FOUND OUT EARLY that subject matter was more im­
portant than layout, style, illustrations or anything else. 
If an editor could guess what readers would be excited 
about at the time the paper hit the mail box and could 
deal with that subject, the readership score would be 
high. -

On a head, then, the first thing is to make sure that 
it indicates what the copy is about. This sounds easier 
than it is. For one thing, it means using terms that are 
well-known. 

One horrible example came in the Starch survey 
of Wallaces Farmer (October 15, 1960.) The poll 
article dealt with methods of getting cropland out of 
production, but the head played up the technical term 
"cross-compliance." One result was that the Read Most 
score for men was only 26 per cent, one of the lowest 
ever scored on a poll story. 

This was an error in editorial judgment. I had 
thought "cross-compliance" had been talked about 
enough so that farmers knew what it was. I was wrong. 
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If the article is about hogs, get the word "hog" _in 
the head. If it is about fertilizer, say "fertilizer." The 
label has value. 

You want more than a label, of course. One stock 
head that always registers is "What Price for Hogs 
Next Fall?" For a human interest story, there is a 
wider range. "What Happened to Mary Jones" was the 
head of an article tracing graduates of a rural high 
school. 

An early head about retired farmers said "To Town, 
to California or to Heaven." This off-beat head prob­
ably did better than a label "Retired Farmers," but we 
didn't try a split on it. There is danger in trying to be 
too bright and original at the cost of making the reader 
guess as to what you are talking about. 

In the early years of the poll, we didn't score heads 
by themselves. We figured that if the Read Some score 
was good, that proved the head was all right. Since then, 
we have tried scoring heads from time to time and find 
once in a while that a good scoring head is not neces­
sarily followed_ by a good score on the following copy. 
The important thing still is whether the head pulls the 
reader into the article. If only the head is read, it isn't 
much good even if it does seem to score high. 

Actually I have some doubts about the accuracy of 
these head scores. It is harder for a respondent to re­
member noticing a head than to remember actually 
reading some of an article. 

Should the head use a question or a command? 
A double split was tried out in Wisconsin Agricul­

turist (November 2, 1957). Heads were as follows 
(Figure 6.1) : 
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A- "New Concentrates Will Sell More Milk" 

B - "Will New Concentrates Sell More Milk?" 

A- "Will New Hormones Change Crops?" 

B - "New Hormone Could Change Crops" 

Combining the two splits for Read Some, the state-
ment got 52 per cent with men and the question 48.5. 
Young men readers especially seemed to prefer the 
statement to the question. Women leaned slightly 
toward the question. 

In Wallaces Farmer (November 5, 1949) the fol-
lowing heads were tested: 

"Don't Plan Too Many Spring Pigs" 

"Are You Planning More Pigs?" 

Here the statement scored higher than the question. 
Apparently the readers were looking for advice, and the 
positive statement had more appeal. 

One thing we are more sure of is this: Don't limit 
the size of your audience by your head. In W allaces 
Farmer (March 4, 1944) a head, "Dairy Association 
Hears Report" scored 20.8 Read Some for men. "Re­
ports Fight on Oleo" or its equivalent might have done 
better. 

Similar disadvantages come from putting the name 
of a country in a head, from using "4-H" in a head or 
the label of any minority group. Farm Bureau, because 
of its large membership, can be used in Iowa. 

Minority groups should not be ignored. We are en­
titled to use a 4-H story occasionally, a sheep story, even 
a bee-keeper's story. But the scores are bound to be 
low. 
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If there is any way to handle the head or copy to 
get the majority interested in the minority theme, use 
it. "These Boys Build Beef Herds" is better than "4-H 
Boys Build Beef Herds." On the first, you'll get the 4-H 
readers and some others. On the second, your audience 
may be limited to 4-H'ers. 

Do decks (sub-titles) help a head? We have been 
using two lines of 18-point Badoni and have run a num­
ber of splits to see whether this addition or others to a 
36-point or 42-point head increased readership. 

Here is one typical split from W allaces Farmer 
(January 18, 1948): 

A - Head: "More Profit From Early Beef Calves" 
(No deck) 

B - Same head as A plus deck: "Early Calves Make 
Better Use of Pasture; Weigh More at Market 
Time" 

Men had 57 per cent Read Some for A and 49 per 
cent for B. 

Another split in same issue on the same subject was: 

A - Head: "Soil Insect Control" 
Deck: "Deep Placement of Starter Fertilizer 
Calls for Shift in Soil Insecticide Application" 

B - Same head, no deck 

On this A had 56 per cent for Read Some for men 
and the same for B. Combining scores, 52.5 Read Some 
for men on head. and deck; 56.5 for head without deck. 

Apparently this kind of deck did no good. Similar 
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tests on other types of decks indicated the same answer. 
Apparently the standard two-column head does well by 
itself. 

Some experiments with lead-ins - a short line leads 
into the head - indicate this way of supplementing the 
head may have some value. 

In Wisconsin Agriculturist (February 18, 1956) we 
tried a lead-in to a one-line head "When Does It Pay To 
Add More Land" as against conventional two-line 
head and two-line deck. Read Some for men was 75 
per cent for the lead-in and 65 per cent for the regular 
head. 

Although the differences are not significant, the 
edge is certainly toward the lead-in. 

A two-line head was run against a one-line head in 
Wallaces Farmer (November 21, 1959). The one line 
did a little better, 27 to 22 for Read Some with men; 
57 to 49 with women. 

Another test of heads came in Wallaces Farmer 
(January 18, 1959). A used the head "Collect Divi­
dends with Farm Records" and B "Need a Fulltime 
Secretary Soon?" No change in type was made. 

Read Some favored A with men (52 to 43); women 
favored B (32 to 26) . Perhaps "secretary" pulled the 
women 1n. 

Advertisers have experimented with head splits. 
Starcross Alfalfa in Wallaces Farmer (January 17, 
1959) , ran a big head on the left-hand page of a split 
in A and switched the head to the right-hand page in 
B. The head scored better on the left-hand page (40 to 
27 for men) and Read Some on copy was also strong 
(23 to 10) . 
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Allied Chemical tried a split on heads in W allaces 
Farmer (March l 7, 1956), as follows: 

A - "Crops Make Money with Arcadian" 

B - "I Like Arcadian 12-12-12" 

There was no significant difference, except for a 
slight edge to A (Read Some, men 22 to 19). Other 
splits indicate that "profits," "make money" etc. may 
sometimes be good labels for ads. 

Another test of headlines was made in Wisconsin 
Agriculturist (April 5, 1958) with a fertilizer ad. Here 
the competition was between "Get 74 Bushel Increase 
from 'Tired' Cornland" and the head "Plow Down 
Nitrogen for Corn? Sure" (Figures 6.3, 6.4) . 

On this, the second head came out better, with a 
score of 33 per cent against 23.2. The stronger headline 
pulled up copy scores. The Read Some score on sales 
rnpy was 24 for the "plow down" head and 15.9 for 
"74 bushel increase." 

Why did farmers apparently prefer the second head? 
One guess is that the first head claimed too much. A 74 
bushel increase may have simply looked too big. A Wis­
consin farmer who averaged 50 bushels might add the 
74 to 50, whistle and say, "It can't be done." 

The second head, incidentally, scored where it 
counted, among larger corn growers and among those 
who said they used nitrogen on corn. 

Wisconsin Agriculturist, working with Herman Fel­
stenhausen of the Department of Agricultural Journa­
lism, University of Wisconsin, checked the influence of 
using the profit motive in the head. In the issue of April 
2, 1960, in eight splits, one head played up profits and 
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the other head workmanship, interest in conservation 
or some other non-profit motive (Figure 6.4). Here are 
two examples. The scores are the percentage of men 
readers of the issue who read some or most of the 
article: 

Build Corn Profit 

With Weed Killers 

46% 

Build Better Herd 

With DHIA Testing 

54% 

vs. 

VS 

Keep Corn Clean 

With Weed Killers 

52% 

Boost Herd Income 

With DHIA Testing 

46% 

When all the results were considered, Felstenhausen 
concluded, "The results showed no preference for one 
motivation headline over another." (I) 

You can put "dollars" in the headline, but it may 
not work. Heads stressing conservation, the pleasure 
of doing a good job or other motives may get just as 
good a response. 

It seems plain that a good deal more work should be 
done with heads. In case after case, we find instances 
where a good head has pulled up a mediocre story; a 
poor head has lowered the score on a good story. 

* * * 
What should a good head have? 

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

2. The old two-line deck doesn't seem to have much value. 
Try more lead-ins. 
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3. Put a label on the story. Is it about hogs, or dairy cat­
tle, or fertilizer, or what? Sometimes this can be handled 
as a Tead-in. 

4. After labelling the story, try· to get some color into the 
rest of the head. Quotes can have value. 

5. Perhaps it would pay to have the writer of an article 
submit four or five heads. Let the desk try to work up 
a few more. Sort for the best. 

6. Don't use words that the reader can't understand. Tech­
nical language, in ads or editorial copy, will not get 
across. 

7. If you want to attract a minority group- tobacco grow­
ers, honey producers, maple sugar makers - a head so 
labelled is useful in pulling in these particular folks. 
But it may repel the rest of your audience. Playing to 
minorities makes sense at times, ,but know what you are 
likely to gain and what yo~ are likely to lose. 



Figure 6.1 

Question Head 

Read Some 

Men 53o/o 

Women 16o/o 

Question vs. 
Statement 

The only change in the arti­
cles reprinted here is the shift 
from question to statement in 
the head. A second split on 
" Keeping Corn Clean" also 
showed little difference in re­
sponse to the two kinds of heads. 

An earlier split on "Planning 
More Spring Pigs" gave the edge 
to the statement in preference 
to the question. Sometimes folks 
want positive advice. 

lVisconsin Agriculturist, November 2, 1957 

Statement Head 

Read Some 

Men 50o/o 

Women 14o/o 
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Gets 74 Bushel Increase 
from "Tired" Cornland 
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Figure 6.2 

Split Page A 

Page Score 

Men 32.9o/o 

Women 21.6o/o 

Strong Head Helped This Ad 

Only one change was made in this split. The head in A 
read "Gets 70 Bushel Increase from 'Tired' Cornland." 
The head in B read "Plow-Down Nitrogen For Corn? 
Sure!" 

The B head had the higher score and pulled up the rest 
of the B ad with it. 

Head 
Sales Copy 
Read Some 
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A 

20.7% 

15.9 

Men 

B 

33% 

24 



Figure 6,3 

Split Page B 

Page Score 

Men 49o/o 

Women 26o/o 

Plow-Down Nitrogen 
For Corn? Sure! 

....-..._w.,.Jjll;-.....1.,......_.,,...,..., .. ,..._..,. 

..,__,,.,,,,, __ ,-._ ........... ~w. 
_,.....,_,Obol,i,,...HNt#lJ♦ lw,,..,.~ 

Farmers who used nitrogen on corn gave B the advan­
tage. 

Men 

Any This Ad 

A 
B. 

Use nitrogen on corn 

22.7% 
34.0 

Don't use 

25.0% 
30.0 

Farmers with larger corn acreages also preferred B - as 
did farmers who generally used some kind of commercial 
fertilizer. 

Why did the B head win? One possibifoy is that A 

/ 
claimed too much. A farmer, who habitually got 50 bushels 
of corn to the acre, might be dubious about the possibility 
of increasing the yield 70 bushels, up to a total of 120 
bushels. 

Wisconsin Agriculturist, April 5, 1958 
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Figure 6.4 

Heads 

Read Some 

"Corn clean" 

Men 52o/o 

Profit 

vs. Workmanship 

Does it increase readership 
to put dollars in the head -
such as, "Build Corn Profit with 
Weed Killers" instead of "Keep 
Corn Clean with Weed Killers" 
or "Boost Herd Income" instead 
of "Build Better Herd." 

Farmers don't always respond 
to the profit theme. A series of 
splits found that putting "dol­
lars" or 
was not 
scores. 

"profit" 
a sure 

in the head 
way to high 

Wisconsin Agriculturist, April 2, 1960 

Read Some 

"Corn profit" 

Men 4.6o/o 
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7. 
More Experiments in Readership 

WHAT Goon has this testing done the two papers? If 
you put readership scores on a long chart, you find a 
lot of zig-zags but no impressive gains over the years. 
Like another famous character, by ru~ning as fast as 
we could, we have managed to stay in the same place. 

For a brief illustration, look at the readership scores 
for Wallaces Farmer in March 9, 1940 and January 16, 
1960. 

How many non-readers then and now? 

1940 
1960 

Men Women 

23%, 
18 

20.7% 
24.5 

A look at the 20 year report on non-readers indicates 
a little change. Allow for bad weather, rush seasons, etc., 
and you come out in about the same place. 

[ l 07] 
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What about readership scores? Another small sample 
shows. 

Lead editorial 

1940 "Sell More Lard" 
1960 "What Do Price 

Supports Do" . 

Read Most - Men 

53.3% 

54.5 

"Country Air," for women, in 1960 scored within a 
few points of the 1940 figure. Copy on hogs ran a little 
higher in 1960. 

If you look at the long chart, it seems that the war 
period brought an increase in readership. It brought 
more important news on farm programs, ceilings, etc. 
There was also less chance to get away from home on 
account of gas rationing. 

Crises bring more readership. We don't know what 
the AAA period in the 'thirties would have scored 
since we didn't survey then. A guess is that scores 
would have been high. When everything is going 
smoothly, readership drops. When there is an early 
frost, a drop in the price of hogs or a new farm pro­
gram, readership picks up. 

It should be remembered that since 1940, television 
has come into its own. Farmers are getting more maga­
zines. The competition for attention is greater. Perhaps 
it is something for a farm paper to have held its own. 

We guess that reading habits have changed even 
though scores have not. Today, for instance, we are 
fairly sure that a good many readers pick up the paper 
for a few minutes, lay it down, then pick it up again 
later. The ideal reader who settles down in his chair 
and reads the paper for two hours is getting scarcer. 

Actually we have no early figures on this, because we 
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didn't start asking this question until a few years ago. 
But in Wallaces Farmer (October 18, 1958), Starch 
found this: 

Less than one-half hour 
One-half hour to less than I hour 
One hour 
One to less than 2 . 
Two to less than 3 . 
Three hours or more 
Not stated . . . . 

19.5% 
26.0 
19.5 
15.0 
14.0 
5.5 
0.5 

Another change probably has come in what is called 
"reading days." If you pick up the paper to read it on 
Monday, that's one day; if you repeat on Tuesday, that 
gives you two days, etc. We have checked this and find 
the average is close to three reading days. 

If you look at a 1940 issue, you may be inclined to 
say that 1960 issues look more readable. For one thing, 
type is larger. 

When we began our surveys in Iowa we were using 
8-point Bodoni on a 9-point slug for narrow measure 
copy- 12½ picas - and IO-point on a 12-point slug for 
full page, 17 pica columns. 

We have stayed by 10 on 12 for the full page copy 
or for any place where we can use a wide line - 17 to 
22 picas. On narrow measure, however, we have moved 
up to 9 on 11. 

The face has changed. In Iowa we shifted from 
Bodoni to Paragon for body type, but found it a little 
weak. A heavier, blacker face seemed desirable. Experi­
ments by other people confirmed this view. So we 
moved over to Corona; wide measure, 10 on 12; narrow. 
9 on 11. 
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Wisconsin Agriculturist moved to Excelsior with 
8 on 10 for narrow measure, 10 on 12 for wide, and 
recently shifted to Times Roman with IO-point for 
narrow and 12-point for wide measure. 

Why are we using larger type? The Minnesota Poll 
(Minneapolis Tribune) reports that of its readers, 
seven out of 10 adults wear eyeglasses. In our Iowa 
sample, 62 per cent wear glasses. Some of these glasses, 
moreover, may be the dime store variety. Lighting is 
bad in some farm homes. Thus, it seems that large, 
clear type has an advantage. 

For the most part, we have taken the word of other 
experimenters in this field. We ran one split in \Viscon­
sin which threw some light on the use of leading. 

On the editorial page, we ran one version in 10-
point solid and the other in 8-point on a IO-point slug. 
It was interesting to note that several people said, "Why 
test the obvious? Of course the bigger type will get 
more readers.'' 

It didn't. The extra leading made up for the differ­
ence in type size. The 8-point came out a little better 
than the IO-point. 

As noted elsewhere, we have run wide (22 picas) 
IO-point against narrow (12 picas) 9-point and couldn't 
find much difference. In a slightly different split, how­
ever, we ran IO-point (16½ picas) against 9-point (12 
picas) in a half-page space (Figure 7.1). 

In this split in Wallaces Farmer (January 16, 1960) 
women came out even but men scored as follows: 

Read Some 
Read Most 

A (wide 10-point) 

54% 
. 50 

B (narrow 9-point) 

50% 
41 
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An unchanged ad on the same page gave an edge 
to A (32 to 26) but the Read Some on the sales copy 
was in B's favor - 13 to 17. A breakdown by age on the 
article showed more difference: 

B. 

A (wide l 0-point) 

Men of 50 and up . . 62.2% 
B (narrow 9-point) 

41.9% 

The size of the sub-sample was 37 for A and 43 for 

Women, 50 and over, showed the same preference 
for larger type. There was a similar approval from 
women who had only been to school from one to eight 
years. 

We are inclined to think that the larger type (with 
plenty of white space) may be a help to older people. 
It is possible that younger folks, educated to big type 
in magazines, may also show the same preference. It 
would take more experiments, however, to be sure of 
this. 

One continual argument on the staff is about the 
way dirt copy is to be handled. Is it enough to say, "Do 
this and that for your hogs," quote experiment station 
results and stop? 

Or should we go in the field, interview several farm­
ers, quote them and then add experiment station re­
sults? 

The second method costs more. Presumably it makes 
the reader feel that the paper is thinking in terms of 
farm people like himself. But is it worth the expense 
and trouble? 

This is a vital issue, but a hard thing to test. As 
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noted in the chapter on illustrations, it seems that 
readers do look for pictures and quotes of people they 
know. But this may be a long time effect. Measuring 
one article, written in different ways, may not be 
enough. 

We have attempted this experiment several times. 
Wisconsin Agriculturist in splits has not been able to 
find that the farm visit and quote method pulled in 
any more readers than the desk copy. 

Wallaces Farmer tried a split (September 20, 1958) 
with personalized dirt copy against desk copy with a 
few quotes and had somewhat different results. 

Heads and leads of the two versions follow: 

A-(Head) "I got my bellyfull of the stuff." 
So says one Iowa farmer. But grain sor­
ghum still looks like a good crop. 

(Lead) "I swore last fall that I'd never raise 
grain sorghum again," said . . . 

B-(Head) Harvest sorghum early. 
Better count on using a crop dryer too. 
Sorghum lodges easily soon after frost. 

(Lead) Combine your grain sorghum early and 
dry it, etc. 

In the body of the article A, a few personal touches 
were added to the description of the men interviewed. 
A quoted two farmers not quoted in B. A had 46 lines 
of quotes; B had 27 lines of quotes. 

It should be noted that B wasn't pure desk copy. 
Interviews were used, but not to the same extent as in 
A. 

Men 

Read Some 
Read Most 

A 

54% 
47 

B 

27% 
22 
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Women also had a two to one margin ratio for A. 
Sorghum raisers presumably would be more inter­

ested than non-raisers. A had 66.7 per cent Read Most 
for raisers against 50 per cent for B. For non-raisers, A 
had 44 per cent and B 13.7 per cent. 

As usual, the frills counted more with readers who 
were not greatly interested. Sorghum raisers were ap­
parently ready to read the article whether or not it had 
quotes and people. 

Space is a problem here, of course. It takes more 
room to get in these personal descriptions, colorful 
quotes, etc. Yet the local angle and the personal angle 
are important. But to work these angles takes staff, ex­
pense money and time. 

One series of experiments dealt with the use of 
boxes - whether to put a rule around a box or let 
white space set it off. For example, a box on corn 
supply with an article on the same theme, W allaces 
Farmer (November 5, 1949) used a sample of 98 men 
in A and 97 in B. 

Box -Men 

Read Some 
Read Most 

A (Rule) 
No. 

22 
22 

22.4% 
22.4 

B (No rule) 
No. 

41 
40 

42.3% 
41.2 

The unchanged article copy gave B a 4.5 point ad­
vantage on Read Most. The changed box gave B (no 
rule) an advantage of 18.8 points. Allowing for this 
4.5 shift in scores on unchanged A and B copy, we have 
a net advantage of 14.3 percentage points for the box 
without the rule (Figures 7.2, 7.3). 

This was a characteristic response, where the box 
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was closely related to the article and was run at the 
bottom of the page. We found, however, that when the 
box was blown up to a large size with a cut it took on 
the nature of a separate article and the rule made no 
difference. 

Later tests in Wisconsin Agriculturist indicated that 
a box above the head on a two-column article scored 
equally well with or without the rule. 

White space is probably as good as a rule and some­
times better since the rule may check the movement of 
the eye. However the unexpected result of the series 
of tests was something else. 

We kept finding out that the box, no matter how 
handled, usually scored lower than the copy it accom­
panied and always lower than a good photograph. For 
example, in Wallaces Farmer (March 16, 1957) the 
article in A scored 67 Read Most while the boxed chart 
(more dramatic than the usual box) scored 47 Read 
Most. In B the article scored 69 Read Most and the 
boxed chart 44 Read Most. The box, with or without 
the rule, was no great help to the article. A photograph 
would have done much more. 

Another experiment in Wisconsin Agriculturist 
(November 5, 1955) had the same moral. There was 

a men's score of 80 per cent on the copy and a score of 
56 per cent on the box. Stated in another way, of the 
129 men who read some of the copy, only 87 also looked 
at the box. 

This was a high scoring article ( on Secretary of Ag­
riculture Ezra Benson and his policies), and the box 
may have suffered on this account. Yet the purpose of 
the box is to stop the straying eye and coax it into the 
copy. This didn't happen. 
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Our tentative conclusion, therefore, is that the box, 
in any form, isn't likely to do what it is supposed to 
do; namely, draw attention to itself and the article. 
Putting a rule around the box - if at the bottom of the 
page - probably hurts it. 

Today, we rarely use boxes except in the case of 
poll articles where the results are summarized. We even 
have some doubts about this. 

* * * 
Is it worth while running a table of contents near 

the front of the magazine? Wallaces Farmer tried to 
check on this (March 16, 1957) . 

The A section ran an article; the B ran a table of 
contents. Both were two columns (Figure 7.4). 

More people read the article than looked at Con­
tents. (Read Some, 65 to 50 for men; 56 to 27 for 
women). But did Contents help the articles it plugged? 

Seventeen plugged articles - Read Some -were 
matched with 17 non-plugged articles. 

Where the articles were not plugged in either A or 
B, the A sample had an advantage of 14.1 percentage 
points. Apparently the A and B samples were not well­
matched in this experiment. The plugged articles in A 
had only an 11.5 percentage point advantage over the 
unplugged articles in B. The corrected difference was 
2.6 points. As far as this experiment shows, the plugs in 
the Table of Contents did not help the respective ar­
ticles. 

Other experiments with plugs on the cover show 
much the same thing. The cover plug may help to pull 
the respondent into the magazine; it apparently does 
not help the score of the particular article plugged. 

There is one big exception to this. When the cover 
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picture, the head and the caption are linked together 
to plug one article inside, there is evidence that the 
plugged article does gain. 

* * * 
A curious (to an editor) complaint comes up once 

in a while. An advertiser may say that editorial copy 
is too interesting; it diverts attention from the adver­
tising. 

Actually any advertiser wants an interesting maga­
zine. Otherwise he'd have no readers. But an adver­
tiser on page 31 may think that pages one to 29 and 
pages 32 to 100 should be exciting. Only the editorial 
copy on page 30, facing his ad on page 3 l, should be 
dull. (l) 

To any editor, this seems nonsense. But the notion 
pops up once in a while. Roy Eastman in Printers' Ink 
(1951) said, "When you get your ad next to particu­
larly absorbing 'reading matter' you just buy yourself 
a handicap, for even your 'visibility' is decreased." 

It doesn't work that way for a state farm paper. We 
used a split on this. Scores are Read Most for editorial 
copy and Any This Ad for the ad. Men's scores are: 

Copy A 
Copy B 

30% 
51 

Ad C 
Ad C 

20% 
32 

Now Ad C was the same in each case; only the edi­
torial matter was changed. The editorial copy in B 
happened to be more interesting than that in A. The 
more interesting editorial copy pulled up the ad scores. 

We ran seven splits of this kind, with scores for 
both men and women. Since the copy in each case was 
aimed at men, the men's scores were higher and the re­
sults probably more useful. 
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Of the seven men splits, an increase in the score of · 
the editorial matter facing the ad was accompanied by 
an increase in the score of the ad in five cases. In two 
cases, a slight increase in the editorial score was accom­
panied by a drop in the ad score. 

With women, the result was the same - five out of 
seven. 

So far as we can tell, therefore, the chances are that 
an interesting article will help the ad next to it. (2) 

My own hunch is that Eastman may have been 
thinking of fiction running from one page to the next. 
If a reader got bound up in the fortunes of Jack and 
Jill, he might overlook the accompanying ad. However, 
when no article is carried beyond the spread on which 
it starts, a reader must lift his eyes and the ad, if attrac­
tive, has a chance. 
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Bigger Type for Old Folks 

The articles on the next page are the same except for 
type size and column width. The upper article is set in 
9-point Corona on an 11-point slug and the columns are 
12½ picas wide. The lower article is set in IO-point Corona 
on 12, 16½ picas wide. 

For men, the bigger type seemed to help readership. It 
apparently made little difference with women. 

Age break-downs for men showed a considerable edge 
for the larger type with older men. 

Read Most 

Men of 50 and up . 
Wide, l 0-point 

62.2% 
Narrow, 9-point 

41.9% 

A number of splits in this field give a slight but not 
decisive margin to somewhat larger type. 

Wal/aces Farmer, January 16, 1960 
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Figu re 7.2 

Copy Split A 

Read Some, Box 

Men 22.4o/o 

Rule Versus 

White Space 

If you run a box with an 
article, do you put a rule around 
the text or let white space divide 
the box from the rest of the 
copy? 

A series of experiments in­
dicates that on copy like tha t 
in Figure 7.2 and Figure 7.3, 
white space does better than a 
rule. 
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Figure 7.3 

Copy Split B 

Read Some, Box 

Men 42.3o/o 

On other types of box, there 
seems little difference between 
the rule and no rule. 

Most important is the fact 
that in almost all of the splits, 
the box, no matter how treated, 
scored lower than the accom­
panying article. A photograph 
apparently did more to get read­
ers for the article than a box. 

Wal/aces Farmer, November 5, 1949 



Figure 7.4 

Read Some 

Men 50o/o 

Women 27o/o 

Does a -Table 
of Contents 
Help Readership? 

In this split, B carried a 
Table of Contents and A ran an 
article on school reorganization. 
The article got more readers 
than the Table of Contents. 

Read Some 

Men 
Women 

Contents 

50% 
27 

Article 

65% 
56 

More important than the 
score is this question: Did the 
plugged articles in Contents do 
better than the unplugged ar­
ticles? The answer 1s: No real 
difference. 

Wal/aces Farmer, March 16, 1957 
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What do we think we have found out in the experiments 
reported in this chapter? Here are some tentative conclu­
sions: 

1. It pays to check back once in a while and see if your ar­
ticles on a particular subject are scoring as well as they 
did last year, five years ago and IO years ago. Don't feel 
too badly if you haven't gained. Competition is getting 
tougher. If you fall short in any particular area, start 
finding out why. 

2. It costs more to interview and photograph many farm 
people in building up experience articles. We think it 
pays, but it is hard to get adequate evidence. 

3. Personalized copy- details about Jim Smith•- probably 
goes over a little better than copy without quotes and 
case histories. But, remember that the hero of every ar­
ticle should be the reader; he should say, "This fits my 
case." 

4. Putting a rule around a box sometimes hurts and some­
times makes no difference. The important point here is 
that a box almost never scores as high as a photograph. 
To break up a page, a photograph makes more sense 
than a box. 

5. An advertisement that runs next to a good article is 
likely to benefit. But when readership is high and con­
tinuous throughout the magazine, an ad anyplace will 
get readership in accordance with its merits. 



8. 
What Kind of Folks 

Read Your Ad or Article? 

SUPPOSE AN ADVERTISEMENT for hog feed finds 80 readers 
out of a sample of 200. That looks like a good score. 

But also suppose that 60 of these readers aren't rais­
ing hogs. That leaves only 20 readers who are the kind 
of prospects the advertiser wants to reach. 

This happens more often than you might think. A 
flashy photograph may pull in some casual readers. It 
may not pull in and hold the prospects the advertiser 
wants. 

To measure the effectiveness of an ad we need to 
know more than just how many folks noticed it and 
how many read the sales copy. We also need to know 
what kind of folks did the noticing and the reading. 

Wallaces Farmer and Wisconsin Agriculturist call 
this kind of investigation "market analysis." It is prob­
ably the most helpful thing a farm paper can do for its 
advertisers. 

The same kind of "market analysis" is also useful 
with articles prepared by the editors. Did an article 
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prepared for young renters really reach them? Did an 
article aimed at women with big families get read by 
that kind of subscriber? 

Starting in 1951, we prepared market analyses of 
this kind on a number of articles and ads. In many 
cases, the analysis showed the ad to be stronger or 
weaker than you would guess from the score of the 
whole sample. 

For instance, how well did an ad aimed at cattle 
feeders reach its mark? (Schering Corporation - Trila­
fon - September 20, 1958, Wallaces Farmer). 

The ad scored 26.5 per cent with men. That is, 53 
men out of the 200 in the sample looked at the ad. But 
what kind of folks were these 53? 

The Poll asked whether farmers were feeding or 
planning to feed cattle. Here is the response: 

No. of No. of 
Any This Ad interviews ad readers Per cent 

Plan to feed 82 29 35.3% 
Do not plan to feed . 105 23 21.9 
Undecided about feeding 9 1 11.1 

This ad reached a fair share of the possible prospects. 
An Oliver ad for field shelling of corn in Wallaces 

Farmer (September 20, 1958) needed to define its pros­
pects in a little different way. The Poll asked: 

"vVhat do you think about the future of field shelling 
corn?" 

"l) I'm doing it or thinking seriously about doing it. 

"2) Looks interesting, but don't know whether it 
will work well. 

"3) It isn't practical." 
The three groups scored as follows: 
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No. of 
No. of "Any This Per cent of 

interviews Ad" readers ad readers 

l. Convinced 26 8 30.8% 
2. On the fence . 120 47 39.2 
3. Opposed 44 22 50.0 

Note that the men who said, "It isn't practical" were 
still the best readers. For the long pull, the ad's major 
service may have been to shake the convictions of this 
hostile group. 

Another way to check on this ad was by corn acres. 
In this case, the farmers with 75 acres or more in corn 
had a 43.4 per cent score. This was the largest group, 
in terms o( acres, and the ad scored better with these 
folks than with smaller farmers. 

How does this method work with articles by the 
editors? Take the department "What's Ahead," a discus­
sion of market prospects. In the same issue of W allaces 
Farmer (September 20, 1958), the Poll tried to find out 
how this outlook copy was getting across to farmers 
who took one, two or three farm papers. 

If a farmer took three farm papers, would this com­
petition make him less interested in "What's Ahead?" 

To find out, the Poll checked farmers who had Read 
Most of the copy in "What's Ahead." 

No. of No. of 
Farm papers interviews readers Per cent 

Take Wallaces Farmer 
only. . 12 4 33.3% 

Take two farm papers 46 16 34.8 
Take three farm papers 136 77 56.6 

The big and important group was made up of those 
who took three farm papers. In this group, we found a 
higher percentage of readers of the department than in 
the other two groups. 
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A Purina ad for hog feed in Wallaces Farmer (Sep­
tember 20, 1958) raised the usual question: Did the ad 
get read by hog farmers who were good prospects? Any 
This Ad scores were used. 

No. of No. of 
No. of hogs sold interviews readers Per cent 

None 27 5 18.5% 
Less than 50 24 6 25.0 
50-99 49 12 24.5 
100 or more 92 33 35.9 

Here the biggest group and the most important to 
the advertiser also made the highest score. 

In some advertisements, the age of the prospect, 
whether he is an owner or renter, or whether he is in 
the upper third of income returns may be the important 
factor. 

In a Purina hog feed ad in Wallaces Farmer (No­
vember 21, 1959) market analysis showed the following: 

I. Younger farmers (21-34) were better readers 
than older ones. 

2. Farmers with gross incomes of $10,000 or more 
were better readers than farmers with smaller in­
comes. 

3. Farmers with fewer than 50 hogs sold during the 
year were the poorest readers. 

In a Starcross Alfalfa ad in Wallaces Farmer (Janu­
ary 17, 1959) several breakdowns were used. The criti­
cal one probably was "Are you planning to sow alfalfa 
in 1959?" Any This Ad scores follow: 

No. of No. of 
interviews ad readers 

Plan to sow alfalfa . . 132 
Do not plan to sow alfalfa 65 

49 
16 

Per cent 

37.1% 
24.6 
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Apparently the ad reached its target in a fair num­
ber of cases. But suppose the scores had been reversed 
and there had been 16 ad readers among those who 
planned to sow alfalfa and 49 among those who did not 
so plan? 

The over-all score of 33 per cent would have been 
exactly the same, but the effectiveness of the ad would 
have been quite different. 

A John Deere ad in Wallaces Farmer (January 17, 
1959) checked corn acreage, income, total crop acreage 
and number of tractors owned (Figure 8.7). On the 
basis of corn acreage, the Poll found: 

No. of No. of 
Any This Ad interviews ad readers Per cent 

No corn 21 8 38.1% 
1-49 acres 55 23 41.8 
50-74 acres 50 19 38.0 
75 acres and up . 62 39 62.9 

The appeal of the ad was broad, but the bigger corn 
growers showed the most interest. 

Another ad, Protein Blenders, W allaces Farmer 
(January 17, 1959) was aimed at both hog and cattle 
feeders but did better with hog feeders than with cattle­
men. \Vith hog feeders the ad scored almost twice as 
high with those who sold 100 hogs or more as with those 
who sold less than 50. But with cattle, the feeders and 
the folks who didn't plan to feed came out almost the 
same (Figure 8.5) . 

The market analysis may throw additional light on 
split runs. A Bovitrin (Merck) ad on treatment for mas­
titis, Wisconsin Agriculturist (October 3, 1959), found 
the A ad scoring 20 per cent Any This Ad and the B ad, 
32 per cent. Different illustrations were used - a test 
tube in A and a cow in B (Figures 4.4, 4.5) . 
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These were men's scores for whole samples. But what 
kind of folks were the real prospects? Probably those 
who were having trouble with mastitis. A question on 
this found that 87 (55.4 per cent) of the sample were 
having trouble and the balance were not - or, at least, 
didn't admit it. 

How did the ad appeal to those two groups? Scores 
follow for men: 

Any This Ad 
Read Some . 

Had trouble 
A B 

16.7% 47.0% 
11.1 41.2 

No trouble 
A B 

20.0% 20.0% 
8.9 12.0 

This indicated that the superiority of B over A was 
considerably greater in terms of prospects than was 
shown by the total score. 

Market analysis of food ads brought out some use­
ful facts. In Wisconsin Agriculturist (April 4, 1959) a 
check of the King Midas flour ad showed that families 
of four or more made up 59.5 per cent of the whole 
sample. But this part of the sample actually provided 
four-fifths of the persons in the households reached by 
the ad. A household with four eaters was worth twice 
as much as a household with two eaters. So the score of 
the flour ad with women in families of four or more 
was the vital item in the analysis (Figure 8.3) . This 
group scored as follows: 

Any This Ad .... 
Read Some (Sales Copy) 
Read Some (recipe) . . 

Four or more 
in family 

No. Per cent 

70 
39 
58 

58.8% 
32.8 
48.7 
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The Poll asked, "Have you done any baking in the 
last three days?" And 89.4 per cent of the sample said 
"Yes." These bakers paid more attention to the ad than 
the non-bakers. 

This point was checked again with a Robin Hood 
ad in Wisconsin Agriculturist (April 5, 1958) (Figure 
8.6). 

Baking - Yes 

Any This Ad. . 54.7% 
Read Most (Sales Copy) 18.0 

Baking - No 

37.9% 
6.9 

Another use of the market analysis shows up in a 
Ford Tractor ad in Wallaces Farmer (January 16, 1960). 
Here, among other things, the Poll asked the brand of 
the last tractor bought and then checked this reply 
against readership. 

No. of No. of 
Any This Ad interviews ad readers Per cent 

Allis Chalmers 15 5 33.3% 
Ford 27 13 48.1 
International 62 14 22.6 
John Deere 51 15 29.4 
Massey Ferguson 8 4 50.0 
Other 32 9 28.1 

Of the 27 who had bought a Ford at last purchase, 
13 looked at the ad. Of the 168 who had NOT bought 
a Ford at last purchase, 47 looked at the ad. 

Ordinarily you expect that a user of a product will 
be more attracted to the ad than a non-user. The ad 
has two jobs at least: to renew the faith of the old custo­
mer and to attract a new customer. This Ford ad did 
well on both counts. 

The critical point in using market analysis in ad-
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vert1smg is this: What kind of breakdown will really 
throw light on the effectiveness of the ad? With feed 
ads, one question is obvious. Does the farmer who 
reads the ad have any hogs, or cattle or poultry or any 
other kind of livestock aimed at by the advertiser? 

In some new products, age may be a factor. Young 
men will respond better than older ones. In some cases, 
income is important. A costly product won't stand much 
chance with a farmer of low income. 

There is a temptation sometimes to use this kind of 
Poll as just another census. Since the number of ques­
tions that can be asked is limited (respondents run out 
of patience), the only questions used should be those 
that throw light on the specific ad being measured. 

To get full value out of market analysis of advertise­
ments demands study and cooperation between the ad­
vertiser and our research department. Properly handled, 
it can be one of the most useful of research tools. 

Do young people read articles - and advertisements 
- as eagerly as older people? This is a vital question. 
The young farmers will be around for a good while. 
The older ones are getting close to retirement. 

Suppose we had two articles, A and B. Each scored 
45 per cent Read Most, which is good. But A had a 60 
per cent Read Most score with young farmers and a 30 
per cent score with farmers age 50 and over. Then sup­
pose B had a 30 per cent score with young farmers and 
a 60 per cent score with farmers of 50 and over. 

Which article would an editor prefer? Often the 
one which scored high with young farmers. (1) 

Actually, most articles score fairly well with all age 
groups. This may be the result of editorial concern over 
the problem. Some reminiscent articles, like Bill 
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Groves' department in the Wisconsin Agriculturist oran 
article on bang-bC!ards in Wallaces Farmer, are bound 
to score higher with older folks than with younger. But 
these are balanced by other articles and departments. 

One of our surprises on age breakdowns is the high 
score made by younger people on social security articles. 
Apparently younger farmers valued the insurance fea­
tures for widows and young children. They also seemed 
to think that social security for older farmers might 
lead to retirement and help younger men to farms. 

Young men, in a weaker financial position than 
older, have been responding lately ( 1960) to articles 
that seemed to give hope for some improvement in in­
come. A Washington report in Wisconsin Agriculturist 
(September, 1960) , which told of plans for new farm 
programs, scored well for younger readers. 

W allaces Farmer checked on the effect of age on 
readership in the issue of February 4, 1961. Here are 
Read Most figures: 

21-34 yrs. 35-49 yrs. 50 and up 

Men (20 items) . . 35.1 % 39.l % 36.4% 
Women (13 items) 36.2 41.4 41.1 

This shows a fair score for people 21-34, but noth­
ing to brag about. Editors would be happier if young 
people scored higher than older groups. 

What about education? On this point too, the farm 
papers have been fairly successful in attracting both 
those with a grade school education and those who 
stayed in school longer. There are some differences. 
For instance in Wallaces Farmer (November 19, 1960) 
a somewhat technical livestock article showed a slight 
but not significant margin for farmers with more edu­
cation. 
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A surprise came in a tax article in Wisconsin Agri­
culturist (September 3, 1960) where the men who at­
tended grade school only did significantly better than 
the other group. This may be a tribute to unusually 
clear exposition of a difficult but vital subject. 

In the issue of Wallaces Farmer for February 4, 
1961, articles and departments for men and women pro­
duced a mean Read Most as follows: 

Men (20 items) . 
Women (13 items) 

1-8 years 

30.6% 
. 32.0 

9 years and up 

41.4% 
38.3 

This seems to indicate that one of our problems is 
getting hold of the subscriber who has not gone beyond 
eighth grade. 

How many of these folks are there? Of our Iowa 
subscribers less than half of the men and only about 
one-fifth of the women have stopped at eighth grade. In 
\Visconsin, around half of the men and two-fifths of the 
women are in this class. 

This group shrinks every year. But for several years, 
at least, it is an important bloc. Are we shooting over 
the heads of those whose education stopped in the 
grades? What can be done to pull them in? 

Do part-time farmers read different copy than full­
time farmers? In one case in Wisconsin Agriculturist 
(September 3, 1960) an article on part-time farming 
did what you might expect. It drew a heavy vote from 
part-time farmers (64 per cent Read Most for men). 
Outlook copy (Agri-Vision) drew only 32 per cent Read 
Most for this group. On other items, part-time response 
was much like full-time. 



134 WHAT KIND OF FOLKS? 

These are points to remember: 
• 

I. The total score on an ad or article may not mean much. 
If a hog feed ad is read mostly by farmers without hogs, 
what good is it? 

2. Market analysis can show whether the ad or article 
reached the folks at whom the copy was aimed. 

3. Split runs may yield more meaning if we can find out 
how many real prospects read A and how many real 
prospects read B. 

4. Watch the readership of young farm people. They are 
the subscribers of the future. 

5. Subscribers who had only eight grades or less in school 
are not usually as good readers as those with more edu­
cation. This is an editorial point that should be kept in 
mind in copy preparation and copy editing. 
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Did Cattle Feeders Read? 

This page advertisement had a fair s~ore for all readers. 
The important point, however, is: How many farmers who 
were feeding or who expected to feed cattle looked at 
the ad? 

Of the men readers of the issue, 39.3 per cent were feed­
ing or planning to feed, 55.6 per cent were not feeding or 
planning to feed. 

These two groups scored as follows: 

Feeding cattle 
Not feeding 

Any This Ad 

39.0% 
28.4 

Read Some 

18.2% 
11.0 

The cattle feeders showed more interest than the non­
feeders. 

Wallaces Farmer, January 17, 1959 
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Figure 8.2 

Split A 

Ad Score 

Women 64o/o 

The Balloon Went Down 
In this three-column ad, the B picture with the balloon (to 

show a quotation) didn't do well. Here are the scores for women 
on the two pictures: 

Picture 
A 

55% 
B 

39% 

The superiority of A on the illustration carried over into the 
copy. On the recipe at left, the Read Some scores were: 

A 
Read Some 51 % 
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41 % 



Figure 8.3 

Split B 

Ad Score 

Women 49o/o 

(-------------, 
~IMC t • 

. 
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rORIOYIARS 
OUAAANfflD TO OM YOU 

THI lfff IAKIN8 Ml 

This test does not, of course, prove that the balloon is worse 
or better than the ordinary head. It does seem to show, however, 
that a good picture is weakened by cutting down space or in­
troducing extraneous material. Don't mutilate a good cut! 

The advertisement, taken as a whole, made a strong appeal to 
women with four or more in the fami ly. These are the big bread 
eaters. The ad also did well with women who said they had 
baked in the last three days. 

Wisconsin Agriculturist, April 4, 1959 
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Controlled feed lot experiments show 

sl2 EDRA RETURN 
PER HEAD 

Copy at the Top of Page 

Figure 8.4 

Page Score 

Men 47.5o/o 

Women 17.5o/o 

In several ads (some of them splits) we found that Sales 
Copy at the top of the page seemed to score better than 
Sales Copy lower in the page. What does this page ad show? 

Score of the Sales Copy is good, but not outstanding: 

Read Some . . . . 16.5 % 
Read Most . 11.5 

Question: Is the type too small to get full advantage 
from this position? 

Cattle feeders paid more attention to the ad than non­
feeders. Feeders gave an "Any This Ad" score of 63.4 per 
cent; non-feeders a score of 36.2 per cent. 

Wal/aces Farmer, September 20, 1958 
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Figure 8.5 
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PROTEIN BLENDERS Inc. 

Big Hog Raisers Read the Ad 
This page advertisement was aimed mainly at hog 

raisers, with a side shot at cattle feeders. The long sales copy 
(mainly a report of show winners) pulled a Read Some of 
20 per cent. Attention was divided among five pictures. 
None scored very high. 

The copy did hit the big hog raisers. Read Some scores 
follow for hog raisers who sold differing numbers of hogs 
during the year. 

Less than 50 hogs sold 
50-99 hogs sold 
100 hogs or more . 

13.2% 
7.4 

24.0 

Cattle feeders and non-feeders did about the same 
amount of reading. 

Wal/aces Farmer, January 17, 1959 
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Figure 8.6 

Ad Score 

Women 60o/o 

Cookies Score High 

This ad (only 230 lines) scored as well as some much 
larger ads. Here are the Read Some scores for women on the 
Sales Copy and the recipe copy. 

Sales Copy . 43.0% 
Recipe copy 57.5 

The ad pulled well with all sizes of families. The criti­
cal point here, of course, is that a food ad must do well 
with the big families, those with four or more. 

Age groups scored about the same. Younger women 
(21-34 years) seemed slightly less interested than older ones. 

Pies and cakes rank a little higher with farm women 
than do cookies. But still over 40 per cent of Wisconsin 
farm women bake 4 dozen cookies or more in a week. 

Wisconsin Agriculturist, October J, 1959 
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Figure 8.7 

Page Score 

Men 39o/o 

Women 26o/o 

The SURGE Bucket Milker 
Better than Ever but Still onlg 

DOWN and up to 
24 Months to paq/ 

Big Dairymen Read the Ad 
Men gave the following scores to different parts of the 

ad, but the main interest lies in the response of the better 
prospects, the men with the big herds. 

Any This Ad 
Picture . 
Head. 
Sales Copy 

Read Some 

Men 
39.0% 
38.5 
18.5 

9.0 

Of the farmers who were milking 30 cows or more, 56 
per cent looked at the ad. The low score, 7.7 per cent, came 
appropriately from farmers who had no dairy cows. Farmers 
with gross incomes of $10,000 or more showed more interest 
in the ad than farmers with smaller incomes. 

Wisconsin Agriculturist, April 4, 1959 
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Figure 8.8 

Page Score 

Men 46o/o 

Women 14.5o/o 

Bigger Farmers Read This Ad 

What kind of farmers are the best prospects for an ad 
like this? Perhaps corn acreage may be a clue: 

Men 
1-49 acres of corn 
50 to 74 acres . 
75 acres or more . 

Any This Ad 
41.8% 
38.0 
62.9 

The bigger corn raisers paid the most attention to the 
ad as did the farmers with the biggest gross income and 
the farmers with the biggest acreage in all crops. 

Sales Copy, with all farmers, scored 19 per cent. The 
illustration drew 43 per cent. 

Wa/laces Farmer, January 17, 1959 



9. 
The Problem of the Non-Reader 

A NON-READER, IN OUR LANGUAGE, IS SOMEBODY who was 
exposed to the publication but didn't read it. He may, 
of course, be a reader for one issue and a non-reader for 
the next. 

One man may have read every issue but the one that 
arrived at the peak of corn-picking time. If that issue is 
the one we survey, then he is a non-reader. Thus, the 
non-reader sample contains folks who never read the 
paper, some who read it once in a while and some who 
are good readers but just happened to miss this once. 

Unsatisfactory as this is, the non-reader sample, ac­
cumulated over many surveys, still may give us some 
clues as to what kind of folks are hard to attract. Some 
clues are also given about the people who read the paper 
once in a while but not regularly. 

In both Wisconsin and Iowa, non-reader figures 
have been assembled for several years. Older men and 
women showed a slightly greater tendency to be readers 
as contrasted with younger folks. More time to read 
may be more important than failing eye sight. 

[ 143] 



144 THE NON-READER 

Years in school did make a difference. Scores (Wal-
laces Farmer) follow for 1958-60: 

Readers Non-readers 
Education, men No. Per cent No. Per cent 

1-8 grades 358 38.5% 130 53.1% 
9 grades up 571 61.5 115 46.9 

929 100.0 245 100.0 

Education, women No. Per cent No. Per cent 

1-8 grades 193 21.3% 96 28.8% 
9 grades up 713 78.7 237 71.2 

906 100.0 333 100.0 

Non-readers were more likely to be found among 
men and women with from one to eight years of school­
mg. 

In Wisconsin there is a similar picture. ·with 
women, the differences in schooling are not significant. 
Men, however, with from one to eight years of school­
ing are more apt to be non-readers. 

These results can be looked at in two ways. If we 
are thinking about the subscriber of 1970, we want to 
be sure we are reaching farm people with high school 
education or better. These are the kind of folks we'll 
have in the future. But now and for some time to come, 
we'll continue to have readers who have only been to 
grade school. Can we. reach them with simpler language, 
more pictures, etc. and still not lose readers with more 
education? 

Mail boxes are flooded with newspapers, farm pub­
lications and general magazines. Is a non-reader one 
who is overwhelmed by a full mail box? 

In Wisconsin, men taking three or more farm pub­
lications are more apt to fall in the reader than the non­
reader class. The difference is significant. 
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Readers Non-readers 
Farm papers, men No. Per cent No. Per cent 

Wisconsin Agriculturist· 
only 92 11.7% 45 22.4% 

2 farm papers 183 23.4 61 30.3 
3 or more 508 64.9 95 47.3 

783 100.0 201 100.0 

Women showed little difference, though the slight 
edge was in the same direction as with men. 

In Iowa there was little difference with men, but 
women with three or more farm publications were 
more apt to be readers than non-readers. 

Farm papers are not the only class of publications 
to compete for attention. The average farm family 
sees two or more general magazines. Does a farmer who 
sees Reader's Digest, or Look or Time stop reading a 
state farm paper? Does a farm wife who sees McCalls, 
Better Homes and Gardens or Ladies Home Journal 
stop reading Wallaces Farmer or Wisconsin Agricul­
turist? 

We can't match the readers of General Magazine A 
against readers of W allaces Farmer. The sample of 
readers of General Magazine A is too small. But we can 
sort out farm people who take one general magazine; 
those who take two and those who take three or more. 

In Iowa we find that both men and women who see 
three or more general magazines are more apt to be 
readers than non-readers of Wallaces Farmer. Here is 
the women's score: 

Readers Non-readers 
Women No. Per cent No. Per cent 

1 general magazine 177 19.9% 47 20.4% 
2 general magazines . 188 21.1 71 30.7 
3 or more 526 59.0 113 48.9 

891 100.0 231 100.0 
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In \Visconsin, men showed a slight but not signifi­
cant margin in the same direction. vVisconsin women 
are apparently more likely to read general magazines. 
Those who took three or more general magazines are as 
apt to be non-readers as readers. 

Three surveys in Wisconsin checked the effect of a 
second language on readers and non-readers. In gen­
eral, a second language seemed to make no difference. 

Readers Non-readers 
Men,second language No. Per cent No. Per cent 

Germanic 127 58.0% 26 65.0% 
Scandinavian 48 21.9 5 12.5 
Other 44 20.l 9 22.5 

--

219 100.0 40 100.0 

It should be noted here that of the whole sample 
about one-third had a second language. The table above 
has a small sub-sample for non-readers and any conclu­
sion drawn therefore must be tentative. \Vomen showed 
no difference between language groups. 

Wisconsin Agriculturist ran another test on readers 
and non-readers. We asked each farmer to check the 
farm enterprise (hogs, dairy, poultry, etc.) from which 
he got 10 per cent or more of his income. On dairy 
products, beef and poultry, there was no difference. 
Farm men and women, however, who had IO per cent 
of their income from hogs seemed to have more non­
readers than one would expect. 

Reader 
Hogs, Men No. Per cent 

142 25.7% 

Non-reader 
No. Per cent 

34 38.6% 
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This is a small sample and should be observed with 
caution. Yet it seems possible that hog raisers may feel 
they are und{lr-represented in the Wisconsin Agricul­
turist. 

What do all these figures (details in editorial research 
files) show? 

Both papers seem to be doing fairly well in a com­
petitive situation with farmers who take many farm 
papers and many general magazines. 

Wisconsin Agriculturist does a little better than 
Wallaces Farmer in keeping folks with from one to eight 
years of schooling. Yet the main need may be for both 
papers to be sure they hang on to farm people with a 
high school education or better. 

On age groups, the important struggle is to hold 
those from 21 to 34 years of age. This is being done 
fairly well, but needs constant checking. 



Figure 9 .1 

Copy Score 

Read Some 

Men 77.5o/o 

Women 46.5o/o 

Converting . 
Non-Readers 

Farm people who have been 
to school for only eight years or 
less are more likely to become 
non-readers than those who have 
gone to school longer. 

Copy with strong appeal, es­
pecially to those who finished 
from one to eight grades, may at­
tract some of these non-readers. 

"What's Ahead" a depart­
ment on market outlook in W is­
consin Agriculturist, had the fol­
lowing scores for men by educa­
tion: 

1- 8 9 
g ra des and up 

R ead Most 64.2% 72,5% 
The average Read Most score 

for two-column articles in this 
issue was 32.1 per cent. So the 
64.2 per cent score for those who 
finished one to eight grades is 
well above the average for this 
group. 

W isconsin Agriculturist, Septem ber], 1960 

[ 148 ] 

Fall milk prices up 
MUlt .,._ ~ ~,wtfoue 1heit way upward,. 6ut tt's ~ 
~ The~ 'Will be- ten th.-.o las,. ,tear•s pa(,.'C. 

~ ptt l"l'.tW' and a $\ow dqwn m- euUing kce)')!<I' 
.-Wt slightly lbove !~!It ye.i:.r .. 

I 
Tlwt a'IUDl!tet of d-1vr,-- plants i.11: Wlseor1$•n 

~tl~U-$ to l($ dowl1, There 1:1:r~ now L10:!! 
phi:rtU.in the~~. eo.mpared to t,116 inl~:SS~ 
2~ in atl1. And dlt: Htd of U1e dedif1e- 1$ 
ti~>t 111 m:ght, 

){fl UlCOn\41 pei- farm to -Wl~<:>0$1.n st6-od 
til~ $2".s(IJ '.ill 1949. ft WOdmd its Way up U,\ 

$3,M:<\ tt\ •51 i.nd then gnl.dU.ally $lid bac:l{: 

hlpb YciiM to • tow of S2 N'i m. •5s $in~ thili time it 
bu· gl:'ldWllly WOt'ked iit; way hack up I..Q 

$2:.517$ lut year, lt ,1bgu(d again !)a$$ the $$,000 maJ'k thu yeAr, 

lt: 1ooa M j:f bNU~t' J)f'lC:f:$ wiU wer:k iheir w~y downwa:'d 
thn)dgh $,topttmber, After thti:t wti4l happen$ depend; t1pi,m 
!ho nu,mb,r <>f ct,le~J goi!l( out. 

If~~ okl ~" w 11iell, you might <:)Swell ireH ti now. 
t t loob. MW-.. ff then:S a big ~rfi tifop con1lng up, Prices 11:t 
hatve:$t ib~ Will probably nm. abt,ut. 1' to 4 cent&. below trust 
year•• ave:-age-, 

Contndlog for fffd.•r caUle It way down thb y,tar. l'het't:'ll 
1- pt.nty ot c:attle avallabhi IO buyet1 this fa.lt And buye,n 
lhould be I,\ a ,.....,.., batg#lrung p<)lOl!on. 

W•'ll .. ,i()JQt wok11es1 of Pl)tato pd~ in. Septetnber, 
'tbl-t•• wben thit digging-of ihe li.te ,erop get;; underw*Y• Get the­
.._ ",tfflm"1;' Jpud.s OiA: t>t the grQUnd, ,md <m the arnvlret Mfo~ 
tlwJ; tall crop harve,t. :1tart:t. 

TIM flnl pllu. 4f the beef cattle eydt---41:\a:t pf build!Pg up 
~ ti;,. be l,'lt.-wing :tQ a ~\4$e. A.lrt'!~dy the numbel' 
or nw. t'""ll w -kcl t. ....,., ... ng. 

,for tu am b,aU ct !900, ~ Jlaughtet wat up 't pen:ent 
~ lot yeat, Qlfkdl up t~nt. 8tffl)r and .beife-r $laughtl:lt­
hao hftlt rann.,_ •bo(,t W lo 12 J1'!f<ffllt ahead o! lBW, 

TM • .,.,...~ of-eboice stuer, _,.\ Chkago- last yfWt was. 
•- '28. lt11 be orouod S2l>.75 W $26 tow y .. ,. c.._ are 
~ n will gtl around $24-,glve <)t- talc:& a (lollar"'"""t1~ year. 

A 



Take l(QOII e1n: ot baby pi(, and ytttt'II llk,,f)' have lu.g,r, 
- - JIIIII'~ l!'fnl Pi.,O at Wtll,11111)( Ua:. ri1• •bow• an 1M1 tbe 
"•rkNI Sttddo.m tum, Pott t♦Hty, lewa. 

Baby pig care 
.-it PAYS 

~T:u~t~!~,r~h~o~;:: 
the pjo )'OU11 haw It 7-8 V.'ttb 

•~ .'' PYI Vitgll Haya, fowa 
le Uni-versity nine nutritlqn, 

low-en dt•ath lone,. and ,Uvt.f 
faster. n:iort ctticknt J!;1in11 •• 

Hcre a~ some f><JtntJ. tQ fol• 
low !or ge1ting pig.. oft to a 
food fllrt 

01 ~ for hlh'rt ~mlaininl' 
~all.hr pig, w<•ighing Pr 
pounda or more al birth. You 
Cffl do thla by kl!t>pinl( )'01,11" 
'°"'" ln good ro11d1t ion u1irtg a 
rcrommtttdl'd rat.ion 

"The mai!\ i.hini ta kt kN-t> 
tti.: IO't\'I in t1,1ndil..i<in w u"'~·u 
tarrow and sui:kle 1ar)(e htun" 
UYI Marion ·steddom.. Polk 
t>ounty, lowa, m.astr.r '"int- pro­
ducer "And a,ec lhal \~)' 40n't 
,get too tat.'' 

(t• ON• your '°"'• off a.nd 
brina: them into lhc farTW'int 
bous. a couole o! d1y, bt-ft>N' 
!arrowing:, nu, lda thr"' .-me 
down Ind get l('.(UWQ'W4 to l~ 
AUTOUnd.ingJ:. 

(S) Start aowa on a xood 1.-,~­
tlon ration cont.ainin,c lbo1..tt 16 
p,P~nt protein an.er they ri1r, 
TM\'. S<tme- folks limit f~I 
u, sow, t1cht a.ft.tor brrowt1111. 
Othfr11 Jet to•·• eat all the ft>cd 
they wlllt, l t SHIU to 'fl'Ofk 
cithff 't//faf. 

f41 SH th#i. pt~ cet • chance 
to nurM" •• ,oon u thf'Y •R 
born TMM thow that 1>ig1 can 
take .:idvantage ot the anti• 
1>1>(.iies i.n eolMnJ milk for 
only 4 to t h.oura alter birth 

1$t O. y<n.1r tar-notching short­
ly afler f.1rrowing. lt hurts plgs 
leP then, And it ghH you • 
chance to dwt k ea('h pig 

tt) lf you'vt ltiid trouble with 
navel inff<:twn iu pigt ti~ navel 
rords und d'p tliN!l off 1~-a.vmg 
the cord <11'1~ half to o?te tnch 
fl)ng:, Thtn 4ip t"i m h1 i Klitlf!: 
U) atop i.nknioo 

t'7) Gh e- pl:1'f n 1oJwt '*' run 
de,tnrn or inm tlt x~rin ¥,i)l 11inn 
at :s to G days of qt.i: jf Pl!{" d<in't 

buo act'eU to soil. Thlt sup­
plicl them with lron unul t t'ley 
Jicl lo ~ ting dry !~ 

"We 1uve pig. l'n)n titMther 
WO lDO\'tJ thtrn to palhlte or 
oot," eq>l•hnt Wiliff'd Lundahl. 
Boone caunty Jowa W• v• 
trit"d 11Jgt Vtitb .11nd Without 
inm--thoJe gettin, Iron do th• 

'"'"·" 1f you ww pillt or paate to 
1Upply trq~. ~rt treauneat •t 
S to 5 days of age TMn. rep,nt 
a«-0rdi.og to &N!CUOnt. 

(I) I.et ptp hAve early a«NI 

to • food IHI start..- ancl '" 
tut Ute:, vt pd!4tf al trub 
Wtiff to drink. 

Here ari> Iowa Slat• recom­
lM:Gdahons for pit $tal"le-n. 

Por p111 to be we:saed at 3 
WffU, it • ~ )"IHI l&aJ't 
.. toOD u possible on an ti to 
20 p,ffteDt pi« llarlu. Feed tbe 
darter until tM l»llt IN'iCb 25 
pouitds -font nikbillt: lO a 
Jto1ter ntloo 

rorp!Otobewe.rtt:dMaboUt 
$.,,.._, it's ,ut.l(N\t'ld you ..,rt 
them on • 16 14) us JM•rcent ,PII 
tlartn at 10 dl!')'I \0 2 wttkJ of 
aie. 1:'hffl, teed the fflll'1.- Um.1 
••nine until tho p11, welch 
aboUl 30 pound, 

•·oon't switch fttd al 'lfNn• 

1n1 ume," uya H•:r•- ••Jt Just 
ca..-.1 unneea.urr stre-a, 

•·1t•1 befit. to keep pip 1>11 the 
starter tor a week or to after 
wt~n1ng, then .witdl to the 
cro•ing ra.tron.'' 

(t) OH'I combine calflration 
with ,;aei:1r.ahon or you Iha)' 

ba~ troubl6 
You m:av ta1tt11lt' pi,:• any 

time ;th.ff .tht} art: ~ lH~k Old 
The yilUt.ff!r the lK'tter It ik"tJ 
thco, bark. leu. 

Y•< .. ri»ate !flt cbok:ra 1:nd ery­
&ipc1a~ an:y unw after \1)1.'! pip 
ue ~!)(Jut !; wot\$ old B1,1t avotd 
vtC<'il'ltttlng within 10 da)'I of 
we;:uiiog ll~a:l!h}• ll I(~ dt>Vt!l<.lp 
fM bt>~ lmmuruty 

om rt )'$ll l'u1,,.e piJt U1irt faU 
beh u..;: ~h l~ they're 01) the 
fOW )'Ol1 ff.:.1.1 W~l♦l lo take Uwm 
Hi(fo .-nd put th,:m. on ii io1>d 
pig $;,orler. 

[ 149 ] 

Figure 9 .2 

Copy Score 

Read Some 

Men 60.5o/o 

Women 20.0o/o 

Hogs May Pull 
in Non-Readers 

In Iowa, copy on hogs usual­
ly scores high. This baby pig 
article, for instance, had a Read 
Most score of 52 per cent for 
men. The average Read Most 
score for 20 articles and depart­
ments in the issue was 36 per 
cent for men. 

Since those with from one to 
eight years of schooling are more 
apt to become non-readers than 
folks with more education, it 
is worth noting that men with 
one to eight years of schooling 
scored 45.2 per cent Read Most 
on this article. Copy with this 
appeal may help to make a regu­
lar reader of the subscriber who 
is inclined to look at the paper 
only now and then. 

W allaces Farmer, February 4, 1961 



10. 
Opinion Polls and Readership 

OPINION POLLS, conducted by Wallaces Farmer and Wis­
consin Agriculturist since 1938, have one obvious value 
for a farm paper. They provide timely articles with a 
local angle - "This is what Iowa farmers think about 
issue X; this is what Wisconsin farmers think about 
issue Y." 

The polls can do much more than this. They give 
the editors insight into farm attitudes. They replace 
guesses on farm opinion with facts. 

For instance, most of the editors on Wallaces Farmer 
assumed that Iowa farmers were "dry" in the sense of 
being opposed to state legislation for "liquor by the 
drink." Actually two polls showed a slight edge for such 
legislation; a third poll, a slight edge against. 

Many students of political science recommend that 
the governor, like the president, be permitted to name 
his cabinet instead of having them elected. The same 
students recommend a four-year term for state officers. 

What do farmers think? To date, farm opposition 
to these measures is strong, as measured by the polls. 

[ 150] 
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This does not mean that the editors should drop the 
subjects. But it does mean that editorial discussion de­
signed to favor these projects will have to do more than 
say, "This reform is a good thing." 

The most important editorial use of the polls may 
be to measure areas of ignorance and indifference. We 
often use a screening question which asks, "Have you 
ever heard about Issue X?" Then we ask of those who 
have, "Do you approve or disapprove Issue X?" ( 1) 

The original purpose of the screening question was 
to get rid of those who obviously had no right to an 
opinion. As it has turned out, the screening question 
does something more important. It indicates the area 
of ignorance. 

In every poll, there is an "undecided" group. We 
used to be impatient with this response and tried to cut 
it down. Now we are inclined to think it has great 
value. 

For example, in February 1960, the Wallaces Farmer 
Poll asked: "In the election this fall, Iowans will have a 
chance to vote on holding a constitutional convention 
in 1961. Have you heard or read anything about this 
proposal?" 

Only 31 per cent said "Yes." The same question in 
August got a "Yes" vote of 27 per cent. 

Plainly this was an area of ignorance. The polls 
indicated that there was a gap to be filled. Actually, 
while Wallaces Farmer did discuss the question, the 
effective work was done by the Iowa Farm Bureau Fed­
eration which conducted a vigorous campaign against 
the convention and carried farm districts in the election. 

Contract farming began to get into the news in a 



152 OPINION POLLS AND READERSHIP 

big way in 1958. It has already gone far in the broiler 
districts of the South, but hadn't affected the Corn Belt. 
In 1958, however, the Wallaces Farmer Poll described 
contract (integrated) farming as follows: "This is 
where a farmer signs with some company or cooperative 
to get help on feed, equipment, marketing, etc. and 
agrees in return to produce and sell much as the com­
pany or cooperative directs." 

In July, 1958, men answered as follows: 

1. 43% had heard or read a great deal about it. 

2. 30% had heard some talk about it. 

3. 37% hadn't heard it discussed. 

This gave some support to the policy of using several 
articles in this field. While the issue wasn't as red-hot 
as we had supposed, a sizable majority had some infor­
mation on the subject (Figure 10.1) 

A larger area of indifference showed up in an Au­
gust, 1959 poll on respirators: "Some farmers are using 
respirators to keep dust, chaff, etc. out of their lungs on 
especially dirty jobs. Did you make use of a respirator 
during the past year?" 

Only 11 per cent said "Yes." Plainly, if the use of 
respirators is a good thing for farm health, it would 
take a lot of educational work to increase their use. 

Another question in the field of health in W allaces 
Farmer (February, 1958) was: "Have you been vacci­
nated for tetanus (lockjaw)?" 

Over half - 54.5 per cent - said, "No." But even 
this result looked better than it actually was. Of the 
less than half who said, "Yes," most were vaccinated 
in the armed services and half of the "Yes" group were 
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vaccinated 10 or more years ago. Apparently only about 
one-fourth or less of the total were effectively protected. 

We run articles on fertilizer and get fairly good 
reader-interest scores. But how many farmers are pro­
spects for such copy? In October 1958, we found that 
37 per cent hadn't bought any commercial fertilizer that 
year. So an article on fertilizer, which assumed the use 
of fertilizer, was talking to only 63 per cent of our 
farmers. In 1958 some copy was still needed for farmers 
who hadn't bought fertilizer and who could only be 
reached by a different type of article. 

In 1960 in Wisconsin milk quotas were being dis­
cussed. One of the issues was whether quotas could be 
transferred or had to stay with the farm. This was a 
fairly new and somewhat complicated issue. The poll 
asked: 

"There has been some discussion of whether to make 
milk quotas transferable so that a farmer could sell his 
quotas to somebody else who wanted to keep a larger 
herd. Have you heard or read anything about this 
plan?" 

Only 28 per cent said, "Yes, have heard something 
about it." The rest, 72 per cent said, "No, haven't 
heard." 

Plainly the important news here (reported in Wis­
consin Agriculturist February 4, 1961) was not how the 
informed farmers voted (almost half said quotas should 
stay with the farm) but that the majority hadn't heard 
about the proposal. 

If transferable quotas were to be one of the farm 
policy issues, more discussion in the paper and else­
where was needed before farmers could vote intelli­
gently. 
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In 1958 in Wisconsin, there was much talk about 
dairymen changing over to the use of bulk tanks. Some­
times it seemed that everybody was changing over. To 
check, in October, 1958, the Poll asked: "How do you 
handle the milk pick up on your farm?" 

Only 19.5 per cent said they used bulk tanks; 66.'.? 
per cent still used milk cans. The rest (14.3 per cent) 
said they had no dairy cows. 

Checkups of this kind show changes over time. On 
this bulk tank issue, a Starch survey in Wisconsin Agri­
culturist (November 5, 1960) found that 40.9 per cent 
had bulk tanks then. This can be contrasted with 7 
per cent in September, 1955. 

Somewhat the same question arose concerning the 
number of farms with milking parlors. Only 3.8 per 
cent of the sample reported using them in 1958. Ap­
parently the popularity of this device had been overesti­
mated at that time. 

Integrated farming was also the theme of a Wiscon­
sin question. In August, 1958, the poll reported 21 per 
cent had heard or read a good deal about it; 42 per cent 
had heard some talk about it; 37 per cent hadn't heard 
it discussed. 

Apparently Wisconsin farmers were less interested 
in the subject than those in Iowa. 

Trends were shown in political affairs. In July, 
1953, 72 per cent of the Wisconsin sample said that 
Ezra Taft Benson was doing a good or fair job as Secre­
tary of Agriculture. In August, 1958, 23 per cent voted 
this way. Iowa farmers showed a similar shift in the 
same years. 

Questions on knowledge of foreign affairs were 
asked from time to time. Quemoy and Matsu were the 
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subject of queries in both states before the 1960 presi­
dential campaign. In 1958, 26 per cent of Iowa farmers 
"had been following the news closely"; Wisconsin had 
33 per cent in this class. 

Lebanon was a sore spot overseas in late 1958. Wis­
consin Agriculturist asked: "Have you paid any atten­
tion to what's been going on in Lebanon, Jordan, and 
the Middle East?" 

"Yes, keeping up closely" pulled 35 per cent; and 
18 per cent said, "Haven't had time to keep up with it 
at all." The rest (47 per cent) were in the class: "Have 
followed it somewhat but have been too busy to keep 
up closely." 

These examples show what editors can learn from 
the polls about the state of information of their readers. 
The surveys usually underline the old saying, "Never 
overestimate the information of your reader; never un­
derestimate his intelligence." 

The pre-test of subject matter also has a place in 
the editor's kit of tools. This is a device which uses a 
mail questionnaire to try to find out in advance how 
readers will respond to a given type of article. 

This permits an editor to try off-beat subjects on a 
sample. Perhaps he has been timid about subjects in 
which people are really interested. At little expense, he 
can give such subjects a dry run and then - if the re­
sponse is good - check further by an actual article 
printed in a survey issue. 

We use a sample of 1,000 names. Returns run 
around 50 per cent. A white ballot "For the man of the 
house"; a pink ballot (same questions) "For the woman 
of the house." 

Plainly, the 50 per cent who didn't answer were less 
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interested than the 50 per cent who did reply. We ex­
pected and usually got, higher scores on the pre-test 
than we could expect on a reader-interest survey. 

As a rule of thumb, we said that the pre-test usually 
ran 20 per cent higher than the survey article. To be 
specific, when 80 per cent checked, 'Tm sure I'd read 
this article," we expected a Read Most of 60 per cent. 

This was a rough estimate and didn't always work 
out. Yet the pre-test did give some indication of proba­
ble results, and was helpful. 

Sometimes it looked as if changes in the head (from 
pre-test to reader-interest) made a substantial difference. 
Here was a 1960 pre-test question: 

"Hazards of going steady. Are young people who 
start dating early and settle down to going steady in 
high school more apt to get into trouble and find them­
selves pushed into marriage at 17 or less? Here are some 
case histories." 

This had a pre-test score of 41 for men and 56 for 
women. 

This subject was approached again, in the same pre­
test as follows: 

"Should we have 'shot-gun' marriages? When an un­
married girl becomes pregnant, often the family insists 
on getting her married in a hurry. But sometimes this 
merely loads the girl up with two or three more child­
ren and a bad marriage. What family experts say." 

This, in essence like the first, pulled 44 for men and 
76 for women. No change with men but a much higher 
score for women. The hotter head of the two pre-tests 
apparently made a difference. 

An article in January, 1960, with the head, "High 
School Marriages" pulled 56 Read Some for men and 
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7 4 per cent for women. Read Most scores were 50 and 
68. In this case, the pre-test came close to an accurate 
prediction of the readership score. 

Since we have found that choice of subject matter is 
more important than any other factor, it seems that the 
pre-test might well be used more often. It gives insights 
as to reader response that can open up new fields to the 
editor. 

Layout, style, illustrations and all the rest of the edi­
tor's tools mean little compared to picking the right 
subject. The reader-interest survey helps on this. So 
does the opinion poll. One rough test in the opinion 
poll is to see how many comments were volunteered by 
respondents on a given subject. If a question bring~ 
out 30 or 40 comments, as reported by interviewers, the 
chances are that the subject has more reader appeal than 
one that only brings out a dozen comments. 

But the pre-test still does the best job in helping the 
editor check on the interests of his subscribers that he 
might otherwise ignore. Often he will find that a sub­
ject to which he hadn't given much thought will rank 
high. 

What the pre-test can't show is what will interest 
farmers five or 10 years from now. This is the subject 
of Chapter 13. 

The opinion poll and the pre-test, of course, should 
not be used to scare editors away from subjects in which 
only a few farmers are interested. The paper should al­
ways be a few jumps ahead of its readers - but not too 
many. 

In 1918, Wallaces Farmer ran a good deal of copy on 
hybrid corn. Probably only a few farmers were inter­
ested. But the hybrid corn copy - continued until hy-



158 OPINION POLLS AND READERSHIP 

brid corn was on the market - undoubtedly played a 
part in preparing for the boom in hybrid corn in the 
'thirties. 

Again, in 1922, Wallaces Farmer began to pound 
hard on the theme that overproduction was hurting 
farm income. Suggestions were made on ways to adjust 
production to demand. Again the editor was consider­
ably ahead of farm opinion and of farm organization 
leaders. But the early discussion of the issue made for 
more general acceptance of the AAA later. 

One great editorial danger is that the editor, up to 
his ears in a subject, may think everybody has the same 
interest and the same background he has. This is rarely 
true and this assumption may lead to articles and edi­
torials that leave out data important to the understand­
ing of the issue by the average subscriber. 

The opinion poll helps to keep the editor conscious 
of this hazard. 

Advertisers run into the same problem. An ad may 
play up a theme that a farmer has heard too often. It 
may play up a theme of which he has never heard. Both 
kinds of ads may lose. 

Here are some points to keep in mind: 

I. An opinion poll tells the editor what farmers think 
about current issues. 

2. It also tells him which issues they haven't heard about 
or in which they aren't interested. 

3. The pre-test of subject matter helps the editor on his 
most important job, the selection of subjects that in­
terest his subscribers. 
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Did readers look at the box, ignore the photograph and 
the article and turn to the next page? Or did they look at 
the photograph only and ignore the box and the article? 

Men No. Per cent 

Saw picture only 8 4.0 
Saw picture and article 102 51.0 
Saw box only 2 1.0 
Saw ,box and article 104 52.0 

At this time, 27 per cent of the men hadn' t heard about 
contract (integrated) farming. So the article started with the 
handicap of trying to attract some readers who were un­
familiar with the subject. 

Wal/aces Farmer, September 20, 1958 
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Poll Articles Rank High 

Figure l 0.2 

Page Score 

Men 80.2o/o 

Women 42.0o/o 

This is the report of a Wisconsin Agriculturist Poll on a 
proposed change in dairy policy. The article was given a 
high score by men and a fair score by women. Both wanted 
to know what other farmers thought about production 
quotas. 

Men 

Read Most. 59.9% 

The article appealed to men of all ages: 
Read Most 21-34 years 35-49 years 

63.6% 54.5% 

Women 

19.1 % 

50 up 

63.0% 

Education seemed to make no difference in the response. 
Farmers who had quit school at eighth grade and those 
who had gone to high school and beyond scored about the 
same. 

Wisconsin Agriculturist, April 5, 1958 



11. 
Subjects That Appeal 

WE HAVE NOTED that selecting subject matter is the 
major task of the editor. If the reader is excited about 
a subject, he'll endure bad writing, small type and un-
attractive layout. · 

To discover the most attractive subject matter, the 
editor can pre-test themes, as suggested in Chapter 10. 

He can also, within limits, rely on past experience 
with readership tests. It is always necessary to remember 
that a subject exciting in 1960 may not be exciting in 
1961, and that a subject full of attraction in November 
may be old and dull the following April. 

One of the most complete studies on subject matter 
was conducted by the Statistical Laboratory of Iowa 
State University in three editions of "InFARMation 
Please" (1947, 1951 and 1955). (1) In each of these 
surveys around 600 farmers and 600 farm women were 
used in a probability sample of Iowa farm operators 
and homemakers. 

The study was designed to find out where farm 
people go to get information. It also showed the kind 
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of farming and homemaking information in which farm 
people were interested. 

In the first study (1947) farm operators were given 
a card listing 11 subjects. Each was asked to "read off 
the five things for which you most often need and use 
information." 

The subjects and the number of farm operators 
choosing each are shown in the summary below: 

Subject 

Handling and feeding livestock 
Market prospects a year or more 

in the future .. 
Advice on present livestock and 

grain markets . 
Corn and other field crops . 
Care and use of farm machinery 
Contouring, terracing, drainage, etc. 
Repairing and constructing barns 
Farm accident prevention 
Keeping poultry 
Corn loans and other federal 

farm programs 

Farm operators choosing 
subject 

No. 

387 

334 

303 
252 
2.39 
201 
176 
155 
126 

82 

Per cent 

69.48% 

59.96 

54.40 
45.24 
42.91 
36.09 
31.60 
27.83 
22.62 

14.72 

Field work was done in the fall of 194 7. This was a 
year farm prices and income were good. Probably for 
that reason the interest in "corn loans and other federal 
farm programs" was low. The editor, thinking of the 
high interest in such programs in the 'thirties, was in­
clined to overestimate farm interest in the subjects in 
1947. 

Market outlook ranked high and resulted in some 
changes in copy and in editorial emphasis. Although 
W allaces Farmer had always given special weight to 
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these subjects, it seemed possible that we should do 
even more in that field. 

At the same time, farm women were asked similar 
questions: 

Farm homemakers choosing 
subject 

No. Per cent 

Recipes and meal planning 370 69.42% 
Canning and preserving food 361 67.73 
Patterns, sewing and fashions 322 60.41 
Home improvement 294 55.16 
Keeping poultry 275 51.59 
Health and medicine . 247 46.34 
Kitchen and home equipment . 232 43.58 
Gardening 225 42.21 
Child care 172 32.27 
Beauty care 52 9.76 

There were few surprises here. It looked as if the 
usual concentration on food in Wallaces Farmer was 
justified. We did wonder why the low score on "beauty 
care." Did farm women think it unwomanly to admit 
an interest? 

The next survey of this kind was in November, 
1951. Had times changed? Did farmers and farm women 
have different interests? 

Four choices were given to each farmer. Note the 
top four in the men's list: 

Marked prospects in months ahead 
Fertilizers and rotations . . . 
Handling and feeding livestock 
Weed and insect control . . . 

Farm operators choosinq 
subject 

No. Per cent 

316 
312 
286 
258 

53.5% 
52.8 
48.4 
43.7 
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Fertilizer was coming to the front. The ch€mical 
revolution iri weed and pest control was on the way. 
Corn this time was down to 9th in a list of 12. 

Women had changed less. The top four were the 
same. But "health and medicine" had come up a notch. 
A vote was not taken on "beauty care." 

In November, 1955, another survey was made. The 
top subjects for men were as follows: 

Farm operators choosing 
subject 

Market prospects in the months ahead 
Current livestock and grain markets 
Handling and feeding livestock . 
Price supports, farm legislation, 

social security, etc. . 

No. Per cent 

360 
296 
294 

275 

54.9% 
45.1 
44.8 

41.9 

"Fertilizers and rotations" was m fifth place and 
"weed-insect pest control" in seventh. Observe the 
steady appeal of market information and the rise of 
"price supports, farm legislation, etc." 

Farm income in 1955 in Iowa was still good, but it 
was starting down from the peak. Hogs in Iowa, in 
November, 1955, were down to $11.60. This was quite 
a change from the May price of $1 7 .00 and the peak 
price in April 1954 of $26.40. 

Women's choices stayed about the same with one 
striking exception. "Health and medicine" came up to 
third place. There were 326 women, or 52.4 per cent 
of the total who selected this subject. 

It looked as if Wallaces Farmer was justified in run­
ning more copy on price supports and more on health 
and medicine than in 194 7 or 1951. 

A readership survey supported this view. In October 
1, 1955, the readership survey checked a page article 



SUBJECTS THAT APPEAL 165 

entitled "Ask $17 Support for Hogs." The page as a 
whole pulled 87.5 per cent with men. The article had 
a 64.9 Read Most score for men. It also drew a fair 
number of women readers, 28.5 per cent Read Most. 
Women, on this and other occasions, indicated that they 
knew where the money for their new washer was com­
ing from - or if it was not coming. 

Readership scores in survey issues underline the 
same points. In Wallaces Farmer (February 4, 1961) 
a page of discussion of market trends and of manage­
ment problems pulled 84.5 per cent of the men, with a 
Read Most of 66.5. 

A three-column article on page 72, "Insurance for 
Hospital Bills" got Read Most scores of 28.5 per cent 
with men and 44.0 per cent with women. This article 
was outside the Home Department, aimed at women, 
but also drew some men. 

The importance of timely news was shown in Wal­
laces Farmer (November 19, 1960) when a two-column 
Washington Letter, headed "What Will Farmers Get 
From Kennedy" pulled 64 per cent Read Most for men 
and 33 per cent for women. A post-election analysis of 
the farm vote in the same issue got 56 per cent Read 
Most for men and 39.5 for women. (Incidentally, this 
proves again that farm women do a lot of reading out­
side the Home Department.) 

The same issue illustrates treatment of a subject of 
interest only to a minority. A two-column turkey article 
got a Read Most for men of 15.0 per cent and 14.5 for 
women. This was a deliberate play to a small group. 

Another example of outlook copy registering high 
came in Wisconsin Agriculturist (April 15, 1961). The 
two-column department "What's Ahead" got a Read 
Most of 68.5 for men and 30.0 for women. 
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A page article appealing to smaller farmers, in the 
same issue, was, "He Farms 60 Acres." This had a page 
score for men of 72.5 and for women of 62.5, with a 
Read Most of 59 per cent and 43 per cent. This article 
was a mixture of farm management and human interest. 
Its main appeal probably was to farmers who were un­
certain about the ability of a man farming 60 acres to 
make a living. 

Another Wisconsin Agriculturist (April 2, 1960) 
shows the usual response by farm women to a food ar­
ticle. The page score was 92 per cent for women and 
Read Most 71 per cent. A few men, as usual, gave a 
quick glance at the illustration (pancakes) and went on 
hastily. We can get women to read men's articles but 
have a hard time getting men to read women's articles. 
The exception is when the Home Department lead 
deals with family problems and is illustrated by photo­
graphs in which men appear. 

Dairymen are a minority in Iowa, just as hog farm­
ers are a minority in Wisconsin. So when W allaces 
Farmer (January 16, 1960) devotes a page to dairy farm­
ing, a high score is not expected. In this case the market 
was further narrowed by the title, "Stanchions and 
Pipeline Milking" which didn't apply to all dairymen. 
But the page score still was 43.5 per cent for men and 
34.5 for women. Read Most was 22.5 for men and 14 
for women. 

Outlook copy scored high on both papers. An ex­
ample is "What's Ahead" in Wallaces Farmer (January 
16, 1960) where the two-column department pulled 76 
per cent of the men and earned a Read Most of 66 per 
cent. Some women, 28 per cent, were also interested. 
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Page Score 

Men 87.5o/o 

Women 47.5o/o 
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When Hog Prices Hurt 

A timely subject will bring the readers in. In 1955, there 
was a sharp drop in hog prices. The Wallaces Farmer Poll 
asked farmers about federal action on hog supports. 

The resulting article was read by both men and women: 

Re a d Most 

Men. 64.9% 
Women 28.5 

The top pictures scored 78.6 per cent with men a'nd 42 
per cent with women. The bottom picture scored 54.8 with 
men and 26.5 with women. 

Wal/aces Farm er, October 1, 1955 
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Better light in the Home 

Figure 11.2 

Page Score 

Men 20.5o/o 

Women 77.0o/o 

Food copy always scores high with women, but so do 
articles built around home improvement. Here is an 
article about lighting the farm home. Women responded 
well; a number of men also read it. 

Read Most score for women was 60.5 per cent. Also 
important was the fact that women of different ages re­
sponded about the same way. 

Read Most 

Women 
21-34 years 

50.0% 
35-49 years 

48.6 % 
50 years up 

52.8% 

Women who had gone to. school for eight years or less 
scored as high as women who had gone to high school or 
beyond. 

Wal/aces Farmer, February 4, 1961 
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What does our experience with subject matter add up to? 

I. Hit hard on the major interests of your audience. This 
means hogs and corn in Iowa and dairy cattle in Wis­
consin. But try for new material and new angles. A 
dairyman doesn't want to read about cows every issue 
unless the material is timely, fresh and loaded with hu­
man interest. 

2. Keep checking on the interests of readers. You know 
that when hog prices drop sharply, interest in hog 
outlook and hog supports will pick up. But other angles 
are harder to figure out. Why, for instance, did wo­
men's interest in "health and medicine" pick up? For 
information on some points, you have to dig, use opin­
ion polls and pre-tests of subject matter. 

3. Don't forget minorities. In a hog state, you can't give as 
much space to sheep as to hogs, but sheep still are en­
titled to some attention. 

4. Farm people are human. Articles on family problems 
score well. And even a dirt copy article gains when the 
problems are stated in terms of Henry Brown of Black 
Hawk County and Jim Jones of Keokuk County. 



12. 
Just Getting Read Isn't Enough 

WHEN Wallaces Farmer BEGAN its first readership 
studies in 1938, we could say that a certain number of 
readers of the issue had actually read some or most or 
none of the article on page six or the advertisement on 
page 21. But presently it dawned on us, as on many 
others, that this kind of readership figure wasn't 
enough. 

Fortunately, the readership survey can be handled so 
as to tell us much more. We can find out how reader­
ship is affected by age, education and other factors. We 
can even approach a more vital question: What do our 
subscribers think of what they read? 

A reader may go through an article and still wind up 
with a poor opinion of the article and of the magazine. 
High readership may be associated with either favor­
able or unfavorable response. How can we find out 
which it is? 

We are using on Wallaces Farmer and Wisconsin 
Agriculturist some simple devices that may give us some 
clues as to what farm readers think of what they read. 
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We started out with the most obvious of tests. In 
repeated surveys, conducted both by ourselves and by 
the Statistical Laboratory of Iowa State, we have found 
that farmers want practical information on timely pro­
duction problems. The perfect tribute to us comes from 
the farmer who says, "I was just going to write you. But 
when I got your paper out of the mailbox, I found you 
had answered the question I had in mind." 

So in the reader-interest survey of the January 18, 
1958 issue of Wallaces Farmer, we prepared a card that 
asked these questions: 

If you read most of the story, "Wet Corn Makes Top Feed," on 
page nine how would you rate this article on the points 
below? 

1. Real practical help for me. 

2. A few things here I can use. 

3. Nothing practical here for me. 

1. Article told about something new to me. 

2. I'd heard about it before, but not as much. 

3. Nothing new in this article. 

In this test, we hoped to find out whether the article 
was of practical help, and also whether some of the in­
formation was new. These points, in our minds, weren't 
the same. A farmer could be reminded of standard 
information and still get practical help. 

Interviewers waited until they got to page nine and 
listened to the report of the respondent on that page. 
If he said he had read most of the wet corn article, he 
was handed the card. 
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Here is the response: 
No. Per cent 

Real practical help for me . 32 24.1 
A few things in it I can use . 70 60.1 
Nothing practical here for me 21 15.8 

123 100.0 
Article told about something 

new to me . 29 23.6 
I'd heard about it before, but 

not as much . 80 65.0 
Nothing new in this article . 7 5.7 
No comment . 7 5.7 

123 100.0 

Since this was the first attempt, we weren't sure what 
it meant. What is par for the course? Our guess was 
that the article did pretty well. 

To check again, we took the reader-interest survey of 
Wisconsin Agriculturist (April, 1958). When the inter­
viewer got to page 76 and the respondent indicated he 
had read most of the article, "Spray Yellow Rocket in 
Hay Fields," he was given a card which asked him to 
rate the article. Scores for men follow: 

No. Per cent 
Real practical help for me . 20 23.0 
A few things in it I can use . 40 46.0 
Nothing practical here for me 18 20.7 
No comment. 9 10.3 

87 100.0 
Article told about something 

28.7 new to me . 25 
I'd heard about it before, but 

not so much 41 47.l 
Nothing new in this article . 5 5.8 
No comment . 16 18.4 

-
87 100.0 
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To get a little more light on what to expect from a 
"practical help" vote on a dirt copy theme, we asked 
the same questions about three articles in Wallaces 
Farmer (January 17, 1959). The three scored an aver­
age vote on "real practical help" of around 38 per cent 
among the men who read some or most of the copy. If 
we measure these enthusiastic readers against the whole 
sample, they made up 25 per cent of the total. 

What kind of men were these enthusiastic readers? 
There were 77 men out of the sample of 200 who voted 
"real practical help" on one or more of the three arti­
cles. These enthusiastic readers had slightly more edu­
cation, more income, took more farm papers and had 
bigger farms than the non-enthusiasts. 

We had another problem allied to this one. On it, 
we used a similar device. We were running two depart­
ments about whose merits we were doubtful. For the 
test, we added a third department whose long-time rec­
ord was excellent and on which we had no doubts at all. 

To the folks - both men and women -who read 
some or most of the three departments, the interviewers 
handed out a card which said: 

The editors of Wallaces Farmer are wondering whether to drop 
this department. They'd like your advice. Which of the 
statements below comes nearest to representing your views: 

1. Don't take the department out. I like it very much. 

2. I usually read it, but I could get along without it. 

3. Take it out if you want to. I won't care. 

4. No opinion. 
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We had interviewer trouble on this one. Some inter­
viewers didn't present the card to all the Read Somes 
and Read Mosts. But the main disappointment was the 
general amiability of the comments. Very few wanted 
to get rid of any of the departments. The following 
scores list those who said, "Don't take it out." 

Men 
No. Per cent 

Workday Pointers . . . . 103 86.5 

Women 
No. Per cent 

63 80.1 

(This was the strong department, according to other tests.) 
Rural Route Ramblings. . 93 77.5 82 78.8 

(This was the department, humorous in intent, on which 
we had dowbts.) 
Country Air . . 32 80.0 82 85.4 

On this test, all three departments earned the right 
to stay in. However, I'm not satisfied with the answer. 
Maybe our respondents were too amiable. A less brutal 
third choice than "Take it out" might have showed us 
more about farm attitudes. 

We had another problem with the department deal­
ing with recipes. Readership scores don't show much 
about recipe reading. Scores are always high. But surely 
there are differences between one set of recipes and 
another. Yet you wouldn't think so from the usual 
scores. 

In the reader-interest survey of Wallaces Farmer 
(January 17, 1959) (Figure 12.6), we had interviewers 

find women who said they had read some or most of 
the recipe column. Then each respondent who had read 
the department was given a card which said: 
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Since you read some or most of this Cookery Corner department. 
I'd like to know a little more about your use of the recipes: 

I. Have you tried out any of the recipes on this page? 
I. Yes 2. No 

9 If Yes, how did the family like the recipe? 
I. .Liked it 2. Didn't like it 3. No comment 

3. Are you planning to use in the future any of the recipes on 
this page? 

I. Yes 2. No 3. Undecided 

A similar study was made in Wisconsin Agricultur-
ist (April 4, 1959). Here are the results for both papers: 

Wallaces Farmer Wisconsin Ag 
No. Per cent No. Per cent 

I. Have you tried out any 
of the recipes on this page? 

Yes 34 24.3 41 26.6 
No. 106 75.7 113 73.4 

140 100.0 154 100.0 

2. If Yes, how did the family 
like the recipe? 

Liked it . 26 65.0 32 55.2 
Didn't like it 2 5.0 7 12.0 
No comment 12 30.0 19 32.8 

40 100.0 58 100.0 

3. Are you planning to use in 
the future any of the recipes 
on this page? 

Yes 82 62.l 133 82.l 
No 19 14.4 6 3.7 
Undecided 31 23.5 23 14.2 

132 100.0 162 100.0 
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The main value of the experiment was to establish 
a base line that would mean more than the standard 
one: "Every recipe column should get a Read Most 
score from 60 to 65 per cent." Now we are inclined to 
say, "If less than 20 per cent of the recipe readers have 
tried out a recipe in the column, we're slipping." 

Another study of women's readership came in Wal­
laces Farmer (January 16, 1960). We ran an article 
about selecting, cooking and serving a prime rib roast 
(Figure 12.5). 

The Poll asked: "Have you ever cooked and served 
a beef roast in the way described? 

Yes 
No 

No. Per cent 

51 
72 

41.5 
58.5 

123 100.0 

We found here that our farm women were less 
familiar with this kind of meat cookery than we had 
guessed. 

We also asked: "If No, did the article make you 
· want to try it some time?" 

Yes .. . 
No .. . 
Undecided 

No. Per cent 

68 
9 
7 

80.7 
10.9 
8.4 

84 100.0 

Apparently a large number were interested in try­
ing out what, for them, was a new method in cooking 
meat. 
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The Poll also asked: "Would you like to see more 
articles of this type in W allaces Farmer?" 

No. Per cent 

Yes 121 95.3 
No 2 1.6 
Undecided 4 3.1 

-
127 100.0 

The editors learned that there was a demand for 
this kind of copy and that for many women, it was a 
fairly new field. We had not expected as many to be 
unfamiliar with the subject; neither had we expected 
so much interest in more articles. 

The over-all score (Read Most 56.5 per cent) was 
good, but it did not convey any of the information 
secured through the questions above. 

Advertisers are even more anxious than editors to 
find out whether farmers believe what they read. In a 
reader interest survey of Wisconsin Agriculturist in 
1959 one advertiser asked us to find out whether farm­
ers believed the claims in copy about the efficiency of 
the feed being advertised. 

We found 47 men in the sample who had read some 
or most of the ad copy, and who expressed an opinion 
on the ad. These men were given a card which restated 
the claim in the ad. We then asked the respondent to 
check one of the following: 

1. Sounds reasonable to me. 
2. Might be possible, but I'm not sure. 
3. Don't think you could do it. 
4. Undecided. 
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Of the 4 7 men who checked an answer to the ques­
tion, 19 had serious doubts about the claim. The scores 
follow: 

1. Sounds reasonable to me . . . . 
2. Might be possible, but I'm not sure . 
3. Don't think you could do it 
4. Undecided . . . . . . . . . 

No. Per cent 

7 
17 
19 
4 

47 

14.9 
36.2 
40.4 

8.5 

100.0 

This seemed to show that the claim in the ad wasn't 
getting across. A change in copy was indicated. 

Another advertiser wanted to find out whether a 
testimonial, using the picture and name of a farmer, 
was believed. This MoorMan's ad appeared in the Wal­
laces Farmer (September 20, 1958) (Figure 12.2). The 
card asked whether an average farmer could be as suc­
cessful in feeding hogs as was the man in the testimo­
nial. There were 42 men who read some or most of 
this copy. They expressed themselves as follows: 

1. Yes, seems likely . . . . 
2. No, he was lucky . . . . 
3. I didn't pay much attention 

to his experiences . . . . 

No. Per cent 

22 
10 

10 

42 

52.4 
23.8 

23.8 

100.0 

While the sample is smaller than we. like, the testi­
monial does seem to get a fair vote of confidence. Of 
the 42 farmers who read this copy, 20 were large hog 
raisers who had marketed 100 hogs or more in the past 
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year. Of these 20 prospective buyers of hog feed, 14 
accepted the testimonial and only two rejected it. This 
approval by men who were presumably the better pros­
pective buyers of hog feed gave additional weight to 
the results. 

Another advertisement also ran testimonial copy on 
a feed ad. Farmers who read the ad were asked, "You've 
read the report of the experience of John Doe in feed­
ing livestock. Do you think it likely that he could really 
do this well?" 

The farmer readers of the ad answered: 

"Yes, I think he could probably do that well". 43% 
"Seems like the ad claims a little too much" 35 
"It claims a lot too much" . 8 
"No opinion" . . . . . 14 

This advertisement had a good readership score. But 
was the believability score high enough? The adver­
tiser had some doubts. The copy is getting another look. 

In the three feed ads discussed above, much the same 
kind of sales argument was used. 

In all three ads, layouts were of almost equal merit. 
All three had good readership scores. What made the 
difference in believability? 

One of the lower ranking ads ordered the farmer 
to buy the product and shouted in large type what the 
benefits would be. The better ad tackled the theme 
with this head: 

"Good results - as reported by Marvin Gesell, How­
ard County, Iowa." 

The copy following gave a detailed report of what 
happened on the Gesell farm. The conclusion -
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reached in the twentieth short line under the head -
presented a feed cost about the same as that reported 
in one of the less successful ads. 

Questions can throw more light on reader response 
to articles. Two articles may have the same readership 
score. Yet one may be enthusiastically received and the 
other cast aside with the bored remark, "That's old 
stuff." 

Tests like these have the great merit of being fairly 
easy to handle in connection with a standard reader­
interest survey. They answer, easily and inexpensively, 
one of the major questions every editor asks about 
readership. ( 1) 
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Men who read this department were asked, "What did 
you think of it?" 

"The article made suggestions that 
will be of practical help to me" 42.3% 

"It has a few points I can use" . 32.4 

Men readers were also asked whether they enjoyed read­
ing the article - thus, "enjoyment" as contrasted with 
"help." And 92.8 per cent of readers of the department re­
ported they "enjoyed" the copy. 

Farmers may find it harder to admit "help" than "en­
joyment." Both sets of questions throw some light on the 
meaning of the readership score. 

Wisconsin A griculturist , April 15, 1961 
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Figure 12 .2 
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"Did You Believe Gesell?" 

Men 42o/o 

Women 26o/o 

These two pages came out almost even in scores, with 
one marked exception. The sales copy in B, pushed up to 
the top of the page, did better with men (Read Some 27 
per cent to 16 per cent) than the sales copy in A. 

Readers of the page were also asked, "Do you think an 
average farmer could be as successful in feeding hogs as 
Mr. Gesell was in the case reported here?" 

Over half (52.3 per cent) answered, "Yes, seems likely." 
Other experiments on the believability of testimonials in­
dicate that a 50 per cent approval is an unusually strong 
vote of confidence. 
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Figure 12.3 

Page Split B 

Page Score 

Men 48o/o 

Women 24o/o 
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Women showed less interest in the ad, more skepticism 
about the testimonial. Only one-third of the women read­
ers of the ad said, "Yes, seems likely." 

The A reader may note that this cutout did about as 
well as the square photograph. This is contrary to the re­
sult in Figures 4.10, 4.11. In that case, the square photo­
graph out pulled the cutout. One explanation may be 
that in 12.3, no damage was done to the hogs; in 4.11 the 
cows were badly chopped up. The mutilated cut in 4.11 
destroyed the appeal of one part of,_ the photograph; m 
12.3, the hogs were allowed to make their usual appeal. 

Wal/aces Farmer, Sef,tember 20, 1958 
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Figure 12 .4 

Copy Sco re 

Read Some 

Men 65.5o/o 

Women 33.5o/o 

"Will These 

Methods Work?" 

Men who read this article on 
dairying were asked if they 
thought "the methods reported 
would work on my farm." 

Of the men readers of the 
article, 43.7 per cent said "Yes." 
And another 22.2 per cent 
checked, "These methods might 
work on my farm." Only 6.3 per 
cent said, "They wouldn't work 
on my farm." 

W isconsin Agriculturist, October J, 1959 
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Figure 12.5 

Department 

Score 

Women 88.5o/o 

They Tried 

Out Recipes 

This department "Cookery 
Corner" always has a high score. 
But what does the score mean? 

One way to find out is to 
ask, "Have you tried out any of 
the recipes on this page?" The 
women were interviewed from 
10 days to two weeks after they 
received the paper. Of the 
women readers of the depart­
ment, 24.3 per cent answered 
"Yes." 

And 62 per cent said they 
planned to use one or more of 
the recipes in the future . 

Wal/aces Farmer, ]atiua ry 17, 1959 
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"Do You Want To Try This?" 

Fig ure 12.6 

Page Sco re 

Men 11.5o/o 

Women 85.0o/o 

Women readers on this page were told about selecting 
and cooking a prime rib roast. Then they were asked, 
"Have you ever cooked and served a beef roast in the way 
described?" 

Less than half (41.5 per cent) said, "Yes." 
We also asked, "If No, did the article make you want to 

try it some time?" Of this group, 80.6 per cent said they'd 
like to try it. And of the whole number of readers of the 
article, 95. 7 per cent said they'd like to see more articles 
like it in the paper. 

Farm women were less familiar with this kind of cookery 
than we had guessed. They were also more eager than we 
had expected for more copy of this kind. 

Wal/aces Farmer, January 16, 1960 
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From this series of ads and from similar studies, is it 
possible to draw any conclusions that will help copy writers 
to anticipate trouble in this field? Plainly more data is 
needed, but the following suggestions may be helpful: 

I. The best ad didn't claim too much and didn't shout too 
loud. An almost diffident approach, coupled with a 
conservative claim, seemed to help believability. 

2. Testimonial copy apparently can be either good or bad. 
It is bad if it sounds like the farmer quoted was brag­
ging. A farmer talking across the fence to his neighbor 
doesn't brag too openly. He is more apt to say, "I was 
lucky this year. Got a bigger crop than usual." 

3. Easy reading of copy is important. In terms of a Flesch 
"reading ease" score, the copy lead in the top ranking 
ad had 13 words to the sentence and 132 syllables per 
100 words. The copy lead in one of the other ads had 
an average sentence length of 20 words and a sylla,ble 
count of 156 per 100 words. 

4. If the advertiser's experiments show that he can, most 
of the time, cut feed costs 50 per cent under those 
shown by the average farm, this is good news for the 
product. Yet it may not pay to make so strong a claim 
- even if well documented - in the ad. Farmers dis­
count big claims. 

5. Copy that issues orders: "Buy this, etc.," is not likely to 
do as well as a more indirect approach that says, in 
effect, "John Doe is doing pretty good with this feed. 
Maybe you'll have the same experience." 



13. 
Research in the Future 

THERE HAS BEEN A REVOLUTION in farming since 1940. 
Bigger farms, new machinery and new methods have 
made enormous changes. A good farmer of 1940 who 
left Iowa, went to California and came back to Iowa to 
farm again in 1960 would be baffled by many of the 
things he would have to do. 

In this period of rapid change on the farms, have 
farm publications changed? Critics insist that the farm 
paper of 1940 is almost the same as the farm paper of 
1960. 

vVe use larger type, more and bigger pictures, and 
grow breathless in pursuing the latest developments 
from college experiment stations and from the experi­
menters of commercial concerns. Have we changed 
enough? 

The evidence is that farm publications still hold 
farm interest. The series of "InFARMation Please" re­
ports, prepared by the Statistical Laboratory of Iowa 
State University, indicate that farmers still rely heavily 
on the state farm paper as a source of information. 

[ 188 ] 
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Other surveys show much the same thing. Glenn 
Johnson of Michigan State reports on sources of in­
formation by 1075 farmers in seven Midwest states. (1) 

Information on Prices 

Farm magazines 
Publications of farm organizations . 
Newspapers 

·Radio . 
Television 

Information on Production 
Farm magazines 
Publications of farm organizations . 
Newspapers 
Radio . 
Television 

Information on New Technology 

Farm magazines . 
Publications of farm organizations . 
Newspapers 
Radio . 
Television 

No. of 
mentions 

856 
160 
664 
635 
145 

513 
75 

195 
196 
57 

242 
24 
89 
72 
29 

In the opinion of these farmers, what are the "most 
important" subjects? 

Prices . 
Production method 
New technology . 
Human information 
Institutional 
Couldn't rank first 

No. of 
mentions 

352 
325 
64 
79 
92 
8 
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On production, the bread and butter of the content 
of farm publications, the high standing of the farm 
press seems clear. On prices - and price prospects -
newspapers and radio are pushing up. On new tech­
nology, the farm press leads. Yet it should be noted 
that new technology ranks low in prestige compared 
to production and prices. 

Why are farm papers, even if relatively unchanged 
since 1940, still doing so well in their traditional role? 
It might be noted here that every editor will probably 
say that his farm paper has changed since 1940; it is the 
other papers that have not changed. Most outsiders 
looking at the issues of the two dates would say, "Yes, 
some changes. But a reader of 1940 would still feel at 
home with the paper of 1960." 

One reason for the continued str.ength of the farm 
press is probably just habit. Probably every farmer in 
Illinois grew up in a home where Prairie Farmer came 
regularly. To a degree, the same is true of the Wiscon­
sin Agriculturist in Wisconsin and Wallaces Farmer in 
Iowa. 

The stock remark of an older subscriber is often, 
"I did my first reading in your paper. Looked at the 
livestock pictures and puzzled out the words alongside." 

Over the years, too, each farm paper has been able 
to do something useful for most subscribers. Another 
stock remark: "You had a piece in the paper 10 years 
ago that I tried out and it worked. I figured it paid my 
subscription for 20 years." 

A Starch report in W allaces Farmer (March 5, 
1960) asked the question: "Have you ever made use of 
farming or homemaking ideas (including recipes) re­
ported in W allaces Farmer?" Of the men, 65 per cent 
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said "Yes" about farming, and of the women, 68 per 
cent said "Yes" about homemaking. 

The reverse is also true. A farmer who didn't buy 
an extra 80 in 1940 because of the paper's conservative 
warnings may calculate how much he lost by not gam­
bling on a rise in prices during the war boom. A Re­
publican farmer who voted for Hoover in 1932 might 
be critical of a paper's support of the New Deal's farm 
program. 

On the whole, however, the farm publication is an 
old friend, or if not an old friend, at least an old and 
familiar enemy. There are always subscribers who open 
the paper eagerly to "see what this blankety-blank­
blank is going to say this week." And even one of these 
subscribers may add, "This guy is crazy on politics, but 
he does know something about corn and hogs." 

But is familiarity with the product always an asset? 
Perhaps there are young farmers who think the familiar 
paper is too old-fashioned and "says the same thing 
over." The young farmer is geared to television, to 
more general magazines, to more farm papers, to more 
time on the road and in town and less time in a chair 
by a reading light. This is an additional reason for a 
continued check on the reading habits of young farm­
ers. 

Add to this the fact that there are more kinds of 
folks in the country than there used to be. There are 
residential farmers, who live on 10 acres and have a 
horse and a few chickens. There are retired farmers. 
There are part-time farmers who keep some stock and 
do a little farming on week ends but whose main in­
come comes from a job in town. In the ranks of com­
mercial farmers, there is a great difference in interests 
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between the man with a gross income of $5,000 a year 
and one with $40,000 a year. 

Farmers were more alike in the old days than they 
are now. The 1960 census raises the question of the 
nature of the farm audience. Will editorial copy that 
registers with the 6.7 per cent of Iowa farm operators 
who are part-time farmers also register with the 4.6 per 
cent who take in $40,000 or more? 

The census figures on economic class indicate how 
income groups line up in the two states: 

Iowa Wisconsin 
No. Per cent No. Per cent 

Class I (sales of $40,000 up) 8,110 4.6% 1,010 0.7% 
Class II 

($20,000 to $39,999) 21,579 12.4 4,221 3.2 
Class III 

($10,000 to $19,999) 48,045 27.5 23,750 18.l 
Class IV ($5,000 to $9,999) 47,408 27.1 43,523 33.2 
Class V ($2,500 to $4,999) 23,537 13.5 28,324 21.6 
Class VI ($50 to $2,499) 5,655 3.2 5,868 4.5 
Part-time operators, etc. 11,660 6.7 16,392 12.5 
Retirement, etc. 8,701 5.0 8,114 6.2 

174,695 100.0 131,202 100.0 

Do we want to put out a farm paper that appeals 
to all these folks? It is possible, but it has difficulties. 
The part-time farmer and the big commercial farmer 
are both interested in rural schools, in the social prob­
lems of country living, in flower gardens and lawns. 
But the description of an automatic feeding set-up 
wouldn't mean much - except as a curiosity - to farm­
ers below the gross $10,000 level. To include farmers 
above that level would mean an audience of around 
44.5 per cent of the Iowa total. 
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From the business angle, all of these people are a 
market for consumer goods - overalls, shoes, groceries, 
household gadgets, etc. 

Would it make more sense to aim a farm paper at 
the better commercial farmers? If we aimed at the in­
terests of those with $10,000 or more, this would be 
44.5 per cent of the census total in Iowa and 22.1 per 
cent in Wisconsin. If we stretched it to include those 
with an income of $5,000 or more, this would be 71.6 
per cent in Iowa and 55.3 per cent in Wisconsin. 

There is another way to deal with this problem, of 
course. Shift to the vertical approach. Get out a farm 
paper devoted exclusively to dairying, or to hog rais­
ing or to poultry raising. Yet in the Middle West, most 
of the farmers have more than one major interest. 

These are policy questions for the publishers and 
the editors. But the questions may get better answers 
if more research is carried out. Just how does our circu­
lation now break up? How many are part-time farmers, 
how many are town people who own farms, etc? 

What kind of copy are the bigger farmers reading? 
What kind is read by smaller farmers? So far our in­
vestigations show that production copy gets much the 
same kind of response from big and little farmers. But 
how many readers do we lose when we talk about a 
problem that affects only the top 10 per cent of our 
farmers? How many do we lose when we talk about a 
problem that means something only to the lower I 0 
per cent of our readers? We need to continue investi­
gations in this field. 

In checking on the appeal of vertical publications, 
we need to know the readership habits of farmers who 
sell 150 or more hogs a year and of farmers who milk 
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30 or more cows. We have a good deal of information 
in this field, but it should be kept up to date. 

Editorial style is related to these other policy deci­
sions. Will it be useful to follow the lead of McCalls, 
Better Homes and Gardens, etc. and run less copy in 
very big type? How reconcile the interest of the man 
who wants a detailed technical article with the interest 
of the man who prefers only a 200-word summary? 

How important is the slick paper, four-color format 
to subscribers? (We know already that it is important 
to most ad agencies.) Our slick paper, four-color inserts 
give us a chance to compare the appeal of this kind of 
advertising copy with the appeal of run-of-the-book ads. 
We have no way at present to use splits to check edi­
torial appeal of the two kinds of presentation. Experi­
ments by others indicate that four-color layouts do not 
always help readership. 

Another problem deals with the farm woman's in­
terest in the paper. At present, we get fantastically high 
readership scores on Home Department copy and good 
scores for women on copy aimed primarily at men. 
Farming is, in many cases, a family affair. Women 
participate in decisions. With more education than 
men, they often point out to husbands articles they 
should read or ads they should notice. 

Yet in the business field farm papers lose ground 
in advertising directed to farm women. Farm women 
use lipsticks, and only a fraction of the farm audience 
takes any one women's magazine, yet cosmetic advertis­
ing misses farm papers. Farm women buy groceries for 
hearty eaters in big families, yet food advertising is 
light. 
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Is the answer to forget about farm women and aim 
copy only at farm men? Or is it to continue to appeal 
to farm women and hope that we can get more in­
formation on the farm women's market to the agencies? 
This question is also related to the question of dealing 
with commercial farmers only or with everybody living 
in the country. All women living in the country have 
similar problems - in gardening, in canning and freez­
ing and in relation to rural schools. 

Every publisher and editor should probably devote 
special time to a consideration of the death of Country 
Gentlemen, Cappers Farmer and a score of other farm 
publications. What killed them? Is there any chance 
that we have the same disease? 

That is one good reason for more editorial research 
and for more thinking about the results of editorial 
research. 

More emphasis should undoubtedly be given to 
pre-testing new subject matter and themes the publica­
tion has never used. To rely exclusively on earlier 
readership surveys is to be chained to the past. 

Farm publications may be tied more to the past 
than other magazines. For them, the argument is even 
stronger for using pre-tests of subject matter as des­
cribed in Chapter 10. 

Something might be said here about the claim that 
"you can't edit a paper with a slide rule." Some folks 
worry about editors being influenced by experiments 
like ours to the extent that individual initiative, intui­
tion, and possibly genius, will be stifled. (2) 

There is some risk here, but I doubt if it adds up to 
much. A very few editors may decide that the results of 
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a readership experiment (not always statistically sig­
nificant) should be followed blindly. Far more will 
disregard such experiments and be guided, as usual by 
their own hunches, by habit, by the examples set by 
their contemporaries and by a few letters from sub­
scribers. 

Both extremes are foolish, of course. Anyone who 
has read this book this far will note how tentative many 
of our conclusions are. Many experiments do no more 
than provide the editor with a hunch. But a hunch of 
this origin may have value. 

I remember the comment made by one eminent 
statistician when I was worrying over tests of signifi­
cance. He said, "Let's suppose this experiment doesn't 
have results that turn out to be statistically significant. 
Still it is all the evidence you have to go on. If the cost 
of making the change indicated by the experiment is 
small, better go ahead and make it. And then run some 
more tests." 
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Who Were the Best Prospects? 
This advertisement scored well. Its Read Some for men 

on sales copy was 27 per cent. Read Most was 19 per cent. 
· To which farm groups did the ad make the strongest 

appeal? Farmers who were young, with good incomes and 
on bigger farms showed the most interest. 

Crop acres harvested 

Read Some 
1-49 acres 

38.1 % 
50-74 acres 

46.9% 

75 acres 
and up 

64.3% 

Of the 98 farmers interviewed on this question, 63 had 
75 acres or more. This was the biggest as well as the best 
market. 

W allaces Farmer, January 16, 1960 
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"Records are the key 
to dairy success" 

Figure 13.2 

Page Score 

Men 61.5o/o 

Women 34.5o/o 

Who Reads About Farm Records? 
Younger farmers and farmers with larger incomes were 

more apt to read about farm record keeping than older and 
poorer farmers. 

Read Some scores on men's age groups follow: 

21-34 years 
75% 

35-49 years 
63% 

50 and up 
45.3% 

Here are Read Some scores on income groups: 

Under $5,000 
44.7 % 

$5,000-$9,999 
69.6% 

$10,000 and up 
70.7 % 

Farmers who had gone beyond eighth grade in school­
ing were ,more interested than farmers whose education 
stopped earlier. 

Wisconsin Agriculturist, April 15, 1961 

[ 198 ] 



RESEARCH IN THE FUTURE 199 

The great danger in editing is not the blind following of 
experimental work. The great dangers may be these: 

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

2. Imitating some drastic change made by a contemporary 
publication without testing its appeal to your particular 
audience; 

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

4. Failing to try to look five or ten years ahead, to try to 
see what audiences and publications may be like then; 

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

* * * 
Do readership surveys, pre-testing and opinion sur­

veys help farm publication editors to avoid these dan­
gers? I think they may. Every time a readership survey 
upsets a cherished belief, the editor is likely to profit. 

"If I'm wrong about this," he may say to himself, 
"I may be wrong about something else." And he 
should be more able to take a fresh look at his job. 



14. 
What Kind of Editor? 

ANY mscussION OF READERSHIP tests should close by re­
peating the usual warning. A readership test measures 
the past. An editor may in June of 1963 get out exactly 
the kind of publication that scored high in 1962. But 
1963 is not 1962. There will be resemblances, but there 
will also be differences. How do you figure these out? 

Before trying to answer this question, let us look 
for a moment at what I have called the "Joe Ratner 
Formula." Ratner was a talented editor who worked 
with Better Homes and Gardens and later with an ad­
vertising agency. He believed in research. He used it. 
But he also could laugh about its limitations. 

"This is the way it works," Joe said. "You believe 
in readership research. So you check on the last issue. 
Food copy ranked high. OK, you throw out everything 
but food copy. Now in the next issue, you find that 
pie recipes outscore everything else. So you fill the next 
issue with pie recipes. But your readership survey shows 
that apple pie recipes score higher than others. The re­
sult is that the next issue, the climax of readership test­
ing, includes nothing but apple pie recipes." 
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This is ridiculous, but true. Every readership ex­
pert should repeat it to himself regularly. 

What you need, of course, is balance in the issue. 
In a farm publication in Iowa, we are sure that corn 
and hog copy will score high. But that doesn't mean 
everybody wants to read only about corn and· hogs. 
Minor interests play a part. So does variety. 

But the major problem is still: What kind of new 
copy will attract your readers? 

The pre-test of subject matter, already described in 
Chapter 10, is one way of estimating short-run changes. 
If the editor is bright enough, he can set up a number 
of possible subjects and have these checked by the 
reader. 

But how does he know which subjects to ask about? 
Surveys on opinion and readership can give him some 
clues, but only clues. He needs to generate some ideas 
himself. 

He can borrow ideas from other magazines. This 
is often a risky business since editors sometimes run 
together like sheep in what may be the wrong direction. 
The pre-test may help to show an editor that he is 
running the wrong way. This has value, even though 
it is negative value. 

The editor can read widely, talk to people with dif­
ferent views, visit farmers and then think, "What can 
we say next issue that will do this fellow and his wife 
any good?" And he can use the pre-test to check his 
hunches. 

So far we have been looking ahead in I 962 to what 
will be timely and useful in 1963. Now we come to a 
much harder task. How do we, in 1962, manage to look 
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ahead to what will be timely and useful in 1965 or 
1970? 

My best example concerns Henry A. Wallace and 
his articles on hybrid corn. He began to write about 
hybrid corn in 1918. We had no readership tests then. 
If we had, my guess is that the score would have been 
low. Yet Wallace kept on writing on this subject which 
gradually became important. By 1934, when hybrid 
corn was first used, farmers knew much more about it 
and were quicker to use the new strains than if Wallace 
had waited 10 years to begin discussing the subject. 

You can make the same point about economic is­
sues. I'll use Wallace again as an example since he is 
the editor about whom I know the most. In 1922 he 
began to hammer on the need to adjust production to 
market demand. This program did not result in actual 
legislation until 1933. 

Does it pay an editor, or his publication, to be five 
or ten years ahead of his times? Franklin D. Roosevelt, 
an expert in political affairs, used to say that a political 
leader should be a year or two ahead of the public, 
but no more. 

An editor perhaps should follow the same rule. Yet 
I think there is an argument for letting readers know 
what is in the air, and what is likely to happen some 
years in the future. For this kind of copy, an audience 
will grow. 

How can farm publications get the kind of editor­
ial talent that can look ahead? If they get this kind of 
talent, can it be turned into circulation and into adver­
tising lineage? 

There are some doubts on this second point. I knew 
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one man active in the business end of a farm publica­
tion who said flatly that the job of the editor is to fill 
in the white spaces left in the dummy after the ads are 
placed. He insisted that he saw no relation between 
editorial copy and circulation or between editorial 
copy and advertising appeal. (Perhaps he did see this 
relationship, but felt it better business to ignore it 
while arguing over editorial salaries.) 

Circulation is not solely a matter of editorial appeal. 
It depends, to a great extent, on the skill and persist­
ence of the circulation department. Editorial appeal 
does make renewals come easier. A paper that isn't 
read with interest cannot be boomed by even the most 
skillful circulation campaign. 

Advertising readership, of course, is dependent on 
the ability of the editor to get readers to go through the 
issue and give an advertiser a chance. I can recall one 
"expert" who insisted that he wanted an ad placed op­
posite a dull article, so that the article wouldn't distract 
attention from his ad. 

One constant question is: Are we getting out a 
paper for the readers or for the advertisers and the ad­
vertising agencies. Very often a layout that appeals to 
an agency falls flat when exposed to readers. And edi­
tors may be led into editorial blind corners by an 
agency's art director who has never checked his layouts 
against farm readership. 

Finding first class editors is a problem and holding 
them is more difficult than it used to be. Editors are 
often persuaded into going with ad agencies, public re­
lations firms, house organs and the like. This has been 
a good break for the journalists. They can bargain for 
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pay and fringe benefits. But this situation has often 
lost farm papers the kind of editorial talent they can 
hardly afford to lose. 

Pay in money isn't the only temptation. An editor 
is paid by prestige, by the feeling of power and by the 
satisfaction in making policy and influencing readers. 
Men - and women - who don't get this kind of pay 
are apt to move. 

There are different kinds of editors, of course. One 
is the amiable kind, who knows everybody, whose edi­
torials irritate no one, and who has the skill to intro­
duce new ideas into the reader's head without the irri­
tations that usually accompany that process. 

Then there is the editor who fills up space, who goes 
through the motions and whose paper reads like every­
body else's. 

The most useful editor may, according to my biasC:d 
view, be the one who is able to look a few years ahead 
and to get his readers ready to accept the future or per­
haps to modify it. He needs to know more than agri­
culture. He should know how United States agricul­
ture fits into the affairs of the nation and of the world. 

Here are two quotations that seem to me to indi­
cate the kind of thinking that farm paper editors - and 
all editors - ought to be doing. 

Lawrence E. Hinkle, Jr. said after describing the 
authoritarian way of life, 

The point might well be made that the conflict between this 
way of ordering a human society and its opposite - the open sys­
tem of thought, based upon observation, constantly tested against 
reality, allowing for great uncertainty, accepting a variety of 
points of view, not pretending to know the ultimate right or good 
and always keeping open the possibility that any judgment is 
incorrect - may be the basic conflict of our time. (1) 
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I think a farm paper editor ought to be on the side 
of the "open system of thought." He should be think­
ing also about Kenneth E. Boulding's "traps for the 
future." Boulding of University of Michigan said, 

The three traps are war, population and exhaustion. A nu­
clear war if it did not put an end to man, might easily remove 
from him any chance of perpetual affluence. Unlimited growth 
of population could do the same thing. more slowly but just as 
effectively. The ghost of Malthus has been laid many times, but 
it won't lie down. 

If science and technology give us death control, it must also 
give us birth control. We must eventually have a stable popula­
tion and if we are all going to live to be 70, the birth and death 
rate cannot be more than about 14 per thousand. This means 
an average of a little over two children per family and no non­
sense. 

The third trap might be our inability to develop a non-ex­
haus_tive high-level technology. Our existing technology is essen­
tially suicidal so far as it is based upon geological capital which 
we are rapidly squandering. We cannot build permanent afflu­
ence on fossil fuels, not even uranium, and still less upon de­
posits of ores. 

Permanent affluence must depend upon fusion as a source of 
energy, either in the sun or here on earth and it must depend 
upon the use of this energy to concentrate the diffuse elements 
of the sea and the atmosphere. Fortunately this high-level tech­
nology seems almost in sight. It is perfectly possible, however, 
that either nuclear or population explosions might prevent us 
from ever attaining it. (2) 

I do not suggest that every editor should agree with 
Boulding's statement of the problems or of their treat­
ment. I do suggest that these are the kinds of subjects 
on which a good editor should spend some time and 
thought. 

It is not enough to know that 9-point type on an 11-
point slug will get more readers than 9-point solid or 
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that a picture six inches square will get more attention 
than a picture three inches square. 

These - and their cousins and their brothers in re­
search - are tools to be used by an editor who has 
something to report that may be useful to his readers, 
his nation and folks in other lands. \Vhile he must 
write with today in mind, it is hoped that he can also 
keep in mind the needs of 1970 and even the needs of 
the year 2000. 



Survey Methods and Reports 





15. 
Survey Methods 

SURVEY RESULTS are no better than the methods used. 
Many readers, therefore, will want a description of the 
methods used by Wallaces Farmer and Wisconsin Agri­
culturist. 

I started in 1938 by getting advice from the Iowa 
State University staff. Ray Jessen, Arnold King and T. 
W. Schultz helped in laying out the program. 

We began by taking the economic regions of the 
two states, as defined by the U. S. Department of Agri­
culture and by trying to give each region its proper 
representation in the sample. For instance, the dairy 
region of northeastern Iowa has 20.6 per cent of the 
farms. \Ve aimed, therefore, to interview 20.6 per cent 
of the rural-farm adults in that region. 

Within each economic region, we selected from six 
to eight counties to represent different soil types, ethnic 
groups, etc. Within each county, we told our inter­
viewer (a farm woman) to work on one mail route (in 
reader-interest surveys) or on one road or in designated 

[ 209] 
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townships (in opinion surveys). The interviewer was 
instructed to begin interviewing outside town and sub­
urban areas and to stop, without exception, at every 
other farm house along the route. 

This sample, it will be noted, is not a strict prob­
ability sample. We did experiment with that kind of 
sample. The Statistical Laboratory at Iowa State drew 
up the design and we sent interviewers to the exact 
farms designated. Bad roads and call backs created 
problems, and finally we dropped back to the method 
described above. 

We continually check our sample against census 
data and against U.S. Department of Agriculture crop 
and livestock reports. For the most part, they match. 
\Ve have trouble from time to time with interviewers 
who pick the better farms. We alleviated this problem 
partially by emphasizing "every other farm" at train­
ing sessions. One complication comes up in bad weather. 
"\Vhen a farm lane is filled with snow, the interviewer 
is likely to ignore the "every other farm" rule. 

When we began the work, we asked interviewers to 
skip farms of 30 acres or less. In time, however, it 
seemed clear that this instruction had, at least, two 
errors. No interviewer can tell from the road how big 
the farm is. Our papers needed to know about small 
and residential farms as well as large ones. In recent 
years, therefore, the interviewer stops at all farms. vVe 
then sort for the small farmers, part-time farmers, full­
time farmers, etc. 

An example of the check against census data is the 
report made for the reader-interest survey of :\larch 17, 
1956 in Iowa. 

The sample was made up of 200 men and '.200 
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women on Iowa farms of 30 acres and over. The sample 
compares with census figures as follows: 

Corn Acres Survey Census 
30-49 acres 43.2% 40.37c 
50 and up . 56.8 59. 7 
In owners and renters, the sample compares with 

the census as follows: 
Tenure Survey Census 

Owners . 65.5c_¼ 61.6% 
Renters . 34.5 38.4 

In crop acres planned for harvest in 1956, the sample 
compares with the census as follows: 

Crop Acres 
30-99 acres 
100 and up 

Survey 

. 32.3% 
. 69.7 

Census 

40.2% 
59.7 

It should be noted that we continue to have trouble 
with farm size. It is possible, of course, that the sample 
has kept pace with the rapid shift toward larger farms 
and is more accurate than the outdated census figures 
we are forced to use. In 1961 our sample in Iowa had 
72.4 per cent in the "100 crop acres and up" class while 
the 1959 census had 64.5 per cent. 

Comparisons with "intention to plant" and "pig 
survey" estimates by U.S. Department of Agriculture 
have helped us to check our sample. More difficult is 
the regular check on farm voting. To get the farm vote 
in the state, we use the 1950 report on rural-farm adults 
in townships. We assume that townships in Iowa with 
85 per cent rural-farm adults are representative of the 
farm vote; in Wisconsin, we use 80 per cent rural-farm 
townships. 

Since the 1960 census did not make a report on 
rural-farm adults by townships, we adjusted the town-
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ship figures by throwing out all townships which had 
population increases since 1950. 

The problem in an election, of course, is not only 
to get a true sample of the rural-farm population but 
also to find how many and what kind of people are 
going to vote. This affects the size of the sample used. 
In order to be sure of interviewing around 500 voters, 
we must interview 700 people. In rural Iowa and Wis­
consin, around 7 5 per cent of the eligible adults go to 
the polls. 

After the election, we check back on the actual vote 
cast in the rural-farm townships. In 1960, for instance, 
we estimated that Nixon would get 56 per cent of the 
rural-farm vote in Iowa. He got 54.4 per cent. In Wis­
consin, we estimated 50 per cent for Nixon. He got 
52.4 per cent. 

One result of the accurate pre-election polls is that 
we learn a good deal about the kind of people who vote 
for each candidate. How did young farm people vote? 
Catholics? Protestants? How many split their tickets? 

We use, of course, two kinds of samples. One - for 
opinion surveys - deals with all farm people. The other 
- for reader-interest surveys - deals with subscribers 
only. Iowa and Wisconsin subscribers are so nearly 
representative of all farmers that there is little differ­
ence between a subscriber sample and a total farmer 
sample. A census investigation and breakdown some 
years ago in Iowa found our subscribers on slightly 
larger farms and with somewhat more livestock and in­
come than Iowa farmers taken as a whole. (1) 

Whether a survey is accurate depends to a great de­
gree on the skill and the probity of the interviewer. 
From the beginning we have used farm women. They 
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work for us only a few days a year, of course. We make 
two reader-interest surveys a year and from two to four 
opinion surveys. We select these interviewers on the 
basis of advice from farm friends and county extension 
people. ,ve bring interviewers into Des Moines (in 
Iowa) and into Madison (in Wisconsin) for training 
sess10ns. 

When a survey is completed, we send a letter of cor­
rection and approval with the check. There is some 
turnover. Some of the young women have babies. Some 
older ones find interviewing difficult in winter. A few 
are dropped because they cannot follow instructions. 
The kind of farm woman who is aggressive enough to 
enjoy knocking at strange doors must also listen and 
try not to convert the prospect. Some are incurable and 
leave us. 

The farm woman interviewer has many advantages. 
She isn't turned down. By saying, 'Tm Mrs. Smith; I 
live on a farm the other side of Blankville," she puts 
herself in a different class from the ordinary business 
caller. And she quickly adds, 'Tm not selling any­
thing." ,ve forbid interviewers to accept any money 
for subscriptions. 

In split runs we actually use two samples. Again, 
think of Iowa counties as a checkerboard. We send A 
copies to the black counties and B copies to the red 
counties. The interviewer must be warned to stick to 
a mail route originating in the county in which she is 
assigned. 

\Ve have changed methods since we started. At first 
we used a fresh copy of the paper for every interview. 
The interviewer marked with pencil the items noted. 
This method created problems in the office, for it was 
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difficult to translate this kind of data onto IBM cards. 
We used homemade devices of various kinds, but fi­
nally shifted to a method outlined by Professor Robert 
Jones of the University of Minnesota in Journalism 
Quarterly. (2) 

Every part of every article or ad had a code number, 
and these code numbers were repeated on a score card 
which was marked by the interviewer. Then IBM 
punch operators took these score cards and put the data 
on IBM cards. This made it possible to get detailed 
breakdowns on our sorting equipment. 

What difference did the change in methods make in 
scores on copy? It is difficult to be certain, but my im­
pression is that the present method pushes up the Any 
This Page scores a little. The code numbers point to 
different parts of the article or ad and force the respond­
ent to ask himself, "Did I look at that?" 

In a split run, we try to match one kind of copy in 
the A version against a different kind (preferably with 
only one factor changed) in the B version. We use for 
split runs a sample of 100 men in A and 100 women in 
A; an equal sample in B. 

How can we tell if the difference between A and B 
scores means anything? Suppose, for example, that the 
A version has a Read Most score of 45 and the B ver­
sion a Read Most score of 60. Is that difference signifi­
cant? 

In statistical tests of this type, the hypothesis under 
consideration is that there is no difference between the 
copy used in the A and B samples. Differences between 
the A and B groups may be obtained owing to chance 
fluctuations arising from several sources. 

The practical question we ask is: Is the difference 
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between the A and B groups large enough so that it is 
unlikely to have arisen from chance fluctuations alone. 
vVe have used a 5 per cent level of significance as the 
cutting point for evaluating such a difference. Thus, if 
a difference is large enough so that it would be ex­
pected to occur only one time in 20 as the result of 
chance fluctuations, we are inclined to accept it as indi­
cating a real difference in readership. 

We also need to look at the scores on unchanged 
copy. Suppose the article tested is on marketing corn 
and is on page 14. Let's see how unchanged copy nearby 
with a similar theme compares. 

A B 

Page IO - Editorial on corn 40% 45'7< 
Page 12 - Farm letter on corn 30 35 
Page 16 - Ad on seed corn 15 20 
Page 18 - Hog rations using corn 50 60 

Total . 135 160 
Average 33.75 40.0 

This difference in the scores of the controls should 
be taken into consideration in estimating the signifi­
cance of the split itself. 

Does the split run, in the example noted above, 
mean anything? Note the l 5-point difference in favor 
of B in the split and the 6.25-point difference in favor 
of B in the controls. 

The split-run difference here may still mean some­
thing, but we'd feel much better if we ran another 
split. If another split - and perhaps another - also 
shows a pattern with B ranking consistently ahead of 
A by 10 points or more, we are probably justified in ac­
cepting the result. 
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Another way, when possible, is to duplicate the ex­
periment. On page 14, we print Change X in A; on 
page 54, we use a similar article and a similar change, 
but run Change X in the B version. This - other things 
being equal - should wipe out the differences between 
A and B on unchanged copy. 

This duplication of splits is possible with editorial 
copy. It is difficult to arrange with advertising copy. 
Yet even with editorial copy, one can't be sure of exact 
duplication. 

If heads are being tested, are we sure that the head 
on a dairying article will have exactly the same relation­
ship to copy as the head on a hog article? Dairymen 
may read one; hog farmers may read the other. These 
are different groups, and they may react to heads in 
ways related to their occupation. A difference in head 
scores may only prove that dairymen and hog farmers 
have different tastes, not that one head is better than 
another with all readers. 

It is still possible to make a series of splits on a 
particular point with all the conditions as nearly alike 
as possible except for the tested factor. If, time after 
time, we get about the same answer, we can be fairly 
sure that, for our audience, the experiments indicate 
what we should be doing. An example is our series on 
a second color. Another is the earlier series on Flesch 
scores. 

One colleague suggested I repeat a paragraph from 
Chapter 13. I wrote: 

"I remember well the comment made by one emi­
nent statistician when I was worrying over tests of sig­
nificance. He said, 'Let's suppose this experiment 
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doesn't have results that turn out to be statistically sig­
nificant. Still it is all the evidence you have to go on. 
If the cost of making the change indicated by the ex­
periment is small, better go ahead and make it. And 
then run some more tests.' " 



FARM ECONOMIC REGIONS (Iowa) 

Heavy black lines outline farm economic regions of 
Iowa as defined by the U.S. Department of Agriculture. 
ExamjJle: The northeast dairy region has 20.6 per cent 
of the farms and farm operators in the state. The Wal­
laces Farmer Poll therefore makes 20.6 per cent of its 
interviews in this reg10n. 
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WHERE INTERVIEWS WERE MADE 

Interviews were made in counties getting A and B 
copies as indicated above (for the issue of November 
19, 1960). Assignments of A and B interviews are made 
with relation to the map showing economic regions. 
For example, interviews in the four A counties in the 
northeast section make up 20.6 per cent of the inter­
views in all the A counties. Likewise, interviews in the 
four B counties in the northeast also make up 20.6 per 
cent of the interviews in all the B counties. 
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FARM ECONOMIC REGIONS (WISCONSIN) 

Heavy black lines outline farm economic regions of 
Wisconsin as defined by the U.S. Department of Agri­
culture. Example: The southwest region has 8.2 per 
cent of the farms and farm operators in the state. There­
fore the Wisconsin Agriculturist Poll interviews in this 
region were 8.2 per cent of the whole sample. 
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WHERE INTERVIEWS WERE MADE 

Interviews were made in A and B counties (for the 
issue of October 7, 1961) as indicated above. Note that 
the southwest region has two A counties and two B 
counties. Interviews in the two A counties make up 
8.2 per cent of the whole A sample. Interviews in the 
two B counties make up 8.2 per cent of the whole B 
sample. 
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16. 
Reports on Split Runs and Market Analysis 

EXPERIMENTS LIKE THOSE mscussEn in this book are 
eventually summarized in the form of reports. Examples 
of two classes of the reports follow. 

The first is the exact text of a report on a Bovitrin 
(Merck) advertisement which appeared in the October 

3, 1959, issue of Wisconsin Agriculturist (See Figures 
4.4, 4.5). The second is the exact text of a report analyz­
ing editorial research scores by reader characteristics in 
the February 4, 1961, issue of Wallaces Farmer. 

Both reports were prepared by Richard J. Pomm­
rehn, Director of Research for Wallaces Farmer, Wis­
consin Agriculturist and Prairie Farmer. 
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Bovitrin (Merck) Advertisement 
Page 26, October 3, 1959 issue 

Wisconsin Agriculturist 

PURPOSE OF SURVEY 

1. To measure readership of Ad A (test tube illustration) and 
Ad B (cow illustration). 

2. To put questions to readers of the ad to determine sales ap-
peals of different claims for the product. 

RESULTS 

A detailed report on the survey appears on the following pages. 
Below is a summary of the high points. 

1. The B ad (cow picture) outscored the A ad (test tube pic­
ture). Bigger dairymen gave B a marked advantage. 

2. Strongest sales appeals were in "hits even remote and hidden 
pockets of infection," and "returns infected quarter to full pro­
duction fast." 

SAMPLE 

The sample was made up of 200 men and 200 women interviewed on their 
Wisconsin farms. In distribution of interviews by economic sections of the 
state, the sample compares with census data as follows: 

Section Survey Sample 

North 10.7% 
Central 15.0 
East 40.5 
Southwest 7.8 
West 26.0 

100.0 

Interviews were made in the following 29 counties: 

Census 

11.1% 
17.7 
39.5 
7.4 

24.3 

100.0 

Barron, Bayfield, Brown, Buffalo, Crawford, Dodge, Dunn, Fond du Lac, 
Grant, Jackson, Jefferson, Juneau, Kewaunee, La Crosse, Langlade, Mani­
towoc, Marinette, Polk, Portage, Price, Sauk, Sawyer, St. Croix, Shawano, 
Taylor, Walworth, Waukesha, Winnebago, Wood. 
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In distribution of owners and renters, the sample compares with the census 
as follows: 

Tenure 

Owners 
Renters 

Survey Sample 

86.7% 
13.3 

100.0 
-·------ ---------------------

Comparison of data on acreage of crops harvested follows: 

Survey Sample 

1-29 acres 6,7% 
30-99 acres 29.0 
100 acres and up 64.3 

100.0 

METHOD 

Census 

85.5% 
14.5 

100.0 

Census 

5,1% 
28.3 
66.6 

100.0 

Interviewers were sent to designated areas and called on farms where they 
conducted the usual reader-interest survey of the entire issue. The question 
asked was: "Did you HAPPEN to see or read anything on this page?" Infor­
mation obtained by the interviewers was transferred to punch cards by IBM. 
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1. SPLIT RUN RESULTS 

Two ads were exposed to audiences of the same size and character. Ad A 
showed a picture of test tubes with this head, "New mastitis ointment em­
ploys remarkable drug to boost antibiotic efficiency." Ad B showed a picture 
of a man milking a cow with the head, "To reduce inflammation and let 3 
antibiotics attack mastitis." Sales copy also differed. 

A and B ads scored as follows: 

Men Women 

A B A B 

Any This Ad 20% 32% 7% 7% 
Head 15 28 3 2 
Picture 17 33 6 7 
Sales Copy: 

Read Some 11 26 3 2 
Read Most 7 18 l I 

Signature 11 20 I 2 

(Base is 100 interviews in each group - total of 400). 

HOW TO READ: 17 per cent of all men readers of the A issue looked 
at the picture in the A ad. 33 per cent looked at the picture in the B ad. 

This looks as if the B ad were making the best record. But further 
checks must be made. In the first place, do unchanged ads and copy in 
this issue in the dairy field score equally in A and B? If unchanged copy 
scored higher in the B version, then some doubt would be cast on the 
results above. Three dairy articles preceding the ad averaged scores of 
51 Read Some for A and 51 Read Some for B. A nearby dairy ad gave 
a slight advantage to B. The split, therefore, has passed this test on un­
changed copy. 

The next step is to see what readers were attracted by the ads. A man with 
no dairy cows may look at the ad, but this kind of readership will not in­
crease sales. 

Let's look first at how many farmers (men) had no cows, how many had from 
one to nine cows, etc.: 

No cows 

No. % 

37 18.8 

1-9 cows 

No. 

20 

% 

10.l 

l 0-19 cows 

No. % 

52 26.4 

20-29 cows 

No. 

55 

% 

27.9 

30 cows 
and up 

No. % 

33 16.8 
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We will now see how the A and B ads appeal to farmers with different sizes 
of herds: 

No cows 1-9 cows 10-19 cows 20-29 cows 30 and up 
---
A B A B A B A B A B 

Any % % % % % % % % % % 
This 
Ad 23.5 15.0 50.0 50.0 11.5 38.5 19.2 37.9 l0.5 28.6 

Read 
Some 11.8 l0.0 25.0 37.5 3.8 30.8 15.4 34.5 5.3 21.4 

HOW TO READ: Of farmers with 20-29 cows, 34.5 per cent Read Some of the 
Bad. 

The B ad has a commanding lead in the sectors that count . 

• • • 

Another check sorts out farmers who have had mastitis in their herds from 
those who have had no trouble. The folks who had trouble are more likely 
to buy treatment for mastitis. This is the way the sample breaks down: 

No trouble Trouble with mastitis 

No. Per cent No. Per cent 

87 55.4 70 44.6 

Over half of the farmers with dairy cows answered "Yes" to the question: 
"Have you had any trouble with mastitis in your dairy cattle in 1959?" 

The farmers who answered "No trouble in 1959" may have had trouble be­
fore or may anticipate trouble in 1960. But the "Yes" group is, at the mo­
ment, more important to the advertiser. How did the two groups score? 

Any This Ad 
Read Some 

Had trouble 

A 

16.7% 
11.1 

B 

47.0% 
41.2 

No trouble 

A 

20.0% 
8.9 

B 

20.0% 
12.0 

HOW TO READ: Of farmers who had trouble with mastitis in 1959, 
41.2 per cent Read Some of the B copy. 

Again the B ad comes out ahead. 
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Another check is on farmers who sell Grade A milk and those who do not. 
Here is the way farmers of each kind responded to the A and B ads. 

Any This Ad 
Read Some . 

Grade A sales 

A 

4.2% 
4.2 

B 

42.4% 
39.4 

Other 

A 

25.0% 
J3.2 

B 

30.6% 
24.2 

This again puts B in the lead. Incidentally, 30.5 per cent of the whole sample 
sell Grade A milk. 

\1/hat we don't know is which elements in the B ad made the difference. Since 
picture, head and copy were all changed, we can say no more than that the B 
layout as a whole is superior to the A layout as a whole. We can guess, on 
the basis of past experience, that a test tube will attract fewer readers than 
a cow, but the experiment does not permit us to say how much weight should 
be given to this. 

2. TESTING SALES APPEAL OF DIFFERENT CLAIMS 

To each farmer who said he had looked at the ad, a question card was pre­
sented. This card said: 

Since you looked at or read the Bovitrin ad on mastitis, we'd like to know which 
items (one or more) of the list below would he most likely to influence you to buy 
Bovitrin: 

I. It contains a drug which boosts antibiotic action .... 
2. It hits even the remote or hidden pockets of infection ..... 
3. It returns infected quarter to full production fast ... . 
4. It reduces udder inflammation and scar tissue .. . 
5. It contains 3 antibiotics. . . . . . ........ . 
6. No opinion any of these .... 

9.6% 
34.6 
36.5 
5.8 
3.8 

13.5 

A and B readers voted alike. The items that got the biggest vote were 2 and 
3 above. Since a few voted for more than one item, the total is over 100 per 
cent. 
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Editorial Research Report, May 9, 1961 
R. J. Pommrehn 
Subject: February 4, 1961 issue, Wallaces farmer 

EDITORIAL READE~HIP SCORES BY READER 

CHARACTERISTICS 

ScoRES OF EDITORIAL ITEMS in the above issue have been broken down by 
reader characteristics in the usual attempt to determine the types of readers 
to whom we are appealing. 

Both "Read Some" and "Read Most" scores have been used as the basis for 
cross-tabulations, but only one of these scores was used on any one article. 
The "Read Most" score was used on articles that seemed likely to receive 
high readership. "Read Some" scores were used on lower scoring articles. 
"Read Most" would certainly be the most important measurement, and it 
may be desirable to use "Read Most" scores as the basis for cross-tabulations 
on all future articles. However, this report seems to point up a slightly dif­
ferent pattern of readership between "Read Some" and "Read Most," and it 
indicates that "Read Some" scores cannot be completely overlooked. 

Further analysis on this study and future studies might consider the reading 
habits of so-called "superior" farmers on the theory that we will be writing 
primarily for these people in the future. 
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READ MOST Scores 

Age Groups Education Level 

Men Only 50 & 8 yrs. 9 yrs. 
Page Article 21-34 35-49 over or less or more 

4 Inside Stuff 51.2% 69.3% 61.7% 54.8% 68.0% 
6 Washington Report 23.3 34.7 37.0 27.4 37.6 
8-9 Hog Cholera 41.9 40.0 23.5 23.3 40.8 

12 Two Price System 27.9 33.3 43.2 28.8 41.6 

13 Odds 'n Ends 46.5 52.0 50.6 32.9 61.6 
16-17 What's Going On in 

Legislature ll.6 29.3 18.5 16.4 24.8 
18 How To Sell Grain 

Overseas 27.9 34.7 33.3 26.0 36.8 
26 Baby Pig Care 60.5 58.7 42.0 45.2 56.0 
34-35 Social Security 32.6 26.7 37.0 28.8 34.4 
48 Good Records 32.6 34.7 40.7 38.4 35.2 
51 Confined Hogs 37.2 41.3 32.l 28.8 40.8 
52 Workday Pointers 53.5 68.0 46.9 41.l 65.6 
62 Poultry Profits . 30.2 16.0 18.5 19.2 20.8 
64 What Limits Corn 

Yields? 46.5 53.3 44.4 39.7 52.8 
67 Outside Stuff 30.2 48.0 43.2 30.l 50.4 
68-69 How Feeds Supply 

Hog Needs 27.9 22.7 27.2 24.7 25.6 
71 Iowa M. D.'s Say 16.3 10.7 13.6 13.7 12.8 
76 Clean Hog Housing 37.2 38.7 30.9 27.4 40.0 
77 Farm News Briefs 20.9 21.3 32.l 21.9 28.8 
87 What's Ahead? 46.5 49.3 50.6 42.5 54.4 

Average 35.l 39.l 36.4 30.6 41.4 

".\verage scores by age groups show little or no difference. Farmers with 9 or 
more years of education were better readers than those with less education. 
Another report being prepared on this study indicates that younger and mid-
die-aged farmers are those who have been expanding their livestock and poul-
try operations and plan to continue. Articles on pages 26, 51, 62, and 76, 
which deal with hog and poultry operations, had their strongest appeal to 
younger and middle-aged farmers. More general articles appealed to older 
readers. 
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READ SOME Scores 
Age Groups Education Level 

Men Only 50 & 8 yrs. 9 yrs. 
Page Article 21-34 35-49 over or less or more 

28 Voice of the Farm . 39.5% 69.3% 60.5% 54.8% 62.4% 
30 Passing of Passenger 11.6 18.7 25.9 
36 Safe Driving 32.6 38.7 48.l 
37 Heat Lamps 39.5 46.7 48.1 
38 Voice of the Farm 51.2 69.3 55.6 52.l 64.0 
40 Research Points 51.2 60.0 58.0 52.1 61.6 
42 Water Storage 30.2 36.0 46.9 37.0 40.0 
47 Good Credit Risk 48.8 45.3 46.9 43.8 48.0 
50 Your Family's Good 

Health 23.3 28.0 21.0 21.9 26.4 
53 Visits With Your Vet 51.2 54.7 54.3 
58 Should School Size Be 

Limited? 39.5 52.0 54.3 42.5 55.0 
66 If Your Tax Gets 

Checked 37.2 53.3 56.8 54.8 48.8 
72 Insurance for 

Hospital Bills 25.6 33.3 49.4 39.7 36.8 
74 Farm Business Report 48.8 57.3 48.l 45.2 56.0 
86 What's New? 79.l 74.7 61.7 61.6 76.0 

Average 40.6 49.2 49.0 46.0 52.3 

The articles, which may be somewhat marginal in reader interest, show on 
an average a higher appeal to middle-aged and older farmers than to younger 
farmers. Only "What's New?" showed a much stronger appeal to younger 
than to older farmers. This may be another indication of the importance of 
articles that will provide information on how to farm better and more effi­
ciently to the younger group. In contrast with "Read Most" scores by edu­
cation level which show higher reader interest by those with more education, 
"Read Some" scores on these articles show that education level made no dif­
ference in reader interest. To get a fair test, "Read Some" and "Read Most"' 
scores should be analyzed on the same articles. This may be an indication 
that readers with less education "sample" an article, while those with more 
education are more likely to be thorough readers. 



Men Only 
Page Article 

12 Two Price System 
13 Odds 'n Ends 
16-17 What's Going On in Legislature . 
34-35 Social Security 
48 Good Records 
87 What's Ahead? 

Average 

47 Credit Risk 
66 If Your Tax Gets Checked 
72 Insurance for Hospital Bills . 
74 Farm Business Report 
86 What's New? . 

Average 
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READ MOST Scores 

Income Level 

Under $5,000 $10,000 
$5,000 to $9,999 or more 

36.4% 32.3% 38.6% 
52.3 40.3 59.l 
15.9 19.4 25.0 
40.9 25.8 31.8 
38.6 38.7 31.8 
45.5 48.4 53.4 

38.3 34.2 34.7 

READ SOME Scores 

34.1% 53.2% 46.6% 
54.5 51.6 47.7 
50.0 37.l 31.8 
34.l 56.5 55.7 
59.l 72.6 76.l 

46.4 54.2 51.5 

Neither "Read Most" nor "Read Some" scores show any striking differences 
by income level. 

READ MOST Scores 

Hogs Marketed in 1960 

Men Only Less 150 or 
Page Article than 50 50-99 100-149 more None 

8-9 Hog Cholera 10.7% 41.7% 3o.6% 48.1% 21.9% 
26 Baby Pig Care 32.l 41.7 52.8 75.3 25.0 
51 Confined Hogs 14.3 37.5 30.6 53.2 25.0 
68-69 How Feeds Supply Hog 

Needs 17.9 16.7 25.0 36.4 15.6 
76 Clean Hog Housing . 14.3 37.5 36.l 51.9 12.5 

Average 17.9 35.0 35.0 53.0 20.0 
--·~--

READ SOME Scores 

37 Heat Lamps . 35.7% 41.7% 50.0% 49.4% 40.6% 
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READ MOST Scores 

Laying Flock Size 

Less 400 or Men Only 
Page Article than l 00 100-199 200-399 more None 

62 Poultry Profits 

Men Only 
Page Article 

64 What Limits Corn Yields 

Men Only 
Page Article 

18 How To Sell More 
Grain Overseas 

9.4% 20.0% 30.3% 55.6% 12.3% 

1-49 
Acres 

46.5% 

READ MOST Scores 

Corn Acres Harvested in 1960 

50-74 75 or 
Acres more None 

53.2% 49.0% 16.7% 

READ MOST Scores 

Crop Acres Harvested in 1960 

1-29 30-99 l 00 Acres 
Acres Acres or more 

18.2% 19.4% 40.8% 

These scores indicate that the larger operators were the best readers. 

READ MOST Scores 

Source of Income 

Men Only Beef Dairy 
Page Article Hogs Cattle Cattle Poultry Crops Other 
53 Visits With Your 

Vet 57.8% 52.3% 53.7% 35.7% 48.9% .54.5% 
- - --- - - --- - --- -- ------- ------------------ - -- -



Men Only 
Page Article 

74 Farm Business Report 
(Wafered hay) 

Women Only 
Page Article 

4 Inside Stuff . 
6 Washington Report 

34-35 Social Security 
48 Good Records 
52 Workday Pointers 
54 Light Up the 

Living Room . 
56 Cookery Corner 
57 Country Air 
61 Personal Notes 
62 Poultry Profits 
67 Outside Stuff 
70 Start Garden Plans 

Early 
71 Iowa M. D.'s Say 

Average 

Do 
plan to 

57.4% 
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READ SOME Scores 

Plans To Plant Alfalfa 

Don't 
plan to 

39.2% 

Undecided 

50.0% 

READ MOST Scores 
Age Groups Education Level 

50 & 8 yrs. 9 yrs. 
21-34 35-49 over or less or more 

55.8% 56.8% 51.4% 43.9% 58.0% 
5.8 12.2 13.9 2.4 13.4 

11.5 29.7 33.3 17.1 29.3 
34.6 25.7 30.6 22.0 31.8 
23.1 37.8 34.7 29.3 34.4 

50.0 48.6 52.8 51.2 50.3 
75.0 85.1 75.0 70.7 81.5 
51.9 59.5 59.7 
44.2 58.1 55.6 
11.5 13.5 20.8 22.0 14.0 
30.8 39.2 40.3 41.5 36.9 

44.2 41.9 37.5 
32.7 29.7 29.2 19.5 33.8 

36.2 41.4 41.1 32.0 38.3 
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READ SOME Scores 
Age Groups Education level 

Women Only 50 & 8 yrs. 9 yrs. 
Page Article 21-34 35-49 over or less or more 

28 Voice of the Farm . 32.7% 50.0% 45.8% 29.3% 48.4% 
30 Passing of Passenger 21.2 23.0 26.6 
36 Safe Driving 48.l 36.5 44.4 
38 Voice of the Farm 42.3 56.8 45.8 43.9 50.3 
40 Research Points 23.l 28.4 36.l 31.7 29.9 
42 Water Storage 17.3 20.3 15.3 7.3 21.0 
47 Credit Risk • 32.7 32.4 27.8 14.6 35.7 
50 Your Family's Good 

Health 42.3 47.3 45.8 26.8 50.3 
58 Should School Size Be 

Limited? 53.8 66.2 65.3 56.l 64.3 
66 If Your Tax Gets 

Checked 32.7 44.6 50.0 31.7 47.l 
72 Insurance for Hospital 

Bills . 51.9 52.7 63.9 46.3 59.2 
86 What's New? 32.7 27.0 29.2 29.3 29.9 

Average 35.9 40.4 41.3 31.7 43.6 

Average "Read Some" and "Read Most" scores by age groups for women on 
selected items throughout the magazine show the same pattern - a fairly even 
level of interest with a possible slight advantage for middle-aged and older 
women. Women with the most education were the best readers. 

Women Only 
Page Article 

62 Poultry Profits 

READ MOST Scores 
laying Flock Size 

~~ ~o 
than l 00 l 00-199 200-399 or more 

18.0% 9.7% 27.8% 31.8% 

None 

3.6% 



Women Only 
Page Article 

13 Odds 'n Ends 
34-35 Social Security 
48 Good Records 
54 Light Up the Living Room 

Average 

47 Credit Risk • 
66 If Your Tax Gets Checked 
72 Insurance for Hospital Bills . 
86 What's New? . 

Average 
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READ MOST Scores 
Income Level 

Under $5,000 $10,000 
$5,000 "to $9,999 or more 

17.1% 22.2% 25.3% 
29.3 27.8 21.3 
29.3 31.9 28.0 
48.8 48.6 54.7 

31.1 32.6 32.3 

READ SOME Scores 

24.4% 38.9% 26.7% 
48.8 43.1 41.3 
48.8 55.6 60.0 
34.1 27.8 33.3 

39.0 41.3 40.3 

Average scores by income levels were the same on these articles, but individ­
ual articles did not all follow the pattern. 

READ MOST Scores 
Family Size 

Women Only 1 or 2 3 in 4 or 
Page Article in family family more 

54 Light Up the Living Room 47.3% 60.6% 50.0% 
56 Cookery Comer 78.2 72.7 81.3 
70 Start Garden Plans Early 38.2 33.3 45.5 
71 Iowa M. D.'s Say 29.1 27.3 33.0 

Average 48.2 48.5 52.5 

On an average, family size had little, if any, effect on reader interest in these 
articles. 
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Cook's Corner, 68 
Copy 

easy reading important, 187 
how to write, 21 
personalized dirt vs. desk copy, 

112 
testimonial, 187 

Corn 
acres, response to ad by big corn 

farmers, 142 
response of small and big corn 

growers to ad, 126 
acres harvested, response by farm 

groups, 232 
cover picture, picking, 35 
hybrid, 157,158,202 
overproduction, 158 
response to John Deere ad, 128 
silage, 91 
thickness of planting, transposed 

article, 92, 93 

Cornell University, 46, 237 
Corona, type face, 109 
Country Gentleman, 195 
Covers, 29-42 

corn picking picture, 35 
importance of, 29, 31 
material, 34, 35 
plugs, 115 
pull readers, 36 
scores, 32, 33, 37, 38, 39, 40, 41 
split, 36, 38, 39, 40, 41, 76, 77 
timely theme, 35 
type size in caption, 35 
women's scores on, 32 

Crop acres harvested 
readers by, 197, 224 
response by farm groups, 232 

Curtis Publishing Company, 69, 238 
Cu tlines, see captions 

Dairy cows, size of herd, 141, 225 
Dairy farmers, response to ad, 141, 

225-26 
Decorations and color, 58, 59 
Deere, John, ad, 128, 142 
Defense, civil, transposed article, !J3 
Dirt copy, treatment of, Ill, 112, 

113 
Drake University, 238 

Eastman, Roy, ad vs. reading mat­
ter, 116, 117 

Economic classes, by census, 192 
Economic regions, 209 

Iowa, 218 
Wisconsin, 220 

Editorial copy too interesting, 116, 
ll7 

Editorial page 
survey on, 25 
type size test, 110 

Editorial research report, 228-35 
Editors, 200-8 

points for, 158 
Education, readership by, 132, 133, 

145, 160, 229, 230 
Election, survey figures on, 71, 212 
Enthusiastic readers, 173 
Experiments in readership, 107-23 



Family size, response by groups, 
129, 235 

Farm Bureau, Iowa Federation, on 
constitutional convention, 151 

Farm magazines, see farm papers 
Farm papers 

changes in, 188 
number taken, 126 
sources of information, 189 

Farm women, response to articles, 
28, 52, 53, 140, 233-34 

Farmers, part-time and retired, 
reading by, 133, 191 

Feiersbend, Rosalind L., 242 
Felstenhausen, Herman, test of 

profit motive in splits, 100, 101, 
238 

Fertilizer, transposed articles on, S7, 
153 

Flesch, Rudolph, readability for­
mula, 19, 20, 21, 22, 23, 24 

easy reading copy, 187, 237 
splits using Flesch formula, 19, 

20 
Folks who read your ad or article, 

124-42 
Ford tractor ad, 130 
Fortune, 239 
Fox, Rodney, 7,238,242 

on photo composition, 66 
Freeman, Chester H., 237 

Gallup, George "Ted," readership 
surveys, 12 

Gaudet, Hazel, 242 
Giffin, Prof. Roscoe, 15 
Ginsberg, Jean, 6 
Gregory, Clifford, 6 
Groves, Bill, 132 
Gurin, Gerald, 241 

Headline, in split run, 40, 41 
Headlines, profit motive in, 106 
Heads, 95-106 

accuracy of scores, 96 
in color, 49 
command or statement, 97, 106 
profit motive in, 100, IOI, 106 
question, 97, 103 
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Heath, Harry, 7 
Hinkle, Lawrence E., Jr., 204, 240 
Hog prices 

editorial on, 25 
low prices hurt, 169 
may pull in non-readers, 149 

Hogs 
marketed, response by farm 

groups, 127, 139, 231 
number sold, 127 
supports asked, 165 

Home Department, 28, 168, 176, 186 
Hormones, in profit motive head, 

103 
Hovland, Carl I., 242 
Hyman, Herbert H., 242 

IBM, 224 
Ignorance, areas of, 151-53, 239 
Illustrations, 61-83 

cartoons, 63, 82, 83 
cow vs. test tube, 74, 75 
cutout, 81, 82 
farm people in work clothes, 69 
hog feed ad, 67 
local angle, 63 
man vs. hogs, 76, 77 
photograph vs. drawing, 64, 72, 73 
size of, 61, 64 
thumbnail cuts, 78, 79 

Income, effect on readership, 25, 
131, 141, 198, m, -235 

Indifference, areas of, 151-53, 239 
InF ARMation Please, report on, 

161-64, 188 
Information, sources of, 161-64, 189 
Integrated farming, see contract 

farming, 152 
"Intention-to-plant" surveys, 2ll 
Interviewers 

farm women for Wallaces Farmer 
Poll, 12, 213 

use of questions, 224 

Janis, Irving L., 242 
Jessen, Raymond, 7 
Johnson, Glenn, 189, 239 
Jones, Robert L., 214, 240 
Journal of Farm Economics, 239, 

241 
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Journalism Quarterly, 237, 238, 
239,240 

Jumps, why avoid, 16 
splits on, I 7 

Katz, Elihu, 242 
Kearl, Bryant, 3, 7 

on non-readers, 16, 237 
Kelley, Harold H., 242 
Kerns, Robert, 238, 242 
Kewanee advertisement, 197 
Khrushchev's visit, poll on, 34 
King, Arnold, 7 . 
King Midas ad, 129, 136, 137 
Klapper, Joseph T., 242 
Klare, George R., 242 
Klinger, David, 6 

Language, second, effect on readers, 
147 

Lasswell, Harold D., 242 
Lazarsfeld, Paul F., 241, 242 
Leites, Nathan, 242 
Lerner, Daniel, 243 
Letters to the editor, 12 
Lighting in home, 168 
Lionberger, Herbert F., 243 
Luchins, Abraham S., 242 
Ludwig, Merrit C., 237 
Lyman, Howard B., 237 

Magazines, general, number taken 
by farmers, 145 

nonfarm, 29 
Mail polls, on pre-test of subjects, 

155 
Mainland, Donald, 243 
Mandell, Wallace, 242 
Market analysis, defined, 24, 25, 124 

shows whether ad or article 
reached folks at whom copy 
was aimed, 134 

Marvin, Kenneth, 7 
Mastitis 

farmers having trouble with, 129 
herds affected, 226 
split on treatment, 74, 75 

McCall's magazine, 194 
McGuire, William J., 242 

McPhee, William N., 241 
Meat, cooking of, 177 
Men 

cover score, 37, 38, 39, 40, 41, 42 
scores using color in ads, 50, 51, 

116 
young farmers, 131, 132 

Mencken, H. L., 243 
'.\ferck (Bovitrin), 74, 75, 128, 223-

27 
Methods, survey, 209-21 

change in, 213 
checking against census data, 21 I 
control articles, 215 
interviewer problems, 213 
rural-farm adults, 212 
split runs, 215 
what kind of voters, 212 

Midland Cooperator, non-readers 
of, 30 

Milk output, transposed article, 94 
Miller, Warren E., 241 
Minneapolis Tribune poll, ll0 
Minnesota poll, 110 
MoorMan's color split, 54, 55 

hog feed score, 178, 179, 182, 183 
Murphy, D. B., 7 
Murphy Products Company, color 

split, 49, 50, 51 

Nafziger, Ralph 0., 7 
Nitrogen, in split on head, 104, 105 
Non-readers, 143-49 

converting, 148 
defined, 16, 143 
education of, 144 
effect of second language, 146 
hogs may pull in, 149 
in 1940 and 1960, 107 
problems of, 29 ff., 143-49 
with three or more farm papers, 

145 
with three or more general mag-

azines, 145 
Nutrena, 44 

Oliver ad, 125, 126 
Opinion polls and readership, 150-

60 



Opinion surveys 
Benson, 154 
constitutional convention, 151 
contract farming, 152, 154 
election, 212 
Lebanon, Jordan, and Middle 

East, 155 
"liquor by the drink," 150 
lockjaw, 152 
milk quotas, 153 
polls, 150-58 
Quemoy and Matsu, 154 
sample size, 14 

Osgood, Charles E., 243 
Overprint in color, 49 
Owners and renters in survey 

sample, 224 

Page one, see covers, front, 29-42 
Paragon, type face, 109 
Part-time farmers, 133 
Photograph outpulls drawing, 72 

cartoon vs. photo, 82, 83 
outpulls box, 123, 159 

Pig, baby, 149 
Plugs 

to attract women, 35 
effect on article plugged, 33 
table of contents, 122 
value of, 31, 33, 34, 35 

Polls, see opinion surveys 
Pommrehn, Richard J., 6, 7, 16, 

222,237,238 
Position, page, 85-94 

transposed fertilizer articles, 87 
weakness shown in back of mag­

azine, 86 
Postman, Leo, 241 
Poultry flock size, response by, 232, 

234 
Prairie Farmer Experiment, 12 
Pre-election polls, 71, 212 
Pre-test of subjects, 155, 156, 157 

helps editor check interests of 
subscribers, 157, 195, 201 

Printers Ink, 116, 238 
Production, information on, 161-64, 

189 

INDEX 247 

Profit motive, in heads, 100, 10 I, 
106 

Protein Blenders ad, 128, 138, 139 
cattle feed ad, 135 
hog feed ad, 127 
photograph outscores drawing, 

72-73 
square cut vs. cutout, 80, 81 

Ouaker Oats, color split, 44, 56, 57 
Question cards, use of, 171 ff. 
Question heads, 97, 103 
Quotas, poll on, 153 

Ramond, Charles K., 239 
Ratner, Joe, on readership, 200 
"Read Most," defined, 13 

scores, 227, 229, 231, 232, 233, 234, 
235 

scores compared, 15 
"Read Some," defined, 13 

scores, 226, 227, 230, 231, 233, 
234, 235 

Reader, 11, 13, 16 
Readers 

per copy, 14, 15, 239 
what kind, 124-42 

Readership score, meaning, 13 
key question, 13 

Readership surveys 
bigger type helped, 118 
color splits, 45, 47, 48, 58, 59 
contract farming, 159 
cover splits, 29-36 
editorial page, 25 
effect of crises, 108 
farm records, 198 
food page, 28 
Gallup and Roper, 12 
getting started, 11 
high school marriages, 156 
limits of usefulness, 161 
milk quota article, 160 
page position, 85-94 
question cards, use of, 170-87 
Ratner, Joe, on, 200 
sales copy, top of page, 138 
sample size, 14 
scores, 1940 and 1960, 108 
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Readership surveys (continued) 
testing jumps, 17 
Wallaces Farmer poll, 12 
young people, 134 

Reading, time spent in, 109 
Reading days, 109 
"Reading Ease," defined, 21 

example, 22, 23 
Recipes, read by farm women, 28 
Records, farm, readership, 198 
Reid, Rosemary, 6 
Research, in farm publications, 11-

28 
in the future, 188-99 
survey methods, 209-17 

Respirators, use of, 152 
Respondent in surveys, 13 
Robin Hood ad, 130, 140 
Roper, Elmo, 239 
Rosenberg, Morris, 242 
Rule vs. white space, 120 
Runovers, scores on, 17 
Rural-farm adults, 211 

Sales appeal testing, 227 
Sales copy 

beef cattle feed, 138 
color, 56, 57, 58, 59 
dairy feed, 135 
farm machinery, 142 
flour, 136, 140 
hog feed, 139 
mastitis, 75, 226 
milker, 141 
top of page, 73, 138 

Samples 
opinion polls, 12, 71, 212 
readership surveys, 210, 211 
split runs, 213 

Savage, Job K., Jr., 237 
Schering Corporation (Trilafon), 

125 
Schramm, Wilbur, 7, 243 
Screening question, 151-53 
Season, effect on readership, 31 
"Seen," defined, 13 

Sheep articles score low, 85 
Significance, tests of, 214, 215 
Silage, corn, transposed articles, 91 
Smith, George Horsley, 243 
Smith, M. Brewster, 243 
Social security, articles on, 12, 132 
Soil acidity, Flesch score on article, 

22 
Sorenson, Douglas, 6 
Sources of farm information, 189 
Soybean harvesting cover theme, 34, 

42 
Spencer Fertilizer, 100, 104, 105 
Split-run surveys 

A and B counties, 219, 221 
A and B samples, 14, 18 
attracting farm women, 36 
Bovitrin split, 223-27 
boxes with and without rule, ll3, 

120, 121 
close-up cover, 36, 37 
color, 43 ff. 
color in ads, 50, 51 
cow vs. test tubes, 74, 75 
cutout vs. square picture, 80, 81 
decorations and color, 58 
defined, 18 
first in 1946, 19 
with Flesch formula, 19, 20 
Flesch split, 1960, 22, 26, 27 
head in color, 53 
King Midas ad, 129, 136, 137 
man vs. hog, 76, 77 
market analysis, 222 
MoorMan hog feed, 178, 179, 182, 

183 
personalized dirt copy, 112 
photograph vs. drawing, 72, 73 
profit motive head, 106 
prospects for ads, 134 
quote in balloon, 136, 137 
recipes with and without illustra-

tions, 68 
results, 224 
table of contents, 122 
thumbnails, 78, 79 



unchanged ads with differing 
editorial copy, 116, 117 

Wallaces Farmer covers, 34, 35 
Wisconsin Agriculturist covers, 

34, 36 
Stanton, Frank, 242 
Starch readership checks, 15, 62, 

64, 95, 109, 154, 190 
Starcross Alfalfa, 99, 127 
Statistical Laboratory, Iowa State 

University 
study on subject matter, 161, I 71, 

239 
surveys by, 15 

Stouffer, Samuel A., 243 
Strand, Norman, 7 
Subject matter 

attractive, 161-66 
experience with, 169 
hog prices, 165, 167 
home lighting, 168 
listing by InFARMation Please, 

161-64 
more important than layout, 21 

than style, 24 
Subjects, favorite 

farm men, 162, 164 
farm women, 163 

Subscriptions not taken by inter-
viewers, 213 

Successful Farming, 46 
Suci, George J., 243 
Surge Milker, 141 
Swanson, Charles, 7 
Syllables, in "Reading Ease" for­

mula, 23 
in Flesch split, 26, 27 

Table of contents, 115, 122 
Tannenbaum, Percy H., 243 
Taylor, Dorothy, 6 
Technology, new, 189 
Testimonials, testing by question 

cards, 177-79 
Theme, 42 
Thompson, Leon, 6 

INDEX 249 

Thumbnail cuts, effect of, 67, 78, 79 
Transposed articles, 86-94 
Type 

appeal of larger type, 110, 111 
bigger, for old folks, 118 
changes in, 109 
splits on width of line, 110 

Voskuil, W. C., 6 

Wallace, Henry A., 11, 202 
Wallaces Farmer 

age and education in readership, 
132 

baby pig article, 149 
Benson poll, 154 
caption type for cover, 35 
comparison with Starch scores, 15 
constitutional convention poll, 

151 
contract farming poll, 152 
cover split, 35, 37, 38, 39 
decorations and color split, 58, 59 
department value, tests, 174 
dirt copy split, 112 
drawing vs. photograph, 64 
editorial page scores, 25 
high scoring covers, 33 
hog price supports poll, 165, 167 
home lighting, 168 
hybrid corn, 157 
InFARMation Please poll, 161, 

162, 163 
John Deere ad, 128, 142 
"liquor by the drink" poll, 150 
lockjaw poll, 152 
mail pre-test on subjects, 156 
meat cookery, 176, 186 
mutilated cut, 67 
non-readers and readers, 30, 31, 

144---45 
overprint test, 45 
overproduction and farm income, 

158 
photographs in 1930, 1960, 61, 62 
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Wallaces Farmer (continued) 
Poll started in I 938, 12 
poor head lowers score, 95 
Protein Blenders ad, 128, 138, 139 
question cards, 171 
second color test, 43, 44 

Starch survey, heads, 97, 98, 99 
testimonials, I 77-79 
thumbnail cuts, 67, 78, 79 
timely theme score, 42 
transposed articles, 86, 87, 88, 91, 

94 
trying out recipes, 185 
"What's Ahead," 166 
women's score on cover, 33 

Waples, Douglas, 243 
White, Robert W., 243 
Wisconsin Agriculturist 

Agri-Vision score, 181 
Benson, 154 
Bovitrin ad, 128 
bulk tanks, 154 
color splits, 49, 50, 51, 52-55, 56-

57 
cover splits, 36, 40, 41 
editorial cartoon, 63, 82, 83 
Flesch splits, 20 
food, 166 
heads, 96-97, 99-101, 105 
King Midas ad, 129 
Lebanon, 155 
market outlook, 165 
mastitis ad split, 74-75 

milk quotas, 153, 160 
mutilated cut, 67 
non-readers, 30-32 
non-readers and readers with 

second language, 146 
Poll comparison with Starch 

scores, 15 
Quemoy, Matsu, 154 
question cards, I 72 
readership by part-time farmers, 

133 
recipes with and without illus-

trations, 68 
Robin Hood ad, 130, 140 
small farm, 166 
Surge ad, 141 
transposed articles, 88-89, 92-93 
type changes in, llO 
"What's Ahead," 148 

\Vomen, farm 
color in ads, 52-53 
cover appeal, 36, 38 
food page, 28 
readers of general magazines, 115 
readership by, 28 
recipe copy, 140 
type size, l l 
Wisconsin cover, 40-41 

Workday Pointers, score on, 174 
Words per sentence, 23, 26-27 

Yohe, Ralph S., 6 
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