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NEWS RELEASE
New Survey Finds PBS Program on American Agriculture Greatly Improves Television Viewers’ Impressions of Industry

SACRAMENTO, CA (June 1, 2009) – America’s Heartland,  a half-hour public television series that explores and celebrates American agriculture and farm families, is significantly improving attitudes about agriculture among non-farm viewers, according to a new study released today.

TRAC Media Services, the nation's leading public television ratings analysis and audience research firm, conducted the research in March and April.  The survey had two parts: 1) a random telephone survey where participants were recruited among the general population; and 2) an online split-sample test among Public Television viewers in seven different U.S. markets.

According to TRAC statistician Craig Reed, “In both tests, favorability towards agriculture improved dramatically as a result of seeing America’s Heartland.”   Participants were asked to rate agriculture on a favorability scale of 1 to 10, with 10 being the most positive attitude.
--In the random telephone survey, 48% of participants rated agriculture favorably on a scale of 8 or higher before seeing a video sample of the program.  After viewing America’s Heartland, that 8-or-higher rating jumped to 63%.
--In the online test of public television viewers, the favorability rating of 8 or higher rose from 42% to 69% among those who watched the America’s Heartland program sample.

--Improvements in attitudes crossed all demographic categories, including age, gender, education, race/ethnicity, and income.

Reed noted even “product quality skeptics” – those who initially rated agriculture lower – improved their attitudes 15 to 20% or more after watching the program. Those improvements included responses to questions like 
· does American agriculture create healthy, high quality products?

· are American ag products a “good buy”?

· do American farmers grow crops properly?

· do American producers raise livestock properly?

Reed also pointed out that four of the seven PBS viewer samples were gathered in markets not currently carrying the program.   More than 77% of online respondents and 86% of phone respondents agreed the series should be on public television.  More than 42% of phone respondents and 53% of online respondents also gave series sponsor Monsanto a favorability rating of 7 or higher. 
America’s Heartland is entering its fifth season on public television, and is currently available on more than 345 PBS stations covering 58% of the U.S.  The 22-episode series airs in 16 of the top 25 U.S. markets, including New York, Los Angeles, Boston, Philadelphia, and Washington, D.C.  It is also seen on RFD-TV, a growing cable and satellite channel celebrating the rural lifestyle.  All told, America’s Heartland is seen by more than one million viewers weekly and 44 million viewers each season. 

The Monsanto Company and the American Farm Bureau Federation have provided exclusive production funding of America’s Heartland since its premiere season in 2005.  

For more information on America’s Heartland, detailed survey results, station carriage and other information, please visit www.americasheartland.org/pressroom
Or contact:  Jim Finnerty, Series Producer

(916) 641-3516
jfinnerty@kvie.org
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