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ABSTRACT 

 Publishing information that benefits society in local newspapers is a strong force 

in getting information to the public. The basic concept for the Cooperative Extension 

Service (CES) stems from the societal needs of the people and the nation, just as the 

mission of the CES is intended to address the needs of the people (Jones, 1992). It should 

be the intent of Extension agents to get important program materials and other 

information related to human life to the masses (Cummings, 2003). News mediums have 

been some of the most effective ways of getting news and information about county 

programs to the public (Telg, 1999).  

 This thesis is based on a descriptive study, pertaining to information gathered 

from Extension agents of the New Mexico Cooperative Extension Service (NMCES). 

The study was set to determine the familiarity of NMCES agents with their local 

newspapers. Because the entire population of agents within the NMCES was a 

manageable number, census sampling took place (Gall, Borg, & Gall, 1996; Kirk, 1995). 

Contact information for the agents was obtained through the NMCES Web site.  

 Agents were asked to complete an online survey that posed questions pertaining 

to newspaper familiarity, submission habits, media relations training, and demographics. 

A three-digit code was given to each agent in order for researchers to manage non-

response. Data was analyzed based on both qualitative and quantitative responses.  

 Results showed that NMCES agents felt they would benefit from further media 

relations training. Familiarity with newspapers seemed to influence how frequently 

NMCES agents utilized the resource. Researchers feel further training in media relations: 

 x



submission formats, computer applications, the process of getting information published, 

and general communications tactics would strengthen the utilization of newspapers by 

NMCES agents. 

 

 xi



CHAPTER I 

INTRODUCTION 

 
Background 

The mission of the Cooperative Extension Service is based on addressing the 

needs of people (Jones, 1992). Quality Extension agents should always be aware of the 

needs and the issues faced by their community as well as how to reach them with 

beneficial information. Certain issues are constantly relevant and others develop as 

situations arise such as water issues, health issues, child-rearing issues, etc.   

 The Cooperative Extension Service (CES) relies on news media in order to 

disseminate program materials to the communities in which they serve (Cummings, 

2003). Newspapers are “one of your best way of getting news and information about your 

county program to the public” (Telg, 1999, p. 1). Like CES, newspapers require an 

intimate relationship with the communities in which they serve. While there are monetary 

issues involved in the perspective of print media outlets and they cover what can be built 

around the space sold that day, they know they have to relate to their readership (Gray, 

1989). This means that the more local information they include, the more they narrate to 

their community. Therefore, news linked to public issues is a necessity to the media 

because of their relationship with the population they serve (Gray, 1989). 

 The New Mexico Cooperative Extension Service (NMCES) has access to 

specialists in agricultural communications at New Mexico State University, within the 

College of Agriculture and Home Economics (cahe.nmsu.edu). These specialists offer 

assistance to county Extension agents in developing different forms of print media in 
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order to disseminate information to their communities. Writing news releases is one of 

the areas in which the agriculture communications specialists offer their expertise. While 

this helps to expand Extension coverage, it does not focus on Extension information 

specific to that county. Instead, it covers Extension news at a university level. 

 

Need for the Study 

 Effective media relations can enhance the public’s awareness of your county 

programs (Telg, 1999). Building a stronger image of Extension programs within a 

community can, in turn, build the county’s pride in a program. Knowing how to 

communicate to reporters of daily and weekly newspapers in a community is likely to 

increase the effectiveness of media relations. The more an agent becomes familiar with a 

reporter, the stronger the working relationship with that reporter and, potentially, the 

more likely program information gets published.   

 “Knowing where people look for information is only half the battle for Extension 

communicators. Knowing where people find information is the other half” (Pounds, 

1985, p.1). People may not always be aware of information that could be helpful to them. 

Many times, these are issues in which Extension agents are familiar with. An example 

stated that some homeowners may not have been aware of the fact that their homes may 

require additional insulation for the cold season (Pounds, 1985). However, if they were to 

stumble upon a newspaper article about the benefits of insulating their home, they are 

more likely to read with interest (Pounds, 1985). This is an example of how society is 
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reached through the newspaper media outlet and further exemplifies the importance of 

getting the information to the masses. 

 In March of 1984, an Iowa State graduate journalism class conducted a survey 

sponsored by Iowa State University Extension (Pounds, 1985). This survey focused on 

five topic areas:  family nutrition, personal and family relationships, home energy 

conservation, managing family and personal finances, and child-raising. All of which are 

topics that Extension programs spotlight. Their study uncovered data that helped define 

this study. Although mass media outlets weren’t chief sources for those actively 

searching for information about any of the fore-mentioned topics; the tables turned, 

especially for newspapers, when it came to where they casually discovered the 

information. Newspaper proved the most popular source for where people found 

information.   

 People pay attention to information in the newspaper that pertains to their needs. 

Because this information is what the CES develops program material about, it is 

important that communities know where to find it. By submitting articles and news 

releases about these issues to local newspapers, Extension agents will increase 

community awareness. In order to do this, their relationship with the reporters that cover 

their “beat” should be a strong one (Telg, 1999). Because media outlets are concerned 

with maintaining or increasing their readers they will provide them with information that 

is beneficial to them and their needs (Gray, 1989). That is the information CES can 

provide and why a positive relationship with their local newspapers is significant. 
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 In order to begin understanding the relationships of NMCES county agents and 

newspaper reporters, we must first understand the how NMCES county agents use 

newspapers and determine the amount of media relations training they have received.                 

     

Purpose and Objectives 

 Because of the heavy reliance on print media to publicize county program 

material to the masses, an understanding of how NMCES county agents use newspaper 

outlets is important to the mission of Extension. The purpose of this study is to determine 

how NMCES agents use their local newspapers with more certainty. As state 

communications specialists prepare county agents to deal with local media, and initial 

understanding of current practices is essential.  Also, as trends in communication 

technology evolve, so do submission processes for printed material from outside sources.  

Awareness of these changes is likely to aid in utilization of local newspapers as a primary 

source for information delivery by NMCES agents.     

 In order to strengthen print media relations of the NMCES, an understanding of 

newspaper use by NMCES is essential.  In following objectives were used to guide the 

study: 

1. To identify demographics of NMES agents 

2. Determine NMCES agents’ perceived relation with local newspapers 

3. Determine how often NMCES agents currently submit material to their area’s 

newspapers 

 4



4. Determine if NMCES agents seek feedback and submission status from 

newspapers 

5. Identify the type of material most frequently submitted to newspapers by NMCES 

agents 

6. Determine submission procedures used by NMCES agents 

7. Identify level of media relations training currently held by NMCES agents 

8. Determine if further media relations training would prove beneficial for NMCES 

agents  

 

Limitations of the Study 

 Focusing on media relations in regard to utilization of newspapers by NMCES 

agents limits the generalizability to other media outlets, as well as other agencies.  

Although the information will not be generalizable to other media outlets and agencies, it 

is likely that the data collected on strengthening relations will be transferable to certain 

aspects of similar parties.  Also, it should be kept in mind that newspapers will ultimately 

report what they deem important to their readers regardless of what those submitting 

material feel is important (Telg, 1999).   

 

Basic Assumptions 

 In relation to submission requirements of New Mexico newspapers, it was not 

likely they would all require the same formats.  It was also not likely that all counties 

would have weak media relations and communications knowledge when dealing with 
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their respective newspapers. Smaller newspapers in New Mexico are not likely to have 

the same expectations as larger, more urbanized areas. Assistance from the land-grant 

based communications office would likely focus on publicity at a university level rather 

than to each county. 
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CHAPTER II 
 

LITERATURE REVIEW 

 

Overview 

 Organizations that gear their research and activities to the communities in which 

they serve often develop a mission statement as part of their strategic plan. The CES 

developed an international mission, and a portion was created to state that,  

[Extension] is the one organization designed for, experienced in, and able 

to bring the mystery of research within the reach of the practicing farmer.  

Its greatest relevance may lie in its historic concern for what happens to 

the farm family as a human unit with real life problems (USDA, 1984). 

The basic concept stemmed from societal needs of the people and the nation, just as the 

mission of the CES is intended to address the needs of the people (Jones, 1992). Their 

intent is to get important program materials and other information related to human life to 

the masses (Cummings, 2003). People were not born with the instinctive knowledge of 

how their local Extension office can help them. Therefore, it is important to utilize 

channels that have the ability to transfer that knowledge to them. 

 News mediums have been some of the most effective ways of getting news and 

information about county programs to the public (Telg, 1999). In 1965, a CES-sponsored 

survey in Michigan found that people labeled the mass media as their most important 

relay of consumer information. They also found that people actively seeking the 

information are likely to go to another source (Pounds, 1985). This data clarifies that in 
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order for the CES to become the outlet people will go to for consumer information they 

must be notified of the Extension’s ability to serve.   

 Today’s Extension agents work in a completely different environment than when 

the CES first began. Aside from the fact that technology is advancing at a considerable 

rate, agents face other issues that may weaken their desire to utilize local newspapers as 

much as possible. 

 As state and local governments try to cut expenses, associations will be 

called on to do more with less; to reach more people and have more 

impact, but with less expense.  Public perception of Extension’s 

contributions will also be critical to stave off budget cuts or elimination of 

some programs.  The mass media, including publications, radio, television, 

and niche media, provide a unique means to accomplish Extension’s 

educational mission and cast the organization’s public contributions in a 

positive light (Shulman, 1994).  

Daily and weekly newspapers have been an effective way to reach the people within a 

community and increase public perception. A study conducted by Iowa State University 

in 1984 found that newspapers were the most popular source where people were most 

likely to discover information that is important to them on the basis of family nutrition, 

personal and family relationships, home energy conservation, managing family and 

personal finances, and child raising (Pounds, 1985). This accentuated the idea that as long 

as the information was put in newspapers, people would find it. 
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Conceptual Framework 

Media Relations 

 Media can be defined as a means of mass communication such as newspaper, 

television, magazines, or radio.  It also encompasses the group of journalists and others 

who constitute the communications industry and profession. By identifying the amount 

and types of communication that takes place between NMCES agents and their respective 

newspapers, researchers were able to identify current utilization of newspapers by 

Extension agents in New Mexico.  It is an incentive to each outlet to give their society 

information that will create a “mutually beneficial relationship” (Gray, 1989) and keep 

the pubic coming back for more.  This relationship is illustrated in Figure 2.1. 

Daily & 
Weekly 

Newspapers 
NMCES 

Readership/
Society 

 

Figure 2.1   Media relations    

 “You must develop a strategy in order to build an effective relationship with the 

media” (Telg, 1999, p. 2). If NMCES agents become familiar with ins and outs of 
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working with newspapers, chances are that their utilization of that media outlet would 

strengthen. An article in the Journal of Extension, April 2005, evaluated issues 

programming as it pertains to Extension communications. The article discussed 

consulting communicators housed within CES. As times have changed, many of these 

positions have been eliminated. A major reason for the decrease is said to be increased 

demands that communicators also be technology specialist (Donnellan & Montcomery, 

2005).  

 NMSU does have an agricultural communications sector set up to assist NMCES 

with communications issues. A weak point is that there is increased pressure to these 

offices to provide more marketing and public relations support to the institution that 

houses them. In this situation, communications specialists place most of the focus on the 

appearance and public acceptance of the institution as a whole while little focus is placed 

on making sure Extension agents have the skills necessary to properly utilize media 

outlets (Donnellan & Montgomery, 2005). It is thought that issues programming is the 

key to renewing communications within Extension. “Issues programming depends on 

interdisciplinary teams to identify needs and problems; set priorities; plan, design and 

implement programs; and evaluate the effectiveness of the programs” (Donnellan & 

Montgomery, 2005, p. 6). 

 

Submitting Material to Newspapers 

 “The criteria that professional journalists in print, television, or online use to 

decide what news is can be summarized into three words: relevance, usefulness and 
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interest” (Brooks, Kennedy, Moen, & Ranly, 2004, p.3). Understanding news media and 

determining newsworthiness of a submission is beneficial to getting information 

published. Although an Extension agent may deem something as newsworthy for the sake 

of publicity for a program, newspapers are likely to not publish material they do not find 

newsworthy (Telg, 1999). “What you may consider to be news may not be what news 

directors consider news” (Telg, 1999, p. 3). Developing Effective Media Relations for 

your County Program, an article written by Ricky Telg, University of Florida, identifies 

questions to ask in order to determine the newsworthiness of a submission (Telg, 1999, p. 

3): 

• Is the information significant? 

• How many readers/viewers could benefit from it? 

• Is the story timely? 

• Is it local or does it have local impact? 

• Is the information accurate? 

• Is the information new or different? 

 “Working effectively with the media is one of the few areas where agricultural 

communicators enjoy unquestioned expertise,” (ACE workshop material, 2005, p. 1). 

Those that work with journalists sometimes have a mentality that they always get the 

information wrong. Media relations training can assist in getting a message out by 

developing the skills it requires to refine submissions, provide supporting material, be 

available for follow-up calls – all of which can reduce the potential for reporter error 

(ACE workshop material, 2005). Journalists have a responsibility to serve the public and  
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must be accountable for the information they report (SPJ, 1996). Members of the Society 

of Professional Journalists abide by a code of ethics for which this is their preamble: 

 Members of the Society of Professional Journalists believe that public 

enlightenment is the forerunner of justice and the foundation of 

democracy. The duty of the journalist is to further those ends by seeking 

truth and providing a fair and comprehensive account of events and issues. 

Conscientious journalists from all media and specialties strive to serve the 

public with thoroughness and honesty. Professional integrity is the 

cornerstone of a journalist’s credibility. Members of the Society share a 

dedication to ethical behavior and adopt this code to declare the Society’s 

principles and standards of practice (SPJ Code of Ethics, 1996). 

 

Potential for Gatekeeping 

 The final study was set to identify the current knowledge base of NMCES agents 

in preparing submissions for publication in their area’s newspapers as well as how often 

they use the newspaper outlets throughout the state. The gatekeeping theory, however, 

may still play a key roll in how and why submissions may or may not be published on the 

end of the newspapers. This theory shows sustenance and should further studies be 

conducted on the issue, gatekeeping tactics by newspapers might be worth analyzing. 

Details about the gatekeeping theory and how it would apply to this study are given 

below. 
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 “Media can take your message, speedily and efficiently, to audiences you want to 

reach…” (Kingdon, 1994) which is why the relationship is so important.  However, 

“…you have little control over when that message is delivered or how it is phrased” 

(Kingdon, 1994).  This is a result of action under the theory of gatekeeping which is used 

to regulate the flow of information.  “The gatekeeper decides which information will go 

forward and which will not” (Universiteit Twente, Gatekeeping, N.D.).  Gatekeeping 

tactics have the potential to give those wanting to submit information to the newspaper a 

sour taste about the journalists they interact with.  Identifying exactly how the daily and 

weekly newspapers in New Mexico prefer to receive press release submissions will help 

Extension agents to develop a degree of certainty with their publicity operations.  From 

this, it is hopeful that the NMCES will become familiar with the best ways to ensure 

optimal media coverage (Kingdon, 1994).  Gatekeeping is illustrated in Figure 2.2. 

News release 
submitted by 

Extension 
agent 

Newspaper journalists critiquing for 
submission 

Actual submission 
(if submitted) 

 

Figure 2.2   Gatekeeping conceptual model  
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Extension Media Relations Training 

 By basing Extension communications around issues planning, rather than land-

grant specific communications assistance, each county has the potential to benefit with 

more area specific assistance (Donnellan & Montgomery, 2005). Benefits to developing 

effective communications and media relations can accomplish great publicity for a 

county program. Effectively communicating with media outlets enhances the public’s 

knowledge and understanding of a program. Proper media relations tactics help to build 

credibility for programs and increase the frequency of a message by getting the 

information to the masses (Telg, 1999).  

 

Alternate Perspectives 

 A study sponsored by Iowa State University and an Iowa State graduate 

journalism class evaluated where Iowans went to find information or where they had 

recently come across information dealing with family nutrition, personal and family 

relationships, home energy conservation, managing family and personal finances, and 

child raising.  There were 600 people involved in the two-stage, stratified random sample 

and 57% of the population came through.  In terms of where people looked for 

information, the results are shown in Table 1.  Pertaining to where people in the 

population found information within the past month (during the time they conducted the 

study), the results are illustrated in Table 2 (Pounds, 1985).  This highlights that 

Extension is a valuable resource to the public and what they put in the newspaper does 

get noticed. 
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Table 2.1   Where people seek information 

  

Nutrition  Personal  
relations  Energy  

conservation 
   

Pros/businesses 29%  Pros/businesses 29%  Pros/businesses 42% 
Extension 17  Friends 28  Extension 18 
Friends 13  Other 10  Magazines 10 
Magazines 13  Magazines 9  Library 9 
Library 12  Library 8  Friends 7 
Leaflets 5  Television 4  Leaflets 5 
Television 4  Newspapers 4  Newspapers 4 
Newspapers 4  Extension 3  Television 3 
Radio 2  Leaflets 3  Radio 1 
Other 1  Radio 2  Other 1 
Responsesa 658  Responsesa 550  Responsesa 674 
  
  
Family  
finances  Child  

raising    
     

Pros/businesses 44%  Pros/businesses 37%   
Friends 18  Friends 26   
Magazines 7  Magazines 11   
Library 7  Library 10   
Extension 6  Extension 5   
Newspapers 5  Other 3   
Leaflets 5  Television 3   
Other 4  Leaflets 2   
Television 3  Newspapers 2   
Radio 1  Radio 1   
  
aThese are total responses - not responents. Each respondent was asked to select two 

mation. sources for each kind of infor 
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Table 2.2   Where people found information within the past month 

  

  Nutrition Personal 
relations 

Energy 
conservation 

Family 
finances 

Child 
raising 

   
Newspapers   81% 66% 75% 68% 64% 
Magazines   76 63 64 54 66 
Radio   48 33 49 38 27 
Television   67 57 66 55 59 
Leaflets   37 22 37 28 20 
  
Respondent
s  

  272 267 285 267 222 

 

(Pounds, 1985, p.p. 3-4) 

 

Summary 

 “The Cooperative Extension System helps people improve their lives through an 

educational process that uses scientific knowledge focused on issues and needs” (Jones, 

1992).  However, the problem has been that people are not aware of this until the 

information is put in front of them. 

Based upon this literature review, it is unavoidable that a strong media presence 

by NMCES agents is recommended and necessary for the agency to continue providing 

public information, and aily newspapers are perhaps most effective for reaching the 

general public about programs that would be beneficial to them (Shulman, 1994). 
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This literature review revealed a lack of relevant information on Extension 

agents’ knowledge of mass media outlets.  It also revealed a lack of information on 

submission processes currently practiced by agents. 

Because Extension programs hold vital information that the public isn’t always 

aware of, it is essential to introduce the masses to Extension as a media resource.  

Therefore, determining how often and with what degree of certainty New Mexico 

Extension agents utilize their local newspapers became the first step to determining 

where the strengths and weaknesses reside.   

 Analyzing the network between the two outlets – from the perspective of NMCES 

agents – would also allow researchers the opportunity to identify where links can be 

strengthened. At some point, evaluating gatekeeping tactics used within the newspapers 

will also be beneficial in order to determine the precise type of information the journalists 

like to have.  “Gatekeepers are able to control the public’s knowledge of the actual events 

by letting some stories pass through the system but keeping others out” (Universitiet 

Twente, N.D.).  This study was built to provide the necessary information for New 

Mexico Extension agents to become more intuitive and confident about dealing with 

newspapers (journalists, writing styles, type of content preferred, etc.).  This, in turn, will 

aid in eliminating disruptions that might occur in the transfer of information between the 

NMCES and newspapers throughout the state. 
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CHAPTER III 

METHODOLOGY 

 

Research Design 

 To serve the purpose and objectives of this study, the research design was 

descriptive in nature (Gall, Borg, & Gall, 1996; Kirk, 1995).  An online survey was sent 

to NMCES agents to determine their newspaper submission processes.  The results were 

analyzed and in order to identify communications and media relations held by NMCES 

agents and how they utilize newspaper media outlets.    

 

Population and Sample 

 The population for this study was NMCES county agents. The studied population 

used a census sampling technique because the number of county agents (N=69) is a 

manageable number for this study (Gall, Borg, & Gall, 1996; Kirk, 1995).  Of the 69 

county agent positions in New Mexico, 11 positions were unfilled, decreasing the 

accessible population to 58 (N=58). All 58 were included in the study. Names, locations 

and email addresses for each NMCES agent were obtained through the NMCES at 

http://cahe.nmsu.edu.  

 

Instrumentation 

 The instrument was developed by researchers using questions related to 

newspaper familiarity, newspaper submission habits, media relations training, and 
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demographics. The instrument was pilot tested by 27 District 2 Texas Cooperative 

Extension agents, yielding reliability 0.61. This alpha level was deemed acceptable as 

they exceeded Nunnally’s (1967) recommendation of 0.50 to 0.60 for initial stages of 

instrument development. The years-of-service was corrected after the pilot test due to the 

fact that there was not an option of less than a year. The reliability of the instrument with 

NMCES agents yielded a post-data collection alpha of 0.64. 

An online survey was developed: the same survey was given to each agent.  The 

questionnaire contained questions relating to: (a) how often they submit information to 

their local newspapers, (b) whether or not feedback was obtained about submissions, (c) 

if they know the personnel at the newspaper, (d) how they submit information and/or 

photos, and (e) how they usually contact the newspapers for information.   

The instrument was Web delivered since all Extension offices in New Mexico 

have access to high-speed Internet and e-mail accounts. This eliminated any cost 

typically associated with mailing surveys. Email addresses for NMCES agents were 

obtained from the NMCES online directory. An online survey was developed and the link 

to the survey was sent to each NMCES agent, via email, along with a three-digit code. 

The codes were used for non-response – to monitor which agents had not taken the 

survey.  

 A modified version of the Hardin and Brashears (2003) online survey technique 

was used.  Due to the manageable number (N=58) and high initial response rate, the 

direct mail reminder was eliminated. 
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 Three days after the initial email was sent, a follow-up e-mail containing the link 

and their code was sent to those agents who had not yet responded. Three days after the 

second email, phone calls were made to NMCES agents who had not yet responded. It 

was at that time researchers discovered there were two regional fairs and at least one 

county fair taking place. There were a substantial amount of agents away from their 

offices during this time so researchers decided to delay the initial data collection date by 

more than a week. Messages were left at each office explaining the situation and agents 

responded rapidly once they returned to their offices. 

 

Data Collection 

 When the survey link was emailed to NMCES agents, via email, subjects were 

notified that once they hit the submit button on the survey, the information would be sent 

directly to the researcher’s email. Agents were also informed that the study would not tie 

their name to the information they provided. Agents were asked to reply to the email if 

they had any questions. Three-digit codes were given to each agent in the initial email for 

the purpose of monitoring non-response. An initial email was sent, including a brief 

explanation about the study as well as clarification that their responses would not be tied 

to their name when the data is reported. There was no incentive offered to them for 

completing the survey so each participated for the sake of research assistance. 

 NMCES agents that had not completed the survey after the first week were 

emailed again. The second email repeated the link to the survey and the code they were 

issued. Two days after the second email was sent, if there was still no response by a 
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NMCES agent, phone calls were made. After a reminder e-mail and phone calls to non-

respondents, 51 county agents responded to the survey, giving an overall response rate of 

87.9% from the accessible population.  No significant differences existed between early 

and late respondents. 

 

Data Analysis 

 Answers submitted by NMCES agents were given numeric value in the fashion of 

a Likert scale. Results were transferred to a spreadsheet and then placed in SPSS in order 

to determine frequencies and percentages of responses. Text information received from 

open-ended response questions was evaluated by researchers and placed into categories 

in order to identify similarities and differences of responses. Results were evaluated to 

identify the strengths held by NMCES agents in communications and media relations and 

to determine areas where improvements can be made to strengthen the utilization of 

newspaper as a primary media resource in each county.  
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CHAPTER IV 

FINDINGS AND RESULTS 

 

Introduction 

 The purpose of this study was to determine the strength of media communication 

held by NMCES agents throughout New Mexico. A major communication channel for 

each county agent is through the local daily/weekly newspaper in their area, making that 

the outlet in focus for this study. NMCES agents completed online surveys answering 

questions targeted to the research objectives mentioned in the first chapter. The 

objectives were as follows: 

1. To identify demographics of NMES agents 

2. Determine NMCES agents’ perceived relation with local newspapers 

3. Determine how often NMCES agents currently submit material to their area’s 

newspapers 

4. Determine if NMCES agents seek feedback and submission status from 

newspapers 

5. Identify the type of material most frequently submitted to newspapers by NMCES 

agents 

6. Determine submission procedures used by NMCES agents 

7. Identify level of media relations training currently held by NMCES agents 

8. Determine if further media relations training would prove beneficial for NMCES 

agents  
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Descriptive Analysis Results 

 Demographic data were collected from the respondents and included gender, age, 

ethnicity, and years of service within the NMCES. Responses were coded pertaining to a 

Likert scale.  

 Of the 51 respondents, 22 were female (43.1%) and 29 were male (56.9%). Ages 

of respondents ranged from 23 to 64 with the average age being 40.42. Caucasians made 

up 76.5% of respondents while 17.6% were Hispanic American and 5.9% reported other 

ethnicity. The average years-of-service of respondents was 12.02% and ranged from less-

than-one year to 34 years. Tables 4.1, 4.2, 4.3, and 4.4 provide further information on 

these descriptive variables. 

Table 4.1   Gender reported by respondents 
Gender Frequency Percent 

Male 29 56.9 

Female 22 43.1 

Total 51 100.0 

 

Table 4.2   Age reported by respondents 
M SD Low High Median 

40.42 11.08 23 64 43 
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Table 4.3   Ethnicity reported by respondents 
Ethnicity Frequency Percent 

African American 0 0 

Hispanic American 9 17.6 

Caucasian 39 76.5 

American Indian 0 0 

Asian American 0 0 

Other 3 5.9 

Total 51 100.0 

 

Table 4.4   Years-of-service reported by respondents 
M SD Low High Median 

12.01 9.38 < 1 34 10 

 

 

Principal Research Focus 

 Quantity of media relations training held by each NMCES agent was determined 

with the question: How much communications training have you had throughout your 

career? In response, 49.0 % answered they had only some training throughout their 

career. Only 13.7% answered they had very much (the highest amount listed as an option) 

communications training throughout their career. The quantity of media relations training 

held by NMCES agents is represented in Table 4.5. 
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Table 4.5   Quantity of media relations training of participants 
Quantity of Training Frequency Percent 

Very Much 7 13.7 

Moderate 18 35.3 

Some 25 49.0 

None 1 2.0 

Total 51 100.0 

  

 Familiarity of agents with their local newspapers was measured with the question: 

How familiar are you with the daily/weekly newspapers in your area? The highest 

percentage of respondents (74.5%) answered they were very familiar with their local 

daily/weekly newspapers. Only 2.0% of respondents answered that they were not very 

familiar with the daily/weekly newspapers in their area. Table 4.6  provides more detail 

pertaining to the familiarity of NMCES agents with daily/weekly newspapers in their 

area. 

Table 4.6   NMCES agent familiarity with local daily/weekly newspapers 
Level of Familiarity Frequency Percent 

Very 38 74.5 

Somewhat 12 23.5 

Not very 1 2.0 

Not at all 0 0 

Total 51 100.0 
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 The next question was set to determine the NMCES agent’s level of familiarity 

with the appropriate contact person at the newspaper(s) they submit to. The question was: 

How familiar are you with the contact person at the newspaper(s) that covers information 

for the NMCES? The largest portion, 39.2%, of respondents was extremely familiar, 

meaning they are a regular contact. The next largest portion, 35.3%, was at least 

somewhat familiar, meaning they know the name of the person to contact. At 23.5%, the 

next portion of respondents was not very familiar, meaning the agent knows where to find 

the contact information. Table 4.7 further describes the familiarity.  

Table 4.7   Familiarity of NMCES agents with contact person at local newspaper(s) 
Level of Familiarity Frequency Percent 

Extremely – they are a 
regular contact 

20 39.2 

Somewhat – I know their 
name 

18 35.3 

Not very – I know where to 
find their name 

12 23.5 

Not at all – have never 
contacted 

1 2.0 

Total 51 100.0 

 

 To determine what type of information is submitted most by NMCES agents, they 

were asked how often they submitted program material, community-related information 

and event-related information. For each of these questions, NMCES agents were given 

the options: daily, weekly, monthly, annually, and other. Because there are sometimes 
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special circumstances for why specific information is submitted, the other option allowed 

NMCES agents to type in a description. Respondents were also allowed to list more than 

one answer. The following tables outline the frequency information submitted by 

NMCES agents and identify the responses they entered for other. 

 Pertaining to how often NMCES agents submit program material, most of the 50 

that responded answered monthly (35.3%) and other (31.4%). Two (3.9%) responded 

with a combination of  annually and other. One respondent (2.0%) answered with 

monthly and other while another respondent (2.0%) answered with a combination of 

monthly and annually. Table 4.8 goes into further detail pertaining to how often NMCES 

agents submit program material. 

Table 4.8   How often NMCES agents submit program material 
Frequency of Submissions Frequency Percent 

Daily 0 0 

Weekly 6 11.8 

Monthly 18 35.3 

Annually 6 11.8 

Other 16 31.4 

Annually/Other 2 3.9 

Monthly/Other 1 2.0 

Monthly/Annually 1 2.0 

Total 50 98.0 
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 Table 4.9 describes qualitative responses from respondents pertaining to other 

instances for submissions of program material to local newspapers. 

Table 4.9   Other submissions of program material 
Description Number that responded with similar answers 

As needed 3 

Not very often 1 

Periodically/Event-by-event 3 

Bi-monthly 2 

 
 Nationwide, the CES disseminates information for the communities they serve. 

Therefore, how often NMCES agents submit community-related information was asked 

in the same format as the previous question. Of the 50 that responded to this question, 

35.3% answered other. The second largest portion, 29.4%, answered that they submit 

community-related information monthly. One respondent (2.0%) answered with a 

combination of annually and other. Another respondent (2.0%) answered with a 

combination of monthly and annually. Table 4.10 gives more details about the responses. 
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Table 4.10   How often NMCES agents submit community-related information 
Frequency of Submissions Frequency Percent 

Daily 0 0 

Weekly 5 9.8 

Monthly 15 29.4 

Annually 10 19.6 

Other 18 35.3 

Annually/Other 1 2.0 

Monthly/Annually 1 2.0 

Total 50 98.0 

 

 Table 4.11 describes qualitative responses from respondents pertaining to other 

instances for submissions of community-related information to local newspapers. 

Table 4.11   Other submissions of community-related information 
Description Number that responded with similar answers 

As needed 4 

Not very often 1 

Periodically/Event-by-event  4 

Bi-weekly news column 1 

Quarterly 1 

 

 Because CES hosts events (i.e. workshops and seminars) relevant to the 

community in which they serve, it was essential to research how often NMCES agents 
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submit event-related information. The highest portion of respondents, 43.1%, answered 

that they submit this information monthly. The next largest portion, 37.3%, answered 

other. Again, one respondent (2.0%) answered annually and other, and another 

respondent (2.0%) answered monthly and annually. Table 4.12 outlines the responses. 

Table 4.12   How often NMCES agents submit event-related information 
Frequency of Submissions Frequency Percent 

Daily 0 0 

Weekly 2 3.9 

Monthly 22 43.1 

Annually 6 11.8 

Other 19 37.3 

Annually/Other 1 2.0 

Monthly/Annually 1 2.0 

Total 51 100.0 

 

 Table 4.13 describes qualitative responses from respondents pertaining to other 

instances for submissions of event-related information to local newspapers. 
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Table 4.13   Other submissions of event-related information 
Descriptions Number that responded with similar answers 

As needed 6 

Periodically/Event-by-event 6 

Once a quarter 1 

Bi-monthly news column 1 

Three times per year 1 

 

 To determine how often NMCES agents may submit photos, the question was set 

up in the same format as the previous three (pertaining to program material, community-

related information, and event-related information). Most of the 48 respondents, 49.0%, 

answered other. Eleven (21.6%) responded that they submit photos annually. Ten 

(19.6%) respondents answered that they submit photos monthly. One (2.0%) responded 

that they submit photos weekly and another (2.0%) responded that they submit photos a 

combination of annually and other. Table 4.14 shows the respective data. 
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Table 4.14   How often NMCES agents submit photos 
Quantity Frequency Percent 

Daily 0 0 

Weekly 1 2.0 

Monthly 10 19.6 

Annually 11 21.6 

Other 25 49.0 

Annually/Other 1 2.0 

Total 48 94.1 

 

 Table 4.15 describes qualitative responses from respondents pertaining to other 

instances for submissions of photos to local newspapers. 

Table 4.15   Other submissions of photos 
Description Number that responded with similar answers 

Never 8 

Rarely 2 

Occasionally 9 

Every other month – more during the 
summer 

1 

As needed, or staff from paper comes 
to take photo 

1 

When it supports the article 1 
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 While developing the survey, program material, community-related information, 

and event-related information seem to be the fitting types of information that would be 

disseminated from CES in general. However, just like every state in the country has 

differences, there was a possibility there may be some specifics within each county of 

New Mexico. Therefore, NMCES agents were asked to identify anything else they may 

submit to newspapers. Respondents were asked: Is there any other type of information 

you submit to your area’s daily and/or weekly newspaper(s)? Table 4.16, that follows, 

describes the qualitative responses given by NMCES agents. 

Table 4.16   Other submissions made by NMCES agents 
Description Number that responded with similar answers 

PSAs and paid advertisements 5 

Regular column 3 

Letters of thanks, announcements in 
“Community Calendar” section of 
paper 

1 

Results of contests/fairs 3 

Monthly filler paper about agriculture 1 

Story suggestions/stories form Internet 2 

Commentary and interviews 2 

Program flyers and information guides 2 

Position announcements 1 
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 In order to measure submission follow-up, NMCES agents were asked: When 

published, do you check to see if the information is published the way you intended when 

you submitted it? In response, 54.9% answered that they always check the published 

submission. At 11.8%, the lowest portion responded that they sometimes check published 

submissions. Table 4.17 further outlines the data. 

Table 4.17   How often NMCES agents check published submissions  
Check Submissions Frequency Percent 

Always 28 54.9 

Usually 16 31.4 

Sometimes 6 11.8 

Never 0 0 

Total 50 98.0 

  

 For the purpose of determining how often NMCES agents seek for the reason a 

submission might not have been published, they were asked: When/if something you 

submit is not published, do you seek to find out the reason(s) it was not? The largest 

portion of respondents, 37.3%, answered that they sometimes seek for reasons a 

submission did not get published. The lowest portion, 15.7%, responded that they never 

seek for reasons a submission was not published. Table 4.18 gives further detail. 
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Table 4.18   How often NMCES agents seek for reasons a submission was not published 
Seek Feedback Frequency Percent 

Always 15 29.4 

Usually 9 17.6 

Sometimes 19 37.3 

Never 8 15.7 

Total 51 100.00 

 

In regard to how comfortable NMCES agents feel to contact the appropriate 

person at their respective newspaper when they have questions, they were asked: Do you 

feel comfortable in contacting your newspaper person(s) if you’re not clear as to why a 

submission was not published? In response, 43.1% answered that they feel very 

comfortable to go to them with questions. Only 3.9% answered that they are not at all 

comfortable enough to contact the respective individual with a question. The comfort 

level held by NMCES agents is described in Table 4.19. 

Table 4.19    
How comfortable NMCES agents feel about contacting newspaper person with a question 

Comfort Level Frequency Percent 

Very 22 43.1 

Somewhat 17 33.3 

Not very 10 19.6 

Not at all 2 3.9 

Total 51 100.00 
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 Pertaining to any editing that may be required before submissions get published, 

NMCES agents were asked: Does the newspaper you deal with edit the material for you? 

Responses were fairly even across the board. The highest percentage (29.4%) answered 

that their submissions were edited completely – including content. Closely behind that 

response, 25.5% of respondents answered that their submissions were edited only for 

grammar, spelling and punctuation mistakes. Table 4.20 outlines each response. 

Table 4.20   Editing that takes place before NMCES submissions are published  
Types of Editing Frequency Percent 

Completely – including 
content 

15 29.4 

For grammar, spelling and 
punctuation mistakes 

13 25.5 

Only if I ask them to 11 21.6 

Not at all 11 21.6 

Total 50 98.0 

 

In regard to any editing changes made to submissions before they are published, 

NMCES agents were asked: Does the newspaper(s) you deal with contact you before they 

make any editing changes? Fifty respondents replied to this question and 88.2% answered 

that they were not contacted by the newspaper about changes made before a submission 

is published. Of those respondents, 9.8% answered yes, the newspaper does contact them 

with changes before a submission is published. Table 4.21 shows these results. 
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Table 4.21 
Frequency of notification to NMCES agents by newspapers with changes to submissions  
Frequency of Notification Frequency Percent 

Yes 5 9.8 

No 45 88.2 

Total 50 98.0 

 

In order to determine how most NMCES agents submitted information to 

newspapers, they were asked to specify the mode they use. Most of the respondents, 

33.3%, answered that they submit information electronically (i.e. email attachment, disk, 

jump drive, etc.). 19.6% of respondents answered that they send information via email – 

as the body, not as an attachment. Respondents were allowed to choose more than one 

answer so there were four, separate answer combinations. Details are provided in Table 

4.22. 
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Table 4.22   Modes used by NMCES agents to submit information to newspapers  
Modes Frequency Percent 

Email – as the body, not as 
attachment 

10 19.6 

Electronic (i.e. email attachment, 
disk, jump drive, etc.) 

17 33.3 

Hardcopy 4 7.8 

Other 5 9.8 

Hardcopy/Other 1 2.0 

Electronic/Hardcopy 10 19.6 

Email/Hardcopy 2 3.9 

Email/Electronic 2 3.9 

Total 51 100.0 

 

Although results reveal that not all NMCES agents submit photos to newspapers, 

respondents were asked how they would submit photos to their respective newspapers. 

The largest amount, 35.3%, answered that they would submit photos electronically (i.e. 

email attachment, disk, jump drive, etc.). Only 5.9% reported that they would send photos 

to their respective newspaper via email – as the body, not as an attachment. There were 

also submission combinations to this question since respondents were allowed to choose 

more than one answer. Table 4.23 provides further details. 
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Table 4.23   Modes used by NMCES agents to submit photos to newspapers  
Modes Frequency Percent 

Email – as the body, not as 
attachment 

3 5.9 

Electronic (i.e. email attachment, 
disk, jump drive, etc.) 

18 35.3 

Hardcopy 7 13.7 

Other 11 21.6 

Electronic/Hardcopy 7 13.7 

Email/Electronic 1 2.0 

Total 47 92.2 

 

When NMCES agents were asked if they felt they would benefit from additional 

media relations training, 70.6% answered yes. Of the 51 respondents, 29.4% answered 

no. Table 4.24 shows the details. 

Table 4.24   NMCES agents’ need for further media relations training 
Quantity Frequency Percent 

Yes 36 70.6 

No 15 29.4 

Total 51 100.0 

 

In order to narrow down the types of training NMCES agents would find 

beneficial, they were asked to choose all that apply from a list of: writing press releases, 

writing news articles, working with photographs, computer applications, and other. 
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Forty-two people responded to this question. Six respondents (11.8%) chose all four 

options besides other. Table 4.25 outlines the results.  

Table 4.25   Further media relations training  
Further Training Frequency Percent 

Writing press releases 3 5.9 

Writing news articles 3 5.9 
Working with photos 3 5.9 

Computer applications 6 11.8 
Other 3 5.9 
Working with photos/Computer 
applications 

3 5.9 

Writing news articles/Computer 
applications 

1 2.0 

Writing press 
releases/Computer applications 

1 2.0 

Writing press releases/Working 
with photos 

2 3.9 

Writing press releases/Writing 
news articles 

5 9.8 

Writing press releases/Working 
with photos/Computer 
applications 

3 5.9 

Writing press releases/Writing 
news articles/Computer 
applications 

1 2.0 

Writing press releases/Writing 
news articles/Working with 
photos 

2 3.9 

Writing press releases/Writing 
news articles/Working with 
photos/Computer applications 

6 11.8 

Total 42 82.4 
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 Inferential analyses revealed no significant or meaningful correlations among the 

variables.  Amount of communications training and ethnicity revealed a high correlation 

of .047; however, the number of minority New Mexico Cooperative Extension Agents 

was low (n=9), making if difficult to attribute this correlation to ethnicity.   
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CHAPTER V 

SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS 

 

Introduction 

 Based on the findings presented in Chapter IV, Chapter V presents a brief 

summary for the objectives of the study. There are three sections in this chapter. The first 

section provides a general summary of the study. The next section reviews the findings 

from each research objective. The final section offers recommendations based on the 

investigation and its findings. 

 

Summary 

 Primarily, the purpose of this study was to identify the current utilization and 

understanding of submitting information to daily and weekly newspapers in New Mexico 

by NMCES agents. After a review of literature, several considerations emerged that 

provided guidance for the study. Identifying media relationships as perceived by NMCES 

agents with their area’s newspapers allowed insight into the agents’ ideas and feelings 

associated with contacting and utilizing their local newspapers.   

 The following objectives defined the areas of interest for this study: 

1. To identify demographics of NMES agents 

2. Determine NMCES agents’ perceived relation with local newspapers 

3. Determine how often NMCES agents currently submit material to their area’s 

newspapers 
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4. Determine if NMCES agents seek feedback and submission status from 

newspapers 

5. Identify the type of material most frequently submitted to newspapers by 

NMCES agents 

6. Determine submission procedures used by NMCES agents 

7. Identify level of media relations training currently held by NMCES agents 

8. Determine if further media relations training would prove beneficial for 

NMCES agents. 

 

Conclusions and Recommendations 

Research Objective One 

 Demographic variables reviewed in this study pertained to gender, age, ethnicity, 

and years-of-service within the NMCES. Of that information, gender and ethnicity played 

no active roll in any correlations in the data analysis. Age and/or years-of-service, 

however, did correlate with quantity and type of communications training held by 

respondents. Younger agents within NMCES have had more exposure to modern 

technological trends which are present and evolving in today’s educational systems.  

 

Research Objective Two 

  It is evident NMCES agents realize the need to utilize newspaper outlets but it is 

not clear as to whether they are comfortable doing so. The vast majority of respondents 

answered that they were very familiar with the newspaper(s) in their area. Agents were 
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also asked to respond to their familiarity with a contact person within their respective 

newspaper. Most NMCES agents – in similar portions – reported to be somewhat or 

extremely familiar with the appropriate contact person. Even so, there was a good portion 

that responded to being not very familiar with the appropriate contact. If agents were 

notified of the importance to establishing a link with the appropriate contact within their 

respective newspaper, it is possible they would be more likely to utilize newspaper even 

more.  

 

Research Objective Three 

 Respondents were asked to identify how often they made submissions based upon 

four different categories and whether submissions were made daily, weekly, monthly, 

annually, or other (specified). They were first asked how often they submitted program 

material to their local newspapers. Next, they were asked to identify how often they made 

community-related submissions. Then, NMCES agents were asked how often they 

submitted event-related information. Finally, respondents were asked to identify how 

often they submitted photos to their respective newspapers.  

 For the purpose of this study, program material is information that the NMCES 

has on hand that the public might find useful. In response to how often program material 

submissions are made, most identified that they made monthly submissions to their local 

newspapers. The smallest portions of respondents answered that they submitted program 

material daily or annually. Other, specified, responses were second to monthly 

submissions. According to the specific responses, some NMCES agents submitted 
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program material through bi-monthly or semi-monthly columns, as needed, periodically 

throughout the year, or whenever there is a need. From the other specified responses, it 

seemed that respondents made submissions based mostly on needs. 

 Community-related information applies to material specific to the needs of the 

people in a specific area. For instance, counties with a large number of elderly people 

submit more geriatric health related information than those with a younger population. 

When asked how often community-related information is submitted, most identified other 

and specified. The second largest group of NMCES agents responded that they submit 

community-related information on a monthly basis. No agents reported that they submit 

community-related information on a daily basis and few submit it weekly or annually. 

Most of the other specifications applied to an as needed basis. 

 Pertaining to submission of event-related material, the highest percentage of 

respondents replied that they submit monthly. The responses to this question were less 

evenly spread than those of other related questions. This makes it clear that NMCES 

agents submit a large amount of event-related material, especially on a monthly basis, 

more regularly than any other type. There were no responses for daily submissions and 

minimal numbers for those that submit weekly or annually. Other specifications were the 

second largest portion in response to this question. Again, many specifications applied to 

submitting material as the need arises. 

 The final question relating to the third objective pertained to the submission of 

photos. Most responded with a specification in the other category. Most specifications 

from respondents stated that their respective newspaper took care of all photos 
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themselves. Some replied that they submit photos on an as needed basis – times when 

there may not have been a newspaper photographer on hand and a photo would help 

support the submission. For the most part, responses and specifications made it clear that 

the newspapers NMCES agents dealt with were less likely to take photo submissions 

unless it was especially specific to the story and they did not have the opportunity to get 

the photo themselves. 

 The responses to these questions, pertaining to how often submissions are made, 

identified two main points: NMCES agents seem to submit material at least monthly and 

even more when there is a need to disseminate specific information. Many times, it is 

essential to note the needs of a community to know when and what type of information to 

submit. NMCES agents are aware of what people in their counties need to hear about and 

make submissions accordingly. 

 

Research Objective Four 

 Most NMCES agents take action in seeking for reasons a submission was not 

published. The portion that responded to never seeking feedback was minimal, but could 

be eliminated. Developing stronger communications and media relations at the county 

level would help to eliminate reservations an agent may have about contacting the 

newspaper for feedback. It is important they see how and why journalists work the way 

they do and learn to submit material that makes it easier on them to publish. Learning to 

become familiar with journalists at respective newspapers allow for a more comfortable 

approach to making contact with questions regarding submissions. Most NMCES 
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respondents replied that they feel somewhat to very comfortable in contacting newspaper 

personnel.  

 

Research Objective Five  

 By specifying the information types in the questions mentioned in the summary 

for objective one, types of material most often submitted could also be identified. 

Because NMCES agents were asked how often they submitted program material, 

community-related information, event-related information, and photos, their responses 

were broken down by category to identify which type of information was submitted most 

often. After reviewing responses to each question, event-related material proved to be the 

most often submitted material with the largest portions of respondents answering that 

they submit event-related information monthly or more (as the need arises). 

 

Research Objective Six 

 Responses by NMCES agents showed that most submissions to newspapers are 

made electronically, via email attachment, disk, jump drive, etc. Of those that submit 

information electronically, ten responded that they back up electronic submissions with 

hardcopies. Submissions sent within the body of an email are used by some, but 

electronic copies (formatted) are the most common form of submission procedure used 

by NMCES agents. These conclusions make it evident how important it is for today’s 

NMCES agents to be familiar with making electronic submissions. 
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Research Objective Seven  

 Only one NMCES agent responded that they have received no communications 

training throughout their career. The highest percentage listed they had received only 

some training. However, the same number of respondents [that answered some] also 

answered between moderate to very much training – both of which were at the higher end 

of the Likert scale. It is likely that NMCES agents with fewer years-of-service have had 

more up-to-date media relations training during their education than did those with more 

years-of-service.  

 

Research Objective Eight  

 The majority of respondents identified that they would find further media 

relations training beneficial to their career. Technology is ever-changing and familiarity 

with current trends is essential in today’s work environment. NMCES agents responded 

that learning advanced computer applications is an area of interest for further training. 

Writing press releases, writing news articles, and computer applications were the most 

combined areas of interest identified by NMCES agents. These responses show that 

NMCES agents are willing to familiarize themselves even more with current 

communications trends. 

 

Discussion 

 Media relations training for potential Extension agents could take place at the 

graduate level. Education is more field-specific when obtaining a Master’s Degree and 
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media-specific training would enable agents to enter their career with more certainty in 

dealing with newspapers. It would be useful to students to first learn what news 

determinants are and what makes for newsworthy submissions. Also, learning what it 

takes for a journalist to do their job would open the door to understanding the other side 

of the relationship. Training would also have to develop general communications skills 

within potential agents in order for them to learn how to approach journalists and begin to 

develop a working relationship with them.  

 Because all agents currently employed will not have received training during their 

education [as a preservice to entering the Extension field], it should also be available as 

inservice training at least twice a year – as different seasons bring different newsworthy 

events. The agricultural communications staff housed at NMSU would be ideal to 

develop a curriculum for inservice training throughout the state. NMCES agents already 

visit the campus for events throughout the year so workshops designed around 

developing media relations could be offered. It should be required that all agents undergo 

training – the amount of training should be designated by NMCES.  
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APPENDIX A  

SURVEY INSTRUMENT
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Figure A.1   NMCES Survey 1-4 
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Figure A.2   NMCES Survey 5-7 
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Figure A.3   NMCES Survey 8-11 
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Figure A.4   NMCES Survey 12-16 
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Figure A.5   NMCES Survey 17-23 
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Figure A.6   NMCES Survey END
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Table B.1   Instances pertaining to NMCES agents’ submission of program material 
As needed When I need to get information out 

Not very often Whenever I feel the need 

Periodically, 7 or 8 times a year Try to submit on an even-by-event basis 

Semi-monthly, during major programs Bi-monthly news column 

As needed for advertising Bi-monthly 

Often program and community are related 
and appear in the same article 

As needed to advertise or report on 4-H or 
EHC activities 

Depends on what is happening  

 
 
Table B.2 
Instances pertaining NMCES agents’ submission of community-related information 
As needed Whenever requested and I feel the need 

Not very often Try to on an event-by-event basis 

Periodically, 3 or 4 times a year As needed basis 

As needed for advertising Bi-weekly news column 

Depends on the activity, or number 
throughout the month 

Three times per year 

Quarterly  
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Table B.3   Instances pertaining NMCES agents’ submission of event-related information 
As needed Whenever the need 

Periodically, 7 to 9 times a year Try to on an event-by-event basis 

As needed for advertising As needed basis 

Once a quarter Bi-monthly news column 

As it happens and is completed Whenever there is an event 

We submit stuff about 2 to 3 weeks before As needed to report, sometimes once a 
week sometimes once a month 

As events occur Three times per year 

Needed to report results  
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Table B.4   Instances pertaining to NMCES agents’ submission of  photos 
Never – Journal has own photographers I haven’t 

None Rarely 

None to date Every other month – more during the 
summer 

As stories occur Occasionally 

Never Periodically 

Semi-monthly When asked 

As needed, or staff from paper comes to take 
photo 

Try to on an event-by-event basis 

Have not sent photos As needed basis 

Our newspapers won’t take our photos – 
they take their own 

Don’t 

When it supports the article Hardly ever, they have photographers on 
contract 

As needed As available 

Quarterly  
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Table B.5   Other types of information submitted to newspapers by NMCES agents 
I write a bimonthly food column “New 
Mexico’s Own” for the Journal 

Paid advertisements for program 

Position announcements for nutrition 
educator position(s) 

PSA’s for the “What’s Happening” and 4-
H week 

Bi-monthly gardening column for the 
Tribune 

Story suggestions 

Letters of thanks, announcements in 
“Community Calendar” section of paper 

N/A 

Results of contests None 

The only information submitted to the 
newspaper by the office is a monthly filler 
paper about agriculture 

Special events 

No Commentary and interviews 

Results from events such as county fair Items of interest to county residents 
Program flyers and information guides Meeting notices 
 Commonly used as sources of information 

for variety of issues 

Stories I think our clientele need from the 
net 

Just program or event related 

Fair material Information on workshops etc. to be held 
for the public 

A weekly column is submitted to the 
newspapers 

 

 

Table B.6    
Other recommendation from NMCES agents for further media relations training 
Planning comprehensive media approaches  
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