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Summary of Farm Media Research 
Studies

The common thread to be seen throughout 
all of the research presented in this chapter is 
that while communication technologies and 
the structure of farms and ranches have been 
continuously evolving and changing to meet 
business conditions, the desire for up-to-date 
information and a personal relationship between 
farm broadcasters and agricultural producers 
has been very consistent.  Farm radio is easy to 
consume and is available in homes as well as in 
the mobile environment.  Agricultural producers 
see radio as a true wireless technology that is 
accessible everywhere.  Farm radio is intrusive 
and is free for listeners.  Farm radio provides 
a positive environment and relationship that 
delivers the messages of individual advertisers 
in an atmosphere surrounded by credibility and 
believability.  

Detailed market news and weather information 
on farm-directed programming creates a focused 
environment for commercial communication 
that is far more effective than an advertiser’s 
message being positioned in an entertainment 
environment.

Farm broadcasting, as a medium, is perhaps 
the most compatible with new technologies in 
creating awareness for agribusiness websites and 
e-commerce opportunities.  Farm broadcasting 
stations and networks have aggressively developed 
their own presence on the Internet and provide 
valuable promotional links to information they 
broadcast as well as additional information, events, 

and links to other agricultural organizations and 
websites.  The frequency of promotion of a farm 
radio station’s website during their broadcasts 
can dramatically increase the traffic to the site 
for more in depth information or promotional 
opportunities.

The first quantitative farm radio listener ratings 
started in 1980 with research conducted by 
Doane Research, based in St. Louis, Missouri, and 
utilized the national Doane panel for the sampling 
base.  The Doane Farmer Radio ratings reports 
provided a significant amount of quantitative 
measurement; however, the sample size did not 
allow the reports to display more than a rating for 
Class I farms.  This sample size did not include 
enough respondents of a specific commodity 
production segment to generate a statistically 
accurate measurement for specific demographic 
groups beyond the Class I ($40,000+ income) 
farmer segment.  The next farm radio ratings 
generation was conducted by NRECA using 
telephone survey methodology and a much larger 
sample size, which allowed for the segmentation of 
ratings based upon producer commodity segments 
as well as all Class I+ farmers.  Ag Media Research 
(AMR) has been the successor to NRECA as the 
only firm that has developed the methodology and 
the computer software to enable subscribers to 
measure radio communication connectivity.  This 
enhanced system provides agricultural advertisers 
and their agencies a valuable tool in formulating 
media plans.  The AMR research provides average 
quarter hours from listening as well as average 
quarter hour farmer rating in hourly day-parts 
from 5 a.m. until 7 p.m.  It also provides average 
ratings for segmented day parts.  This not only 
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Learning Objectives:
• Describe radio usage and listening trends of farmers.
• Describe current media usage of producers.
• Predict future media consumption patterns of producers.
• Identify information producers seek to obtain from media sources.
• Identify what times of day producers pay closer attention to the radio.



23National Association of Farm Broadcasting

assists in the selection of the station or farm 
network with the most farmer listeners, but also 
provides guidance in day part selection for the 
most efficient delivery for each station or network 
being considered for an advertising schedule.  
More on how to use AMR as a media planning 
tool follows in a later chapter.

Media Use and Trends

The following pages are summaries of research 
studies that have been conducted over the past 
several years by industry recognized research 
firms.  These research studies have been provided 
to the agricultural marketing community by the 
financial support of the stations and networks that 
are members of the National Association of Farm 
Broadcasting.

Brief Summaries of Selected Farm Media Research 
Studies Featured in this Chapter

2008 Media Use Research

This research, conducted by the NAFB in 2008, 
surveyed Class 1A farmers ($100,000+ in 
agricultural sales) to determine their media usage 
habits.

2005 Media Use Research

This research study focused on the changing 
structure of agricultural production and farm 
radio usage, as well as the use of Internet by 
agricultural producers.

2004 Media Use Research

The 2004 Media Use Research was conducted by 
Ag Marketing Research (AMR).  The major focus 
to this media use study was to determine the 
seasonal use trends and to confirm the values that 
producers have for farm broadcasting.

2004 Rural Lifestyle Research

This test research was commissioned to better 
understand the media use of this growing segment 
of the rural/agricultural population.

2003 Media Use Research

The 2003 Media Use Research was conducted 

by AMR in three separate intercepts at major 
agricultural events.  This research was segmented 
into three distinct commodity groups to determine 
the divergence or similarity of these major 
producer segments in their use and values for farm 
broadcasting.

2008 Media Use Research

 This study, a Wave Study, was conducted by Ag 
Media Research (AMR) and sponsored by the 
NAFB. A total of 2,412 telephone interviews 
were completed in three waves of approximately 
800 interviews each. Waves were conducted in 
February, April, and September of 2008 to account 
for the seasonal nature of agriculture.

The research study determined the following:

Internet Use

• Internet access had greatly increased in the 
past 10 years

• However, almost a third (31%) reported 
having no Internet connection

• Slightly less than half (44.2%) had a high speed 
connection

• Fragmentation was occurring in website usage 
– no individual sites or categories were most 
important to farmers

• Age and income were deciding factors – higher 
income families and younger farmers (49 and 
younger) were more likely to use the Internet

More farmers are using the Internet and other new media
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Print Media Use

• Magazine use was strong, but recall was 
concentrated in only a few publications

• The top four farm publication entities 
were recalled by the majority (78.3%) of 
respondents

• About half (54.4%) of the respondents 
mentioned the most frequently named 
publication

• Overall time spent reading publications was 
similar to 10 years ago

• Seasonal reading amounts had changed; 
highest readership was in winter, and dropped 
off sharply in the fall

• Younger farmers (49 and younger) spent less 
time reading farm publications than those age 
50 and up

• Producers averaged reading 3.4 publications 
per month, but over a third (36%) read two or 
fewer publications a month

Radio Use

• The younger generation of farmers relied 
more on their farm broadcasters for specific 
information

• In all seasons, younger farmers spent less 
time with magazines and television than older 
farmers and more time listening to radio

• Several groups listened to a specific farm 
broadcaster more often: younger farmers, 
those with higher incomes, and corn/soybean 
producers

• Weather, markets, and farm news were the 
primary radio programs of choice

Television Use

• Satellite television was in more than half 
(61.6%) of Class 1A farm homes, having 
increased from 47.3% a decade earlier

• Only 11.5% of farmers received their television 
from cable

• Slightly less than a third (29.2%) were still 
using a standard antenna

• The viewing patterns of farmers who watched 
television for farm information had changed 
dramatically

• The majority (88.9%) watched a specific 
channel for farm news

Most-Used Daily Sources

• Radio and television continued to be the 
leading media channels for daily information

• Radio was utilized by 62% of respondents, 
followed by television at 59.7% of respondents 
and websites at 45%

• Cell phone text messaging was used by only 
14.2% of respondents

2005 Media Use Research

For this study, surveys were conducted in 12 
midwestern states of only Class 1+ farmers.

• Farmers said the station they listen to provided 
the agricultural news, markets, and weather 
information they wanted

• Farm radio was a very important medium to 
get the information they needed

• Structural shifts have created multiple 
households in farming operations

• The majority listened to one or two stations 
during the day

• Slightly more than a third (39.1%) had some 
access to a high-speed Internet connection, 
while 22.5% had their own dial-up, 22.9% had 
their own high speed Internet, 22.9% did not 
have Internet access, and 13.8% had access but 
did not use it

• Two-thirds of the respondents identified 
they get specific information from a farm 
broadcaster

• About two-thirds (67.7%) of that group could 
name the farm broadcaster they get their 
information from

• Audio use from the Internet (streaming 
audio) was low, with only 20% of respondents 
utilizing this medium
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2004 Media Use Research

This information was gathered from the three 
AMR Intercept Study waves and a telephone 
sample of 500 Class I+ producers in 12 Midwest 
states.

• 54.1% of producers stated they increased their 
radio listening habits during the planting 
season

• 50.2% stated they increasedradio listening 
during harvest

• 32.2% stated they have increased their radio 
listening compared to five years ago

• 92.7% said that farm radio interviews of other 
producers were “interesting”

• 85.4% said that these interviews with other 
producers, such as harvest reports, were 
“useful”

• 90.2% have some kind of Internet access and 
visit an average of 4.9 websites per week

• Cattle producers listen 5.83 days per week
• Corn/soybean producers listen 6.44 days per 

week
• Class 1+ farmers in 12 states listen 5.87 days 

per week, compared to 6.1 days per week in 
1999

• The overall average was seven hours and 25 
minutes per week listening to farm radio 
broadcasting (compared to five hours and 30 
minutes in 1999)

• 20.55 hours per week were spent listening to 
radio overall (compared to 20.3 hours in 1999)

• Radio use increased (while all other media use 
decreased) during the planting and harvesting 
seasons

2004 Rural Lifestyle Research

This research was conducted by AMR as 
commissioned by the NAFB in June-August of 
2004.  Two hundred telephone interviews were 
completed by persons that met the following 

criteria: (1) lived on one or more acres of land, (2) 
in a normal year would have less than $40,000 in 
sales of agricultural products, (3) produce animals, 
crops and/or plants with a value of over $1,000, or 
(4) spend $1,000 or more on animal care, fence, 
seed and fertilizer, equipment, and fuel.

Results:

• Rural lifestyle farms are increasing in number 
(15% increase from 1997-2002 in the 29 
county area of NE Iowa that was surveyed)

• Rural lifestyle farm residents are heavy users of 
radio Monday-Sunday.

• Almost all (93.6%) tune in to radio
• Rural lifestyle farm residents prefer certain 

radio formats: 71.5% prefer news/talk, and 
65.5% prefer country

• Rural lifestyle farm residents mirror Class 1 
farmers in program content preference: 87% 
prefer weather forecasts, 70.5% market reports, 
and 49% news that affects agriculture.

• The average rural lifestyle farm household is 
2.6 persons

• About a quarter (23%) of rural lifestyle farm 
households have an income of over $75,000

• Men and women have virtually the same radio 
preferences, and both are heavy users of radio

Research is conducted to provide more accurate information to 
the agricultural communications industry
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2003 AMR Intercept Study Waves 1, 2, 
and 3 Combined

This is a combination of compilation of survey 
data gathered at the Beltwide Cotton Conference, 
National Cattleman’s Beef Association Convention 
and Commodity Classic in 2003.

Regarding the use of radio for various programs, 
44.5% of overall respondents utilized radio 
to listen to crop or market reports every day, 
with 27.3% listening nearly every day.  A large 
percentage (84.7%) listened to weather every day, 
with 10.4% listening nearly every day.  Almost half 
(44.2%) listened to farm news daily, with 29.9% 
listening nearly every day.  The majority (82.5%) 
stated there were times when they paid closer 
attention to the radio; for 65.6% this was to listen 
to weather, 55.5% listened more closely to markets, 
42.9% listened more closely to farm news, and 
11.4% listened more closely to sports.

Activities/Discussion Questions
Divide into small groups and assign a research study to each group.

• Using the research provided, construct charges, graphs or images to describe results of each 
research study.

• After completion, compare similarities or differences between the studies.

• Did the studies produce similar results?

• What were they trying to find out?

When asked which media source they would 
choose if they were only allowed to access daily 
information from one kind of source, 35.4% chose 
radio, 21.8% chose DTN, 18.8% chose Internet, 
14% chose television, 5.5% chose newspapers, 
3.6% chose magazines, and 1% chose direct mail.

When considering how their use of other media 
had changed because of the Internet, 34.7% stated 
they spent less time with television, 26.3% spent 
less time with magazines, 32.8% spent less time 
reading direct mail, and 17.2% spent less time 
listening to the radio.

However, 75.6% of respondents reported no 
change in radio listening habits, 64.6% had 
no change in magazine reading habits, and 
58.8% spent the same amount of time watching 
television.

Other Relevant Information on Farmer 
Demographics

Most (73.1%) respondents owned an ATV, with 
37.3% owning Honda, 9.7% owning Yamaha, 
11.7% owning Kawasaki, 13.3% owning Polaris, 
and 1.9% owning Arctic Cat.  Regarding light 
trucks (3/4 ton or less) for use on their farm or 
ranch, 24.7% owned five or more, 14.9% owned 
four, 18.2% owned three, 21.4% owned two, 17.5% 
owned one, and 3.2% owned none.  Almost half 
(41.9%) of respondents said their newest truck 
was Ford by make, while 29.9% had purchased a 
Chevrolet, 14.9% a GMC, 14% a Dodge, and 1.3% 
some other make of vehicle.

Personally interviewing farmers can provide better information 
than other avenues


