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Chapter 9
Media Use By Farmers

Learning Objectives:
• Describe how often producers choose to listen to farm radio.
• Explain the role of farm radio broadcasters in agricultural communities.
• Identify other types of media and how they are used by farmers.

Farm Radio

The 2008 NAFB Wave Study, a three-wave survey 
designed to measure media use among agricultural 
producers, found that radio is the most used 
source of daily agribusiness information, with 29% 
of producers tuning in daily.  Radio is also seen as 
the leading daily source of unaided, top-of-mind 
agribusiness information and is the highest used 
medium among young producers.

Producers depend on ag media, especially radio, to 
obtain information about topics such as weather, 
markets, ag news, ag commentary, and local 
events.  There is a trust factor that is unique to 
the personality of radio as a medium--farm radio 
listeners know and trust their farm broadcasters.  
Sixty-six and a half percent of all producers listen 
to a specific farm broadcaster, while 68.9% of 
younger producers choose to listen to a specific 
farm broadcaster.  Producer listening overall 
remains very strong, with producers listening 
5.52 days perk week on average, or 6.36 days for 
listeners that live on the farm, and they listen to 
the radio 2.9 hours per day, with 1.3 of those hours 
devoted to agricultural information.

‘Radio days’ in the tractor are now even longer 
with the usage of GPS technology, and radio 
remains the preferred medium across all seasons—
the three-wave study showed that radio was 
preferred even over television in winter, spring, 
and fall.

Farm Radio Broadcasters 

The vast majority of full-time professional 
farm broadcasters are members of the National 
Association of Farm Broadcasting, widely known 
as NAFB.  The history of this organization and the 

evolution of farm broadcasting are discussed in 
an Chapter 1.  NAFB broadcasters use the unique 
strengths of audio technology to communicate 
with the farm and agricultural community.  Farm 
broadcasters are a daily part of the fabric of the 
agricultural community at the local and regional 
level.  The Farm broadcaster is a narrowcast 
specialist, knowledgeable about agricultural issues, 
informational priorities and local production and 
agribusiness conditions.  Radio farm broadcasting 
is perhaps the only remaining local agricultural 
medium that delivers news to producers on a 
daily basis.  Farm broadcasters are very visible 
at local, state, and national events and have a 
personal relationship with both their audience 
of agricultural producers as well as the business 
community.

Television

Television offers the advantage of using both 
sight and sound to deliver its message. Farm 
programming on television is broadcast primarily 
in the early morning hours and weekends; 
however, farmers are also consumers of other 
television programming for weather, news and 

Farm radio is as important as ever for many farmers



20 Harvesting the Power of Farm Broadcasting

entertainment. While rating services such as 
A.C. Nielsen offer viewer ratings for television 
programs and day parts, the research is conducted 
to learn audience ratings by age and sex and does 
not address a demographic as specific as farmers. 
The probability of farmers being in the researched 
sample would be no greater than their numerical 
number as a percentage of the total population, 
which is less than five percent. Television ratings 
are conducted in areas called Designated Market 
Areas (DMAs) which are determined by the 
clustering of counties that have over 50% audience 
viewing from a specific city’s television station 
or stations. The television station’s home county 
is always in its DMA. The closest measure to 
estimate the farmer ratings of a television station’s 
programming would be to assume that the 
farmer’s viewing preference is similar to others of 
the same age and sex. Remember that the average 
age of farmers is 58; therefore, it is probably more 
accurate to use ratings for 35-64 age men than 
any other demographic to reach an estimate of 
farmers’ viewing. While a significant expense, 
most agricultural companies do not invest 
nearly as many dollars in the production costs of 
commercials as do other companies.

Satellite television dominates the farm television 
category, with 61.6% of producers using satellite 
television, 29.2% relying on antenna television 
and only 11.5% having access to cable television.  
Television programs focused on agricultural and 
rural topics have a loyal audience across all types 
of television access.

The PMA

Each station or the combined affiliated stations 
of a NAFB network may be defined as a Primary 
Market Coverage Area (PMA). A PMA may be 
smaller than the total signal coverage area of 
a station or combination of network-affiliated 
stations. The state and county selection for a PMA 
is determined by each station or network and the 
counties included in this geography are listed on 
each subscriber’s AMR ratings report. 

The crop acres or livestock numbers in any given 
geography are significant factors in determining 

the relative value of a station or network coverage 
area. Targeted farm advertising is quite different 
from consumer advertising in that the market 
in crop acres or livestock population has a very 
significant impact on the value of that specific 
market area. AMR ratings can give an indication 
of the efficiency of a station or network to reach 
a certain targeted crop or livestock count in a 
specific geography. Farms are highly variable in 
acre size, and in many states the geographic size of 
a county is also highly variable. 

Therefore, to simply define a corn, soybean or 
cotton market by ranking counties in a state 
may not be as useful as determining the actual 
total acreage delivered by the radio stations and/
or networks serving the targeted area. Radio 
station signals are not confined to county or state 
boundary lines. The total acreage and total farmers 
listening is a combination to determine the value 
of a farm station or network’s delivery area. The 
agricultural marketer may determine specific 
weighted geographies for specific marketing 
considerations that can be aligned with the 
best PMAs to be most effective in reaching the 
marketer’s objectives.

Print Media

Printed materials & magazines have been a traditional 
source of in-depth information on subjects that are 
of specific interest to the producer. Farm publications 
have evolved to increasingly specialized and targeted 
producer groups by demographics in both editorial 

Understanding which types of media farmers use most can 
help you convey your message more effectively
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content as well as delivery to specific producers. There 
has been an evolution in the direction of general 
farm publications to an increased number of specific 
publications or editions to reach a specific producer 
demographic. An advantage of publications is they are 
long lasting and can be reviewed.

However, younger producers spend less time with 
print media, reading for only 1.9 hours per week as 
compared to the 2.4 hours per week spent reading by 
producers over 50.

Internet

The Internet is a growing source for in-depth 
information for agricultural producers. Farmers 
and ranchers are embracing this technology 
rapidly; however the access to high speed 
connections in rural areas continues to be an 
inhibiting factor to intensive or extended use of 
this new informational source.

More than half (65%) of producers now have 
internet access.  Internet is the second most used 
source of daily agribusiness information behind 
radio, being used 22.5% of the time.  Almost half 
(44.2%) of producers have access to high-speed 
Internet, with 22.3% still using dial-up Internet.  
However, 31% have no connection at all.

Producers use the Internet to search for topics and 
check e-mail, but also to access farm information 
and up-to-date weather information.  Farm radio 
listeners who have high-speed Internet access are 
active online—75.2% go to websites as a source of 
daily agribusiness information, and 51.5% have 
sought information from a website after hearing ag 
information or programs on the radio.

Activities/Discussion Questions
Students need to individually find and listen to a farm broadcast or another example of farm-
related media and use it to answer the following questions:

• Why is the chosen medium important to agricultural producers?

• What are some key points from the information conveyed?

• How would it affect producers if that type of medium was cut off?  Examples should consider 
the topic of the item selected.

Younger farmers and those with higher income 
are more likely to have higher internet usage, 
and internet usage is becoming increasingly 
fragmented, with no specific sites or categories 
being most important to farmers.

Convergence

With smartphones such as the iPhone, Droid, and 
Blackberry offering access to the Internet even when 
in the tractor, the usage of radio, the Internet, and cell 
phone internet are viable 365 days a year.

Farmers use many kinds of media to receive messages daily


