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CHAPTER I 

INTRODUCTION 

The readership survey involves a systematic study of 

a publication, its readers, and/or the relationship between 

the two. With the development and adoption of precise 

methods for studying human behavior and the use and refin

ing of statistical tools to analyze the data, survey 

research has changed and evolved over the years into a 

highly refined science (26). 

Research studies designed to determine reader charac

teristics, attitudes, and opinions vary greatly. They may 

be highly organized, elaborately financed studies of 

national publications and their subscribers (13). Many 

large organizations have regularly employed researchers who 

supply a constant flow of data to be used as a basis for 

editorial decision-making (2). 

Wyckoff (34) suggested that requests for back issues 

of a publication help the editor learn about the readership 

and what can be done to improve the publication. Obtaining 

informal feedback from readers of small publications might 

involve personal discussions with readers or simply an 

analysis of unsolicited responses through letters to the 

editor (2). 



The latter method of research, while forming a valu

able link in communication between the editor and the 

readers, often represents a biased response from either 

highly satisfied or genuinely discontented readers who are 

less than representative of the entire audience (27). 

While either of the first two methods may be unfeasible due 

to expense, an organized system of personal editor-reader 

contacts or a readership survey by mail can be a practical 

resource for the editor of a publication with limited 

circulation (2). 

Journalism research has centered not only around a 

technical analysis of the content of a publication and the 

readers' responses to particular editorial material, but 

also around the needs and desires of the general public, 

and, more particularly, the readers or subscribers of a 

specific publication. The publication and its readers can

not be studied as separate entities. For as the publication 

depends upon readers for its success, the readers, in turn, 

are affected by the publications they read (26). 

Readership surveys can be an important means of let

ting an editor "get to know" the readers of the publication 

(13). While the survey can be used to define the profile 

of the "average" reader, demographic data are not suffi

cient to analyze the relationship between the publication 

and the reader (32) . To measure and understand the 
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performance of any medium, one must ask what the medium 

means to the people, how they use it, and what they expect 

of it (25). 

The editor's survey can be useful, too, in measuring 

the effectiveness of certain printed material, the popular

ity of regular items in a publication, as well as the re

action of readers to certain policies, programs, or 

viewpoints of a profession or professional leaders (12). 

How well a publication is read and which subjects and forms 

of presentation appeal most to the readers are other areas 

that can be assessed by readership surveys (24). 

Results of studies have shown that readers tend to 

have more confidence in a publication if there is some com

munication between the editor and the readers or if the 

readers are more aware of the editor's problems and respon

sibilities (6). Reader identification with a publication 

and reader participation in it depends on communication 

between editor and reader (12). 

Editors of publications, with a large or small circu

lation, which have a fairly stable subscription rate and 

few, if any, critical letters from readers, may take the 

readers for granted (12). This practice constitutes a 

serious lack of editorial responsiveness and responsibility 

However, taking readers for granted need not be a problem 



if organized research is a vital part of the editorial 

program. 

Need for the Study 

The College of Home Economics at Texas Tech University 

publishes Tips and Topics in Home Economics, an educational 

publication for home economists. Since the success of a 

publication can be measured in part by the number of its 

subscribers, a former editor of Tips and Topics, members of 

the Advisory Committee, and the present editor have ex

pressed the opinion that the circulation might be increased 

if editors knew to whom and for whom they were writing. 

Knowing the readers' concerns and needs would eliminate 

some of the guesswork involved in the planning and writing 

of each edition (30). 

A readership survey could serve two main purposes. 

The first area of concern would be to evaluate the useful

ness of past issues to the readers. Furthermore, the survey 

would also serve as an aid in planning future issues to 

better correlate the publication's content to the interests 

and needs of the subscribers. 

Brinton, Bush, and Newell (6), authors of a standard

ized survey for newspaper readerships, asserted that only 

after extensive surveys have been conducted by the editors 

of a publication can that particular medium make a 



contribution toward fulfilling the purposes under which it 

operates. Nafziger has written that an editor should recog

nize the "advisability of studying fields (readers) as 

carefully as does a good merchant" (23:141). 

In the sixteen-year history of Tips and Topics, there 

has been no detailed readership survey to determine the 

characteristics of the readers or to provide valuable in

sight into subscribers' preferences and needs regarding 

editorial material. Despite fluctuating circulation num

bers, no study has been conducted to determine if the publi

cation is meeting the needs of the readers. 

Statement of the Problem 

The problem of this study was to analyze the character

istics, attitudes, and opinions of the readers of Tips and 

Topics, a quarterly educational publication of the College 

of Home Economics at Texas Tech University, through a survey 

of its subscribers. This survey was handled by mail and 

necessitated the development of a questionnaire to obtain 

the necessary demographic data and to measure selected 

attitudes of the subscribers. 

Purposes of the Study 

The major purpose of this study was to obtain inforr̂ a-

tion about the subscribers to Tips and Topics such as age, 

sex, occupation, and educational background. Other purposes 



were to examine the subscribers' likes and dislikes concern

ing the publication, to determine how the subscribers use 

the material in each issue, and to discover what types of 

information the readers would find most useful or helpful 

in future issues. 

Objectives of the Study 

In order to give direction to this study, the follow

ing objectives were set forth: 

1. To construct a profile of the "average" subscriber 

by obtaining selected demographic data 

2. To determine what percentage of the readers are 

currently classroom teachers of home economics and 

to determine the percentages of those teaching at 

secondary and postsecondary levels 

3. To determine the prevalent types of teaching methods 

used in the classroom by teacher-subscribers 

4. To assess in what ways the subscribers believe 

that past issues of Tips and Topics have or have 

not met readers' needs 

5. To determine the types of articles most readers 

prefer 

6. To determine if the readers prefer single-topic or 

multi-topic issues 

7. To discover what topics and what types of articles 

would be most useful to readers in future issues 



8. To explore ways subscribers use Tips and Topics 

and/or the material included in each issue 

9. To determine to what degree readers may believe 

that the publication represents regional bias. 

Limitations of the Study 

The population was limited to individual subscribers 

of Tips and Topics whose names appeared on 1974-75 and 1975-

76 subscription lists. It is recognized that the list may 

have included names of persons who had moved or were 

deceased, thereby increasing the percentage of nonrespon-

dents. In addition, the list of subscribers may not have 

been entirely representative of the total number who actu

ally read and use each issue of the publication. While 

there was no attempt to survey nonsubscribers who might have 

access to copies of the publication, efforts were made to 

discover the number of these readers. 

Since a questionnaire was mailed to the subscriber, 

there was no way of explaining the intent of any question 

other than through the accompanying letter. Information 

obtained was limited to what was asked on the questionnaire, 

and data obtained were applicable only to this particular 

publication and its subscribers. 

The study was also limited by the number of responses 

received, although a survey of nonrespondents was attempted 



through follow-up mailings. The purpose of additional 

mailings was to obtain a higher rate of response and to de

termine significant differences between those who responded 

and those who did not. 

Definition of Terms 

The following words or phrases used in this study are 

defined in order to increase understanding and reduce dis

tortion in this thesis: 

Readership survey - research or examination of a group 

of individuals who read or subscribe to a particular publi

cation, usually by means of a questionnaire. 

Demographic data - basic vital statistics such as age, 

sex, occupation, and educational level used as a means of 

describing a group or characterizing the behavior of a 

group. 

Mail survey - a survey or poll in which questionnaires 

are distributed and returned by mail. 

Follow-up mailing - a second or third mailing to the 

addresses contacted in a mail survey, usually to non-

respondents of earlier mailings. Many times a second copy 

of the questionnaire and/or a stamped postcard is sent to 

attempt to discover reasons for the lack of response (11). 

Rate of return (or rate of response) - percentage 

obtained by dividing the number of completed questionnaires 

returned by the number mailed. 



Tips and Topics in Home Economics - an eight-page edu

cational bulletin published quarterly by the College of 

Home Economics at Texas Tech University. 

Educational publication - a printed medium designed to 

supply information and materials to readers in order to 

increase their skills and competencies as educators. 



CHAPTER II 

REVIEW OF LITERATURE 

The review of literature is divided into four secrions 

The first section contains information about educational 

publications related to home economics. The second section 

contains a brief history of Tips and Topics. This part 

explains the purposes established at the inception of Tips 

and Topics and offers a short summary of the changes that 

have occurred and the variety of topics covered to date. 

The third section is a summary of related studies and writ

ing in the field of journalism research, and, more specif

ically, in the field of readership surveys. The fourth 

section reviews selected studies concerning mail surveys 

as well as pertinent writing on methodology and procedure. 

Home Economics Educational Publications 

Educational publications are intended to stimulate, 

provoke, and inform readers so they may become more compe

tent professional educators. Articles in the publications 

are designed to affect attitudes, skills, and knowledge of 

readers. Educational journals are considered a means of 

fostering educational change (8) . 

In a study conducted by Comfort, Bowen, and Gansneder 

(8), articles from five leading educational publications 

10 
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were examined. Findings of the study indicated that the 

majority of articles were written by university personnel 

with only 6 percent of the articles penned by classroom 

teachers. Over one-half of the articles were on "ideas" 

with another one-third on administrative problems. Less 

than one-fifth of the articles were concerned with improv

ing instruction, curriculum, or human relationships. The 

investigators questioned the impact of educational journals 

on educational change if articles on educational practices 

were not more numerous. 

Publications written primarily for home economics edu

cators cover a wide range of subjects from "idea" magazines 

to publications that include research articles, informa

tional articles, and curriculum outlines. The following 

paragraphs mention some of the better-known publications 

for home economists.. 

The Journal of Home Economics has been the official 

organ of the American Home Economics Association (AHEA) 

since 1905. It is currently published bimonthly, with AHEA 

Action, a newletter, published in alternate months. The 

Journal is available only to members of AHEA and libraries 

or institutions. The publication includes research articles 

concentrating on application rather than methodology, reader-

contributed articles and ideas,all sides of controversial 

issues, and interviews, speeches, and panel discussions of 
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interest to home economists (28). A separate volume pub

lished by AHEA is the Journal of Research in Home Economics. 

A university-associated publication for home economists, 

Illinois Teacher is published by the University of Illinois 

five times each academic year. Faculty and students in the 

Division of Home Economics Education comprise the editorial 

staff. Features of the publication are informational 

articles, teaching ideas and techniques, curriculum outlines, 

and lists of available resources. Materials appropriate for 

copying and immediate use in the classroom are often included 

Forecast for Home Economics is published by Scholastic 

Magazines, Inc.,in conjunction with a student magazine 

entitled Co-Ed. It is published from September to May-June. 

The editorial staff and an advisory board of the publication 

include home economics educators. Articles written by home 

economists are included along with their teaching suggestions 

for using the student magazine in the classroom. Numerous 

free or low cost teaching resources are advertised in the 

magazine and made readily available by a coupon mail service 

in the back of each issue. 

What's New in Home Economics, currently published four

teen times annually, is also of interest to home economics 

educators. Formerly printed in magazine form, it is now 

an eight-page bulletin that incorporates a complete lesson 

plan in each issue. Other short articles on various topics 

and resource lists are included. 
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The Educational Relations Department of J. C. Penney 

Co., Inc., publishes and distributes a magazine for educators, 

free-of-charge through its stores. Forum is published semi

annually and each issue covers one topic in-depth. Often 

the issue is designed around interviews, discussions, or 

seminars conducted on topics of special interest in the 

education of consumers. Learning experiences, suggested 

readings, and educational resources available through J. C. 

Penney stores are included in the issues. 

Tips and Topics in Home Economics is an eight-page 

bulletin of interest to home economists. This particular 

educational publication is the subject of this study. 

History of TIPS AND TOPICS 

In 1960, the School of Home Economics at Texas Techno

logical College (now the College of Home Economics at Texas 

Tech University) began publication of a biannual educational 

bulletin. Financed for three years by grants-in-aid from 

the Sears-Roebuck Foundation, the publication, entitled 

Tips and Topics in Home Economics, was distributed free-of-

charge to home economics educators in Texas (33). 

Preliminary planning for the publication was a cooper

ative venture of the Department of Home Economics Education 

of the School of Home Economics at Texas Technological Col

lege and State and Area Supervisory staffs of the Texas 



14 

Education Agency. Initial leadership in planning was pro

vided by members of Home and Family Life Area Advisory 

Committees. 

The purposes under which this educational medium 

began were stated in each of the early issues. These pur

poses were: 

to strengthen the preservice and inservice educa
tion of teachers in home economics programs for 
better home and family living. 

to help home economics teachers keep up-to-date on 
new materials and teaching methods and on research in 
home economics as well as in other disciplines which 
contribute to the effectiveness of teaching. 

to extend the services of the College of Home Eco
nomics at Texas Tech University beyond the university 
campus as a contribution to continuing education of 
professional home economists. (33:ii) 

Billie F. Williamson, a member of the faculty in the 

Department of Home Economics Education, became the first 

editor of Tips and Topics and remained in that position 

until her retirement in 1973. She had primary responsibil

ity for the publication of forty-six issues in her thirteen 

years as editor. It was estimated that more than one-third 

million copies were distributed during that period (33). 

After three years of funding by Sears-Roebuck Founda

tion, Tips and Topics underwent a major change. In the fall 

of 1963, the publication began subscription sales and 

changed to a quarterly printing schedule. 
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As early as the spring of 1961, when the second issue 

was printed, it was evident that Tips and Topics would be 

distributed beyond the boundaries of Texas. Letters 

expressing interest in the publication were received from 

people in twenty-five states following the first edition. 

In the academic year following the change to subscription 

sales, the non-profit quarterly had subscribers from forty-

eight states, one territory, and one foreign country (33). 

Tips and Topics entered its seventh year of publication 

in 1966 with approximately 4,164 subscribers in all fifty 

states, Puerto Rico, the Virgin Islands, and Canada and 

three other foreign countries. Now in its sixteenth year 

of publication. Tips and Topics has maintained circulation 

numbers near that 1966 mark and added five hundred new 

subscribers in 1975 (31). 

Beginning with the 1973-74 volume, Connie Sasse became 

the second editor of Tips and Topics. Having previously 

worked on the staff of Illinois Teacher, she authored and 

edited the 1973-74 and 1974-75 volumes. Julie Mapes Wilgen 

became editor in September 1975, after having previously 

taught in home economics programs at both secondary and 

university levels. 

Most issues of Tips and Topics have dealt with a single 

topic covering some area of interest to home economics 

teachers. Each of the subject matter teaching areas in home 
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economics has been featured as well as methods of teaching, 

teaching problems, and related interest areas. Home appli

ances were explored in depth in two consecutive issues in 

1968-69, while three issues the following year dealt with 

the teaching of consumer education. Other issues have spot

lighted teaching methods in multi-culture classrooms, a 

new concept of home experiences developed and pioneered in 

home economics departments in the Dallas Independent School 

District, teaching with games and simulations, and the 

systems approach in family management. 

Readership Surveys 

Reviewing studies related to readership surveys has 

shown that surveys can be a flexible tool for the editor 

and the staff. The range of material which can be obtained 

through this type of research is wide and varied and offers 

possible subjects of study for any type of publication. 

Studies have also shown that a researcher can deter

mine how a particular publication appeals to its readers or 

how a publication might shape the opinions of readers. Edi

torial researchers might shape the survey to determine 

which articles are read, how thoroughly certain articles 

are read, how readers choose the articles they read, and how 

one publication might compare in the readers' viev/s to an

other publication (2, 11, 12, 22, 30). 
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While opinion surveys have been a familiar part of 

the political arena for many years, organized readership 

surveys for publications have been prominent in the field 

of research for only thirty-five to forty years (30). 

Gallup (15) was a forerunner in developing scientific 

methods of conducting reader-interest research as early as 

1930. In the readership survey of Wallace's Farmer maga

zine (30), conducted in 1938, researchers attempted to 

determine which articles were read by the readers and the 

amount of time spent reading each article. 

Most of the research that has been done in the area 

of readership surveys has pertained to daily or weekly news

papers. These studies have dealt primarily with attitudes, 

readability, and the editor's role in changing the view

points of the readers (6). 

While the readership survey has attained acceptance, 

this type of research still meets with varying degrees of 

skepticism. Many editors question the value of readership 

surveys. They feel that in the lapse of time between the 

opinion poll, its tabulation, and the publication date of 

the issue that could take advantage of the information 

(often an interval of six months or more), readers' opin

ions and attitudes could change, proving the study of 

little practicable value (30). 
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Dichter (30), president of the Institute for Research 

in Mass Motivations, has assumed a medial position. While 

expressing strong support of the value of readership sur

veys to a publication, he resisted the tendency to accept 

such research as the ultimate voice of an audience. Rather, 

he has pointed out that an audience may rate a particular 

article as "highly enjoyable" this month, but be bored by 

a similar article the next month (30:476). 

In a study reported by Haskins (16), he acknowledged 

that an analysis of the readership provides information 

that could help ensure maximum range of interest with every 

issue. However, he expressed a concern that many editors 

might feel compelled to use these data to produce issues so 

alike in their content to be of little continuing value and 

interest to the entire reading audience. 

In a study by Brinton, Bush, and Newell (6), the 

Stanford Test was used to measure the attitudes of readers 

toward several community newspapers. The researchers de

termined that: 1) the average reader will organize atti

tudes toward a publication in only a few significant 

measures, 2) the reader will have a general opinion of 

whether the publication is good or bad, 3) the reader will 

have an opinion on whether the publication is biased or not. 

The results of the study showed that the reader is less 

likely to have a definite opinion as to whether the 
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publication is adequate/accurate or whether it tries to 

impose certain beliefs on the readers. 

Millard (22) has reported about a survey of Presby

terian Survey Magazine readers in which the researchers 

attempted to: 1) determine characteristics of the heavy, 

light, and non-readers; 2) discover the major function the 

magazine served in the minds of its readers; and 3) ascer

tain what kinds of articles had greatest appeal. In this 

particular study it was found that church attenders were 

heavy readers of the publication, that women read more than 

men, and that readership decreased as education increased 

in each age group. Other significant findings were that 

the greater the income, the less the readership (but the 

lowest income group was exposed to far fewer magazines); 

that rural readership was larger than urban readership; and 

that Presbyterian Survey Magazine was read more frequently 

if it were the only magazine, or only one of few, of that 

particular type to which the readers subscribed. (These 

findings may have some application to the proposed study of 

the subscribers to Tips and Topics.) 

In a major section of the Presbyterian Survey Magazine 

study, the ability of different types of articles to win 

readers was tested. Two areas measured were initial appeal, 

tested by those who reported reading any part of the article, 

and holding power, computed by the percentage who finished 
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the article. In this area of the study, both heavy and 

light readers found the same article to have high appeal. 

Analysis of the high appeal articles showed that they dealt 

with important events in the life of almost any adult. 

Frequent readers of the publication rated it as a source of 

spiritual insight. Less frequent readers were less sensi

tive to this aspect of appeal. 

Riley and Riley (29), in a study among teen-age media 

consumers, reported that teen-agers tend to choose media 

materials which will in some way be immediately useful to 

them in everyday living. Zimmerman and Bauer (35) found 

that an audience tends to remember the parts of a communi

cation which they feel might be useful to them later, 

something they might use in groups in which they will be 

speaking. This factor also determines what they choose to 

read in a publication and affects the attitude they assume 

while reading. 

In a survey of readers of an outdoor sports publica

tion, Cameron (7) hypothesized that over 50 percent of the 

subscribers of Outdoor Times would also subscribe to other 

outdoor publications. Data revealed by the survey indi

cated that 61.5 percent of the subscribers to Outdoor Times 

also subscribed to at least one additional outdoor sports 

publication. Almost one-half of the subscribers (46.9%) 

also subscribed to at least two others. Cameron also found 
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that those subscribing to only one outdoor publication view 

it slightly more favorably than those subscribing to sev

eral outdoor publications. 

Perhaps the most widely-known readership surveys in 

recent years have been the Sports Illustrated subscriber 

surveys, conducted by Erdos and Morgan Research Service 

(13). In 1962, the survey was designed to obtain informa

tion about the subscriber's household. The researchers 

conducting the survey sought to obtain as demographic data 

the age, sex, and income for each member of the respon

dent's household, possessions owned by each member, and 

the social and sport activities of each member. These 

extensive surveys are important in preparing editorial mate

rial for the magazine as well as in pursuing and winning 

large and specialty advertisers to the magazine. 

In a previously cited study by Haskins (16) , he 

attempted to determine the number of general items that a 

publication should employ in order to attain the widest 

audience. The data revealed that there is a point of 

diminishing return in terms of readership; that is, adding 

more general interest articles will not add more readers. 

After editors satisfy the needs of the audience, the 

remaining space in a publication can be used, at the 

editors' discretions,to experiment with new ideas and tech

niques, share unpopular viewpoints, attract additional 



22 

subscribers, serve minority reading interest, or indulge 

their own creative urges, Haskins concluded. 

Ferguson (12) , has acknowledged that while a profes

sional journal will be more intellectual in content than 

general interest magazines, the journal editor must still 

consider the interests and problems of readers. Warning 

against publishing "excellent articles," research studies, 

or abstracts in which no one is interested, Ferguson 

advised an editor to ask, on the other hand, not only, 

"What are our readers thinking about?", but also, "What 

should our readers be thinking about?" (12:41). 

Research related to readership is designed to guide 

editors and publishers in the construction of periodicals 

which yield greater satisfaction to the prospective reader. 

Ludeke (19) has seen this essentially as product research 

with the publication as the product and the readers and 

subscribers as the market. Nafziger, MacLean, and Engstrom 

(24), suggested using a panel study for more useful results 

in surveys. This consists of a series of surveys of the 

same sample, covering selected issues of the magazine or 

newspaper. 

Fundamentally, the purpose of readership research is 

to discover facts and generalize this information so that 

it becomes a working tool for editors, enabling them to 

make sound editorial decisions (30). It can help them 
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revise prior conclusions concerning the relationship be

tween their publication and its readers and help them 

apply new findings in a practical manner. Editorial pro

cedure can be determined by analysis and study rather than 

by guesswork (10). Nafziger and Wilkerson affirmed, 

"Research helps us to look to an intelligent use of the 

privileges extended to the media as important contributors 

to human understanding" (28:8). 

Mail Surveys 

Surveys have a lengthy historical background beginning 

in ancient time with the census of the Israelites. One of 

the earliest mail surveys was conducted among British 

clergymen in 1839. The first extensive mail survey by the 

United States Census Bureau was conducted in 1960. In 

addition to collecting census data, mail surveys are also 

used in social science research, political opinion gather

ing, product testing and marketing, and consumer surveys (11) 

The use of the mail survey offers many advantages over 

other survey methods, primarily personal and telephone in

terviews, since it can cover wider geographical areas at 

less cost (3). Erdos (11) cited the wider distribution as 

a major reason for choosing mail survey as the method of 

obtaining data in many types of research. By using mail 

to obtain data it is not necessary to cluster the sample 
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in a limited area and, thus, a more representative sample 

is achieved (13). When the survey sample is large, mail 

surveys often save time since the centralized control 

from one office can facilitate record-keeping and follow-up, 

Mail survey responses are more likely to be truthful, 

especially on controversial or personal subjects (3, 11). 

Since the mail survey can be completely anonymous, replies 

tend to be more thoughtful, with respondents answering at 

leisure (21). In a study conducted among Naval officers, 

though. Fuller (14) concluded that identification by sig

nature or coding, rather than strict anonymity, increases 

the respondent's perception of the importance of the re

search and yields a higher response rate. 

Meyer (21) asserted that since questions asked in a 

mail survey are identical for every respondent, there is 

no interviewer bias to distort the results, as may be evi

dent in personal or telephone surveys. However, often 

the reader cannot understand the printed questions and, 

consequently, responses may be incomplete or inaccurate 

(3). Respondents may interpret each question differently 

based on cultural, regional, age, and/or sex differences. 

In the case of a personal interview, the respondent can 

ask the interviewer to clarify the question, even though 

the interviewer's explanation may tend to bias the response 

Questions in a printed survey must be explicit and unambig

uous, not open to various interpretations (5). 
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The difficulty of obtaining prompt and complete 

returns from respondents is a major limitation of mail sur

veys (4, 11, 21, 27). The percentage of response essen

tial to the reliability of a study can be determined only 

on empirical grounds. Considerations are related to the 

population and sample, the questionnaire design, data 

usage, and whether the researcher is attempting to deter

mine trends and patterns or make detailed analyses (11). 

Oppenheimer (27) stated that 40 to 60 percent returns 

are typical in studies of respondents who have little in

terest in the subject. Even when respondent interest is 

high, 80 percent return is seldom exceeded. Berdie and 

Anderson (5) maintained that between 20 and 65 percent of 

those sent questionnaires respond without following re

minders. Higher response rates may be obtained through 

follow-up techniques such as postcard reminders, duplicate 

questionnaire mailing, and telephone calls. 

Erdos set a minimum standard for response: 

No mail survey can be considered reliable unless 
it has a minimum of fifty percent response or unless 
it demonstrates with some form of verification that 
the nonrespondents are similar to the respondents. 
(11:144) 

When the sample is homogeneous, a lower response rate can 

be tolerated and still ensure accuracy (3). 

If each component group in the population is not 

represented in the total returns or if the returns are 
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disproportionately biased in favor of those with strong 

feelings, the results will be biased. The possibility that 

those who return the questionnaire are totally unlike those 

who do not respond may render the results inaccurate and 

useless (3, 21). Alderson stated that: 

The mailed ballot gives undue emphasis to the ele
ment of self-selection arising from intensity of 
feeling or other factors which might cause one re
spondent to return his ballot while another failed 
to do so. (1:291) 

Oppenheimer (27) noted that nonresponse is not a ran

dom process, i.e., there are usually specific reasons for 

the nonresponse which vary with each survey. Benson (3) 

described a study in which three major reasons for non-

response were found: 1) infirmities of advancing age, 2) 

disturbances in the life cycle of the individual (death, 

divorce, illness, moving), and 3) hostility toward the 

research. 

Ludeke (19) suggested a danger that the majority of 

returns would be from the ardent reader/user or the better 

educated. Dillman and Frey (9) reported a study in which 

higher education was positively associated with response. 

A comparative measure of nonrespondent differences can 

be based on sex, state of residency, number of years sub

scribed, and size of place of residency (27) . Often a 

postcard is sent to nonrespondents to attempt to determine 

characteristic differences between respondents and 
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nonrespondents. Since a mail survey may be considered an 

imposition by sample members, higher response rates may 

be obtained by anticipating resistance and designing pro

cedures to overcome nonresponse (3) . 

Dillman and Frey (9) conducted a study to determine 

the effect of personalized letters on response rates. One 

group in the sample received highly personalized communica

tion accompanying the survey questionnaire, while the sec

ond group received form letters using a printed signature 

and an impersonal salutation. The personalized letters 

were printed on letterhead stationery, the name and address 

of the respondent and a personal salutation were typed in, 

and the signature was hand-signed in a contrasting color. 

The response rate of the group receiving the highly 

personalized letters was significantly higher (at .01 level) 

than the response rate of the form letter group. Dillman 

and Frey concluded that omitting personalization in mail 

surveys would seriously affect response rates, although 

personalization had no effect on speed of return. 

Matteson (.20) conducted a similar study to determine 

effect of color on response rates. Using both highly person

alized and form letters on white and colored paper, Matteson 

concluded that when a form letter was used, colored paper 

produced a higher rate of return (p>.05). With the highly 

personalized letter, paper color was not significant 
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to the rate of return; however, return of personalized 

questionnaires was 44 percent higher than return of form 

questionnaires (p>.001). 

Landy and Bates (17) conducted a study varying three 

stimulus properties in an attempt to modify mail return 

rates. Using the variables 1) type of postage, 2) degree 

of personalization, and 3) nonmonetary inducement in vari

ous combinations, the researchers found there were no sig

nificant differences in any of the combinations. In a 

replication study, the exact findings resulted. Landy and 

Bates suggested sending questionnaires by metered first-

class mail, with dittoed covering letter and no inducement. 

"It's cheaper, faster, and works just as well" (17:148). 

If the questionnaire is too lengthy, respondents may 

decide not to complete it or complete only a portion of it 

(11). Adequate information is difficult to obtain, how

ever, if the questionnaire is very brief (3). 

In a study to determine the effect of questionnaire 

length on return rate, Berdie (4) used one-, two-, and 

four-page questionnaires. He revealed no significant dif

ferences at the .05 level. Levine and Gordon (18) received 

a 90 percent return when a preparatory letter was sent 

prior to mailing a lengthy questionnaire. They suggested 

that a lengthy questionnaire should appear as short as 

possible to the sample member. Using double columns, both 
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sides of the paper, and fewer questions on the first and 

last pages of a multi-page questionnaire were techniques 

suggested as helping the instrument to appear shorter (11, 

18) . 

Further suggestions for increasing response rate were: 

1) use a highly motivating cover letter stressing impor

tance of the study and of the respondent's contribution, 

2) use check-list rather than open-ended questions, 3) use 

first-class mail, 4) include addressed, stamped return 

envelopes, 5) set a deadline for the return, and 6) offer 

an inducement, either monetary or nonmonetary (3, 5, 11, 

21). Careful planning in all phases of a mail survey can 

ensure a higher rate of response and, therefore, reduce 

nonresponse bias to the lowest possible level. 

Summary 

Previous research and writings regarding journalism 

research and mail surveys and a brief history of Tips and 

Topics have been reviewed. The findings from the review 

of literature and research provided the foundation on 

which the methods and procedures are reported in the fol

lowing chapter. 



CHAPTER III 

PROCEDURES FOR THE STUDY 

The purposes of the study were to obtain information 

about the subscribers to Tips and Topics and to examine 

their attitudes and concerns about the publication. In 

order to carry out the study as described in Chapter I, 

development of an instrument, selection of the sample, 

administration of the instrument, and collection and treat

ment of the data were necessary. The methods and proce

dures used in accomplishing these tasks are reported in 

this chapter. 

Development of the Instrument 

The specific research instrument chosen for the study 

was a questionnaire designed to obtain data regarding cer

tain demographic characteristics of the subscribers to 

Tips and Topics, to measure attitudes toward the publica

tion, and to determine needs and concerns of the readers. 

Most of the questions were constructed as check-list type 

for the convenience of the respondents and for ease in 

tabulating the responses. A few open-ended questions were 

included to allow additional respondent input in selected 

areas of concern. 

30 
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Items selected for the questionnaire were divided into 

three categories. The first items obtained data concerning 

the length of time the respondent had subscribed to the 

publication, approximate time spent reading each issue, 

amount of each issue read, use made of issues, and the 

number of persons, other than the subscriber, who read each 

issue. The sample was also asked to respond to items de

signed to ascertain attitudes toward the publication in 

selected areas. In addition, respondents were questioned 

concerning their preference for single-topic or multi-

topic issues and were asked to rank the types of features 

preferred. Respondents were also asked to suggest topics 

for future issues and needed improvements in the 

publication. 

In the second section of the questionnaire,information 

was requested about the subscriber's occupation, profes

sional affiliations, and subscriptions to other profes

sional publications. Respondents teaching home economics 

were asked to check the total number of years they had 

taught. If the respondent taught home economics at the 

middle, junior, or senior high school level, additional 

information was requested, such as program area, courses 

taught, usual size of non-occupational classes, and use of 

various teaching methods. A final section of the instru

ment requested statistical data including age, ethnic 
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background, level of education completed, and coiri?.unity 

size. 

Following the development of an initial questionnaire, 

a panel of five members of the Tips and Topics Advisory 

Committee was asked to review the instrument. Appendix A 

contains a list of the judges and the letter sent to them. 

Each panel member was asked to criticize the questionnaire 

in terms of validity, content, question construction, ease 

of reading and answering the questions, and clarity of 

instructions. Following the recommendations of panel mem

bers, appropriate changes in wording were made in several 

questionnaire items. Two items were deleted as having 

little relevance to the purposes of the study. The panel 

indicated that most questions were easily understood and 

that the overall format was adequate. A total of thirty 

items was included in the revised questionnaire. These 

items were structured to allow clear and efficient decod

ing and measurement. 

The questionnaire was typeset in nine-point Bidoni 

and printed by the off-set method on four sides of a single-

fold eleven- by fourteen-inch sheet of paper. A profes

sional appearance was desired in order that respondents 

might be favorably attracted to the questionnaire and, 

therefore, eagerly respond. Yellow paper was used to cre

ate a pleasant appearance and achieve positive response. 
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Fewer questionnaire items were placed on the first and 

final pages of the instrument with additional spacing 

around the instructions and beginning and closing para

graphs. Double columns were also used to ensure greater 

visual clarity and to make the questionnaire appear less 

lengthy. Appendix B contains the printed questionnaire 

and the cover letter which were sent to each member of the 

sample. The letter accompanying each questionnaire ex

plained the importance of the study, emphasized the impor

tance of each person's response, explained the coding 

system and its purpose, and assured confidentiality of 

each response. 

Selection of the Sample 

Individual subscribers to Tips and Topics were 

selected as the population for this study. Library, school, 

community agency, and business subscriptions were elimi

nated. Home economics department subscriptions were elimi

nated, as well, unless an individual's name appeared on the 

address label. For the purposes of the study, it was con

sidered necessary to send the questionnaire instrument 

only to individuals who, in all likelihood, read the publi

cation and would feel some obligation and willingness to 

respond. 

A population of 3,058 was selected from the total list 

of 5,615 Tips and Topics subscribers. Subscriber lists of 
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both 1974-75 and 1975-76 were used even though some sub

scribers of the former year had not renewed. Checks were 

made to ensure there was no duplication of names. Each 

eligible member of the population was then assigned a 

number. 

Using a table of fourteen thousand random numbers, 

prospective recipients of the questionnaire were derived 

by systematic selection. A total of five hundred names 

was chosen for the population sample, representing slightly 

more than 12 percent of the total subscriber list. Of the 

total sample, 471 members (94.2%) lived in the United 

States. Canadian subscribers in the sample totaled 17 

(3.4%); Puerto Rican, 8 (1.6%); and other foreign countries 

4 (0.8%). Student subscribers in the United States com

prised 20.4 percent of the total sample (N=102). 

Sample members received a code number based on their 

zip code number. If several sample members lived in the 

same zip code area, these codes were given additional num

bers to further identify them, such as 79401-1 (-2, -3). 

Using such a coding system enabled the researcher to deter

mine when sample members had returned questionnaires and 

facilitated follow-up procedures. Only those sample mem

bers not returning the instrument received a second letter 

and duplicate questionnaire. 
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Administration of the Instrument 

In order to collect the data, a coded survey question

naire, cover letter, and an addressed, postage-paid return 

envelope were mailed to each sample member during the first 

week in November 1975. A mail strike in Canada forced 

delay in mailing to sample members in that country until 

January 1976. 

A second letter and duplicate questionnaire were sent 

to 225 of those sample members who had not, according to 

the coded records, returned a questionnaire by January 15, 

1976. Because of the expense involved in sending foreign-

reply postage coupons and the short time-lapse since the 

first letter was mailed to Canada, postcard reminders were 

sent to Canadian subscribers at the end of January 1976. 

Appendix C contains a copy of the second letter sent to 

nonrespondents. 

Collection and Treatment of the Data 

Of the five hundred sample members who were sent the 

instrument and cover letter, 376 respondents returned 

usable questionnaires. Following the first mailing of the 

questionnaire, 275 responses (55%) were received from the 

total sample (N=500). In an additional mailing to 225 

sample members who had not returned questionnaires, re

sponses were received from 101 (20.2%) for a total response 

rate of 7 5.2 percent. 
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There were 124 nonrespondents, representing 24.8 per

cent of the sample. Nine questionnaires (7.3%) were 

returned unanswered either because sample members no longer 

subscribed, subscribed but never read the publication, or 

had not subscribed for a long enough time to adequately 

respond. A few had only recently subscribed and had not 

yet received a copy of Tips and Topics. Nine question

naires (7.3%) were returned as undeliverable. 

Each sample member was asked to respond to thirty 

items on the questionnaire. Responses were coded onto 

coding forms for transfer to computer cards. A total of 

seventy-three variables, including the demographic data, 

were coded for measurement and analysis. 

The data were analyzed by using the Statistical Pack

age for the Social Sciences (SPSS, Version V600). The 

analysis of the data, including computation of frequencies 

and percentages as well as cross-tabulations, was com.pleted 

at the Computer Center, Texas Tech University. 

Open-ended questionnaire items that attempted to 

obtain additional information about the respondents' needs, 

attitudes, and preferences were hand-tabulated. These 

responses are included in Appendix D. 



CHAPTER IV 

ANALYSIS AND INTERPRETATION OF DATA 

The data were collected from a sample of Tips and 

Topics subscribers who responded to a questionnaire designed 

to obtain information about selected demographic variables. 

Data were also collected pertaining to respondents' atti

tudes toward Tips and Topics and preferences concerning 

topics for future issues and types of future articles. 

Data pertaining to subscribers' uses of issues and the num

ber of nonsubscribers reading each issue were also obtained. 

Discussion of the data is divided into four sections. 

Demographic variables are included in the first section. 

The second section summarizes attitudes of respondents 

toward Tips and Topics, while the third section contains 

data pertaining to the respondents' uses of each issue. 

Data concerning secondary home economics teachers who re

sponded to the survey are summarized in the final section. 

Demographic Variables 

Analysis of selected demographic data through fre

quency totals and percentages is presented in Table 1. 

Data are categorized by sex, ethnic background, age, edu

cational level, community size, region, and occupation. 

Totals in this section, and in subsequent sections, may 

not equal one hundred or base due to nonresponse. 

37 
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TABLE 1. SUMI^RY OF DEMOGRAPHIC CHARACTERISTICS OF 
RESPONDENTS 

Variable 

Sex 
Male 
Female 

Ethnic Background 

Number (N=376) Percent 

0. 
98, 

89. 
4. 
0. 
0, 
0. 
0. 

0, 
23. 
11. 
8. 

16. 
22. 
15. 
1. 

12. 
18. 
25, 
37. 
5, 
0. 

43 
55 

,3 
,9 

,6 
.5 
,3 
,8 
,3 
,5 

.3 

.1 

.4 
,8 
.5 
.6 
.2 
.1 

.8 

.4 

.0 

.2 

.6 

.5 

.6 

.1 

Caucasian 
Black 
Native-American 
Asian-American 
Mexican-American 
Puerto-Rican 

1 
372 

337 
17 
1 
3 
1 
2 

Age 
Under 2 0 
20-24 
25-29 
30-34 
35-44 
45-54 
55-64 
65+ 

Educational Level Completed 
Attended college 
Graduated college 
Postgraduate study 
Master's degree 
Doctoral degree 
Other 

Community Size 
Rural/small 
Urban/suburban 

Region 
United States 

Northeast 
South-southeast 
Midwest 
South-southwest (excluding 
Texas) 

Texas 
West 

1 
87 
43 
33 
62 
85 
57 
4 

48 
69 
94 

140 
21 
2 

164 
207 

45 
65 

127 

11 
58 
55 

11 
17 
33 

2 
15 
15 

7 
6 
5 

9 
4 
2 



39 

TABLE 1—Continued 

Variable Number (N=376) Percent 

Region (continued) 
Canada 8 2.1 
Puerto Rico 3 0.8 
Other Foreign (Australia, 
Japan, Turkey, Ireland) 4 1.0 

Occupation 
College/university educator 52 13.8 
Supervisor of home economics 
programs 24 6.4 

Secondary home economics 
teacher 201 53.5 

Extension agent 13 3.5 
Home service advisor 1 0.3 
Home economist in business 4 1.1 
Full-time student 56 14.9 
Full-time homemaker 7 1.9 
Other 16 4.3 

As summarized in Table 1, responses to the question

naire indicate that of the 376 respondents, 372 (98.9%) 

were female. By ethnic background, a majority of the re

spondents were Caucasian (N=337, 89.6%). Blacks (N=17) 

comprised the second largest ethnic category (4.5%). There 

appeared to be some confusion over the term "native-

American" with several respondents checking both "native-

American" and "Caucasian." For purposes of coding, dupli

cate responses or responses that indicated misunderstanding 

were eliminated. Consequently, there was a total non-

response of 4.0 percent (N=15) on this item. 
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Data indicate that 142 respondents (37.8%) were be

tween the ages of forty-five and sixty-four, 131 (34.8%) 

were less than thirty years of age, and 95 (25.3%) were 

between the ages of thirty and forty-four. Analysis of 

data indicated that the majority of the respondents had 

attained a college degree (N=326, 86.7%). A master's 

degree had been earned by 141 respondents (37.2%), while 

21 had received a doctorate (5.6%) . 

The majority of the respondents (N=207, 53.1%) lived 

in urban or suburban areas. Regionally, one-third of the 

respondents lived in mid-America. Respondents who lived 

in the South-Southwest (Louisiana, Arkansas, New Mexico, 

Oklahoma, Arizona) totaled 2.9 percent (N=ll). There were 

fifty-eight Texas respondents or 15.4 percent of the total. 

Respondents who taught in home economics programs at 

the secondary level were in the majority (N=201, 53.5%). 

The number of respondents associated with home economics 

education at both secondary and postsecondary levels, in

cluding program supervisors, totaled 277 (73.7%). Full

time students who responded to the survey numbered 

fifty-six (14.9%). Of the seven respondents who indicated 

that they were full-time homemakers, six noted that they 

were former home economics teachers recently retired. 

Data pertaining to professional and educational pub

lications which respondents read and to which they 
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subscribed are summarized in Table 2. Analysis of the data 

obtained from questionnaire item 21 is presented by fre

quency totals and percentages. As the data summarized in 

Table 2 indicate, over one-half of all respondents read at 

least one home economics-related professional publication 

other than Tips and Topics. While Cameron (7) found that 

over one-half of the subscribers to an outdoor publication 

also subscribed to another publication of the same type, 

less than one-half of the respondents who subscribed to 

Tips and Topics also subscribed to another home economics-

related publication. Only 15.5 percent of all respondents 

(N=58) subscribed to professional or educational publica

tions other than the four listed on the questionnaire. 

A total of 262 respondents (69.7%) indicated that they 

were members of the American Home Economics Association 

(see Table 3); however, only 96 (25.5%) indicated that they 

were subscribers to the Journal of Home Economics. Member

ship in AHEA includes a subscription to the Journal. 

Therefore, no explanation for the difference in these data 

can be determined. 

Table 3 provides a summary of cross-tabulated data 

regarding the respondents' occupations and professional 

memberships. Frequency totals and percentages summarize 

the data in each cell. 
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Data suininarized in Table 3 indicate that over one-

half of all respondents were members of the American Home 

Economics Association {N=262, 69.7%) and a state teachers' 

association (N=189, 50.3%). Analysis of the data also indi

cated that a majority of those respondents who belonged to 

AHEA were secondary home economics teachers (N=117, 44.7%), 

although only 58.2 percent of all secondary home economics 

teachers who responded belonged to the organization. All 

other occupational categories had higher percentages of 

AHEA membership. Data indicate that 73.2 percent of stu

dent respondents belonged to AHEA. Each of the thirteen 

respondents in Extension service belonged to AHEA, while 

76.9 percent of these also belonged to the National Asso

ciation of Extension Home Economists. 

A greater percentage of secondary home economics 

teachers belonged to national and state educational asso

ciations than did those in supervisory or postsecondary 

teaching positions. A greater percentage of college and 

university educators (54.2%) belonged to the National 

Council on Family Relations than did secondary home eco

nomics teachers (20.8%). 

Data pertaining to length of subscription to Tips and 

Topics are summarized in Table 4. Analysis of the data 

obtained from questionnaire item 1 is reported by fre

quencies and percentages. 
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TABLE 4. LENGTH OF RESPONDENTS' SUBSCRIPTION TO TIPS 
AND TOPICS 

Length of Subscription N % 

Less than 2 years 

2 - 5 years 

6-10 years 

More than 10 years 

169 

84 

70 

48 

4 4 . 9 

2 2 . 3 

1 8 . 6 

1 2 . 8 

As indicated by analysis of data in Table 4, over two-

thirds of the respondents had subscribed to Tips and Topics 

for five years or less. Almost one-half of the respondents 

indicated they had been a subscriber for less than two 

years. In each succeeding category, the totals of respon

dents subscribing decreased. 

Data pertaining to the manner in which respondents 

first learned about Tips and Topics are summarized in Table 

5. Frequencies and percentages are used to analyze the 

data. 

TABLE 5. MANNER IN WHICH RESPONDENTS FIRST LEARNED ABOUT 
TIPS AND TOPICS 

Where Respondent First Heard 
About Tips and Topics N % 

From a friend or colleague 67 17.8 
At a college or university 216 57.4 
At a professional meeting 55 14.6 
Through another publication 16 4.3 
Other 17 4.5 
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Data reported in Table 5 indicate that 57.4 percent 

of respondents first learned of Tips and Topics at a col

lege or university. Those learning of Tips and Topics from 

a friend or colleague represented 17.8 percent of the total 

Responses pertaining to the manner in which respon

dents obtained their first subscription to Tips and Topics 

are reported in Table 6. Data obtained from questionnaire 

item 3 are summarized by frequency totals and percentages. 

TABLE 6. MANNER IN WHICH RESPONDENTS OBTAINED FIRST 
SUBSCRIPTION TO TIPS AND TOPICS 

How Respondents Obtained 
First Subscription N % 

At a professional meeting 
By mail 
At the Tips and Topics office 
Other 

30 
298 
14 
30 

8.0 
79.3 
3.7 
8.0 

Over three-fourths of the respondents (79.3%) received 

their first subscription to Tips and Topics by mail as indi

cated by the data summarized in Table 6. Only 8.0 percent 

initially subscribed at a professional meeting. An even 

smaller percentage (3.7%) obtained subscriptions at the 

Tips and Topics office. 

Questionnaire items 12-14 were designed to obtain sub

scribers* responses pertaining to subscription renewal, 

subscription rate changes, and inclusion of advertisements 
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in Tips and Topics. Table 7 reports the data obtained from 

questionnaire items 12-14. 

TABLE 7. SUMMARY OF RESPONSES TO QUESTIONNAIRE ITEMS 
PERTAINING TO SUBSCRIPTIONS AND ADVERTISING 

Questionnaire Topics 

Responses 
Yes No 

Numoer Percent Number percent 
Respondents who sub
scribed to Tips and 
Topics for 1975-76 254 

Respondents who planned 
to subscribe (N=113) 94 

Respondents who were 
willing to subscribe 
again if rates increase 257 

Respondents who approved 
advertisements in 
Tips and Topics 181 

67.6 

83.2 

68.4 

48.1 

113 

13 

74 

184 

30.1 

11.5 

19.7 

48.9 

Data reported in Table 7 indicate that 67.6 percent of 

the respondents had subscribed to Tips and Topics for the 

1975-76 academic year. Of those respondents who had not 

yet subscribed (N=113), 83.2 percent indicated they 

planned to resubscribe. 

Data further indicate that even if subscription rates 

increased, 68.4 percent of the respondents would subscribe 

again. Respondents indicated disapproval of advertisements 

in Tips and Topics by a small margin (48.9%) as compared to 

those respondents who indicated approval of advertising. 
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Attitudes of Respondents Toward TIPS AND TOPICS 

An analysis was made of data supplied by respondents 

on several questionnaire items pertaining to attitudes 

toward Tips and Topics. The data were analyzed to deter

mine whether statements were positively or negatively 

regarded by respondents. Further analysis compared atti

tudes with length of subscription to Tips and Topics. 

Responses to nine attitudinal statements were assigned 

number values. "Strongly agree" and "agree" responses were 

assigned scores of "5" and "4," respectively. An assigned 

"3" indicated "undecided" or no opinion. Response scores 

of "2" and "1" indicated negative attitudes of "disagree" 

and "strongly disagree." 

An analysis of the data resulted in a mean response 

score for each attitude measured. A mean response score 

greater than 3.00 was considered evidence of a positive 

attitude. Likewise, a mean response score of less than 

3.00 indicated a negative attitude toward the item. The 

higher the mean response score, the more positive the atti

tude; the lower the mean response score, the more negative 

the attitude. The results of this analysis are summarized 

in Table 8. Attitude items are ranked in order of most 

positively regarded to the most negatively regarded. 

Data reported in Table 8 indicate that respondents' 

attitudes toward Tips and Topics were most positive in the 

Texas Tech Library 
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following areas: written in language easily understood, 

promotes the home economics profession, and is current and 

timely. Analysis of the data further indicated that re

spondents had less positive regard for the following atti

tudinal statements: Tips and Topics represents home 

economics programs throughout the United States, gives equal 

coverage to all areas of home economics, and presents both 

sides of controversial issues. 

TABLE 8. MEAN RESPONSE SCORES AND RANK FOR ATTITUDINAL 
ITEMS 

Mean 
Response Nature of 

Attitude Items Rank Score Attitude 

Tips and Topics: 

1. is written in language 
that is easily 
understood 

2. promotes the home 
economics profession 

3. is current and timely 

4. contains useful and 
practical information 

5. can be depended upon for 
accurate information 

6. is spaced properly 
for easy reading 

7. presents both sides of 
controversial issues 

8. gives equal coverage to 
all areas of home 
economics 

9. represents home economics 
programs throughout the 
United States 

1 

1 

3 

4 

5 

6 

7 

8 

9 

4.49 

4.49 

4.41 

4.38 

4.30 

4.06 

3.79 

3.75 

3.66 

positive 

positive 

positive 

positive 

positive 

positive 

positive 

positive 

positive 
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The data pertaining to attitudes were also analyzed 

by cross-tabulation according to length of subscription to 

Tips and Topics. Table 9 summarizes results of this cross-

tabulation of data. 

Data summarized in Table 9 indicate that respondents 

who subscribed for more than two years gave a high positive 

rating to all attitudinal items. Respondents who sub

scribed for less than two years indicated a higher percent

age of uncertainty toward all attitudinal items. 

Usefulness of TIPS AND TOPICS to Respondents 

Data pertaining to the respondents' uses of Tips and 

Topics are summarized in Tables 10-16. Table 10 summarizes 

data concerning the approximate amount of time respondents 

spent reading each issue of Tips and Topics and the amount 

of each issue read. Analysis of data is by frequencies 

and percentages. 

Data reported in Table 10 indicate that over three-

fourths of all respondents spent less than one hour reading 

the issue. Data further indicate that 83.5 percent of the 

respondents read at least one-half of each issue, while 

55.3 percent of the respondents read more than three-fourths 

of each issue. 

Questionnaire item 6 was designed to ascertain the use 

readers made of each issue following their initial reading 
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VO 
I 00 
I • 

1 ^ 

Ul I c j t o I <y» 

VO U ) ON VO 
Ul M I <x> iC^ I cn 

I • • I • 
VO OJ 00 t o VO 

> 
r t 

rt 
H-
f t c 
p i 
H-
3 

H 
r t 
0 
3 
cn 

»-3 

» 
0 
cn 

^< ^ 
^3 
0 

O 
3 
CO 
0 

to f 
0 

Z ^ cn 
II 0 cn 

p i pj 
ON H f t 
vo cn 3 * 

pJ 
3 

to 
I 

Z Ul 
II 

00 • < 

*̂  0 
l - < 
cn 

I 

II O 

0 

cn 

f 
0 
3 

vQ 
rt 
3* 
O 

Hi 

cn 

cr 
cn 
o 

1^ 
^^ 

O 
3 

ri-
O 

H 
ha 
cn 

3 
P i 

o 
Z 
II ^ 
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of it. Table 11 summarizes the data obtained. Percentages 

do not total one hundred since more than one response could 

have been indicated on the item. 

TABLE 10. AMOUNT OF EACH ISSUE READ BY RESPONDENTS AND 
APPROXIMATE TIME SPENT IN READING 

Variables 

Amount of issue read 
by respondent 

less than 1/4 

about 1/4 - 1/2 

about 1/2 - 3/4 

more than 3/4 

Amount of time spent 
reading each issue 

less than 30 minutes 

30 - 60 minutes 

over one hour 

Number (N=376) 

15 

41 

106 

208 

115 

200 

54 

Percent 

4.0 

10.9 

28.2 

55.3 

30.6 

53.2 

14.4 

Data summarized in Table 11 indicate that the majority 

of respondents retained issues for future reference. Only 

two respondents indicated that they disposed of their 

issues. 

Analysis of the data pertaining to the number of re

spondents who shared their issues with others is reported 

by frequencies and percentages in Table 12. An estimate of 

the number of potential readers of each issue is also 

reported 
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TPiBLE 11. RESPONDENTS' USE OF TIPS AND TOPICS AFTER 
READING IT 

Suggested Use of Issue Number (N=376) Percent 

File the entire copy 305 81.1 

Cut out parts and file these 26 6.9 

Throw it away 2 0.5 

Lay aside to reread at a 
later date 43 11.4 

Pass it on to someone else 59 15.7 

TABLE 12. NONSUBSCRIBERS WITH WHOM TIPS AND TOPICS 
WAS SHARED 

Number of Respondents who Estimated number of 
shared issues with others Potential Readers 
Number with Number 
whom shared (N=37 6) Percent 

0 

82 

205 

256 

None 
One 

2-3 

More than 3 

144 
82 

82 

64 

38.3 
21.8 

21.8 

17.0 

Total 543 

Data reported in Table 12 indicate that 60.6 percent 

of all respondents shared each issue with at least one 

other person not subscribing to Tips and Topics. An esti

mate of the number of potential readers of each issue was 

made. Analysis of the data indicated that subscribers 

who responded to the survey represented only 4 0.9 percent 

of the potential readers of each issue. 
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Respondents were asked to rank in numerical order the 

types of articles in Tips and Topics that were most useful 

to them. By grouping the responses into categories of high, 

medium, low, and no usefulness and assigning number values 

to each group, a mean response score was determined for 

each type article. The types of articles were then ranked 

from high usefulness to low usefulness according to the 

mean response score. 

Further analysis of the data was accomplished by a 

cross-tabulation of total responses concerning usefulness 

of various types of articles according to occupations of 

respondents. Occupation responses were grouped into three 

categories: 1) home economics educators (secondary, post-

secondary, and supervisory) , 2) students, and 3) all otiier 

occupational responses. 

Table 13 reports the usefulness of various types of 

articles by mean response scores and rank for each occupa

tional group. Nonresponse on this item was 0.53 percent. 

According to the data reported in Table 13, "ideas 

from teachers, extension agents, other professionals" was 

the type of article ranked highest by the majority of re

spondents and by the majority in each occupational group. 

Student respondents ranked this feature higher (73.2%) 

than did educators (63.9%) and others (65.9%). 
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"Information on courses and workshops offered at 

Texas Tech University" was the type of article ranked low

est in usefulness and interest by all groups with over 50 

percent of each group ranking it as of "no usefulness." 

This finding is understandable because of the geographical 

distribution of the subscribers. Each group also ranked 

"information concerning meetings and events of interest to 

home economists" low in usefulness. Student respondents 

ranked "reports of current research" and "information on 

new and continuing programs in home economics" higher than 

did the other groups, while students ranked "articles sum

marizing literature, thinking on issues of current interest, 

and current trends" lower than did the other groups. 

In order to determine respondents' interests in a pre

punched issue that would fit in a looseleaf binder, 

responses to questionnaire item 7 were analyzed. Respon

dents were also asked to indicate their interest in purchas

ing a special binder for prepunched issues. Table 14 

summarizes the data obtained pertaining to this question. 

TABLE 14. RESPONDENTS' INTERESTS IN PREPUNCHED ISSUES AND 
IN PURCHASING A SPECIAL BINDER 

Yes No 
Interest in: N % N % 

Prepunched issues 315 83.8 54 14.4 

Special binder 160 42.6 124 33.0 
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Data summarized in Table 14 indicate that the majority 

of respondents (N=315, 83.8%) were interested in prepunched 

issues to fit a looseleaf binder. Less than one-half o 

the respondents indicated an interest in purchasing a 

special binder for issues of Tips and Topics. 

In questionnaire item 9, respondents were asked to 

indicate whether they preferred single-topic or multi-topic 

issues. The data pertaining to this item are summarized in 

Table 15. 

TABLE 15. RESPONDENTS' PREFERENCES FOR MULTI-TOPIC OR 
SINGLE TOPIC ISSUES 

Variables N % 

Single-topic issue 

Multi-topic issue 

No preference 

172 

125 

75 

45.7 

33.2 

19.9 

Data summarized in Table 15 indicate that 45.7 percent 

of respondents preferred single-topic issues. A preference 

for multi-topic issues was indicated by 33.2 percent of the 

respondents, while 19.9 percent indicated they had no pref

erence. Ease of filing and in-depth coverage of subjects 

were reasons most often cited for preference of single-

topic issues. 

The data obtained were further analyzed by cross-

tabulation to determine if preferences for single-topic or 
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multi-topic issues were related to the types of programs 

in which respondents taught. Table 16 summarizes the data. 

TABLE 16. COMPARISON OF HOME ECONOMICS PROGRAMS IN WHICH 
RESPONDENTS TAUGHT AND THEIR PREFERENCES FOR 
MULTI- OR SINGLE-TOPIC ISSUES 

Home Economics 
Programs 

Non-occupational 

Occupational 

Adult Education 

Handicapped 

Sir 

N 

80 

23 

12 

4 

igle-topic 
issues 

% 

43.0 

47.0 

48.0 

100.0 

Pre ;f erences 
Multi-topic 

issues 

N 

64 

14 

7 

-

% 

34.4 

28.6 

28.0 

-

Pre 

N 

38 

10 

6 

— 

No 
jfej rence 

% 

20.4 

20.4 

24.0 

-

Data summarized in Table 16 indicate that preferences 

for single-topic or multi-topic issues were not related 

to the home economics programs in which respondents taught. 

A majority of teachers in each home economics program pre

ferred single-topic issues. 

Data Pertaining to Secondary Home 
Economics Teachers 

It is recognized that college and university educators, 

supervisors of home economics programs. Extension agents, 

home service advisors, and some home economists in business 

are educators; however, data previously cited in Table 3 

indicate that 53.5 percent of the respondents (N=201) 

taught home economics at the secondary level. Therefore, 
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the data analyzed and interpreted in this section pertain 

only to secondary home economics teachers. Summary of data 

concerning the number of years educators have taught, the 

programs in which they taught, and the instructional 

methods they used is reported in Tables 17-20. 

Analysis of data pertaining to the number of years 

taught by respondents who were home economics educators is 

reported in Table 17. Frequencies and percentages are used 

in the analysis. 

TABLE 17. NUMBER OF YEARS TAUGHT BY RESPONDENTS WHO WERE 
SECONDARY HOME ECONOMICS TEACHERS 

Years Taught Secondary Home 
Economics Teachers 

(N=201) 

Less than 1 year 

1 - 3 years 

4 - 6 years 

7-10 years 

11 - 15 years 

More than 15 years 

N 
20 

25 

32 

32 

35 

57 

% 

1 0 . 0 

12 .4 

1 5 . 9 

1 5 . 9 

17 .4 

2 8 . 4 

Data summarized in Table 17 indicate that 75.0 per

cent of secondary home economics educators who responded 

to the survey had taught four years or more. Only 10 

percent of secondary educators who responded were first-

year teachers. Secondary educators who had taught more 

than fifteen years totaled fifty-seven (28.4%). 
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Data pertaining to the number and percentage of re

spondents who taught in the various secondary home eco

nomics programs are reported in Table 18. Frequencies and 

percentages will not equal base since respondents may have 

taught in more than one program area. 

TABLE 18. SECONDARY HOME ECONOMICS PROGRAMS IN WHICH 
RESPONDENTS TAUGHT (N=201) 

Program Areas Number Percent 

Non-occupational 186 92.5 

Occupational 49 24.4 

Adult Education 25 12.4 

Handicapped 4 2.0 

Other 3 1.5 

Analysis of the data in Table 18 indicated that the 

majority of secondary home economics teachers who re

sponded to the survey (92.5%) taught in non-occupational 

home economics programs. Almost one-fourth of the respon

dents to this item (24.4%) indicated they taught in occu

pational programs of home economics. Data analysis did 

not provide the exact number who actually worked in dual 

programs. 

In Table 19, data pertaining to the usual size of non 

occupational home economics classes taught by respondents 

are summarized. Totals do not equal base since some 

respondents checked more than one response. 
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TABLE 19. USUAL CLASS SIZE IN NON-OCCUPATIONAL HOME 
ECONOMICS PROGRAIvlS IN WHICH RESPONDENTS 
TAUGHT (N=201) 

Class Size Number Percent 

1 - 1 5 " " 45 22.4 

16 - 25 107 53.2 

26 - 35 35 17.4 

Over 35 0 

Data summarized in Table 19 indicate that one-half of 

all non-occupational home economics classes taught by 

respondents (53.2%) had sixteen to twenty-five members. 

Classes totaling less than twenty-five members comprised 

75.6 percent of the total. 

Data summarized in Table 20 pertain to instructional 

methods used by secondary home economics educators who 

responded to the survey. Responses concerning frequency 

of use for each instructional method are reported by totals 

and percentages. 

Analysis of data in Table 20 indicated that handouts, 

small group work, film/filmstrips, individualized instruc

tion, and worksheets were methods of instruction used often 

by more than one-half the respondents to this questionnaire 

item. Role playing was seldom or never used by 43.5 percent 

of the responding secondary educators, while 46.3 percent 

used this method occasionally. Outside reading assignments 

were rated low in use by 39.3 percent, and classroom reading 
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assignments were seldom or never used by 25.9 percent. 

Games and simulations were used occasionally by 57.7 per

cent of the respondents. 

TABLE 20. FREQUENCY OF INSTRUCTIONAL METHODS USED BY 
SECONDARY HOME ECONOMICS TEACHERS 

Methods 

Films/filmstrips 

Lecture 

Role playing 

Simulations/games 

Handouts 

Small group work 

Individualized 
instruction 

Worksheets 

Chalkboard 

Bulletin boards 

In-class reading 
assignments 

Outside reading 
assignments 

Often 
N % 

119 

73 

14 

21 

138 

128 

107 

103 

83 

98 

50 

40 

59.2 

36.3 

7.0 

10.4 

68.7 

63.7 

53.2 

51.2 

41.3 

48.8 

24.9 

20.0 

Freqi aency o 

Occasionally 
N % 

72 

86 

93 

116 

52 

68 

74 

78 

84 

81 

97 

79 

35.8 

42.8 

46.3 

57.7 

25.9 

33.9 

36.9 

38.9 

41.8 

40.3 

48.3 

39.3 

f Use 

Seldom 
N % 

6 

34 

70 

53 

9 

2 

17 

14 

18 

17 

47 

64 

3.0 

17.0 

35.0 

26.4 

4.5 

0.9 

8.5 

7.0 

9.0 

8.5 

23.4 

31.8 

Ne\ 
N 

-

3 

17 

5 

-

-

-

1 

7 

3 

5 

15 

rer 
% 

-

1.5 

8.5 

2.5 

-

-

-

0.5 

3.5 

1.5 

2.5 

7.5 

Summary 

All data obtained in the study were analyzed by fre

quencies and percentages. These data should give guidance 

to present and future editors of Tips and Topics. A summary 

of findings and recommendations is included in Chapter V. 



CHAPTER V 

SUMMARY AND CONCLUSIONS 

The chapter is divided into the following four sec

tions: summary, findings, conclusions and recommendations, 

and suggestions for further study. The summary consists 

of an overview of the study. The findings are based on 

results obtained through analysis of data pertaining to the 

study. The conclusions and recommendations are drawn from 

the findings and suggestions are given for further investi

gation in areas related to the study. 

Summary of the Study 

The study was concerned with obtaining information 

from subscribers to Tips and Topics, a quarterly educational 

publication of the College of Home Economics at Texas Tech 

University. Purposes of the study were to obtain demo

graphic data pertaining to the subscribers, to examine sub

scribers' opinions concerning the publication, to determine 

how subscribers use each issue, and to discover what types 

of information the readers find most useful. 

To accomplish the purposes of the study it was neces

sary to develop an instrument designed to obtain demographic 

data and to measure selected attitudes, preferences, and 

needs. A thirty-item questionnaire was developed in order 
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to obtain the necessary data. A five hundred-member sample 

was randomly chosen from a population of individual Tips 

and Topics subscribers. Each member of the sample was 

mailed a printed questionnaire which had been coded to 

facilitate follow-up procedures. An explanatory letter and 

a self-addressed, postage-paid envelope accompanied each 

questionnaire. 

As completed questionnaires were returned, records 

were maintained indicating those persons who had responded 

and those who had not. Another questionnaire was mailed 

to those sample members not having returned a completed 

instrument by mid-January 1976. A total response rate of 

75.2 percent was obtained after the two mailings. 

Responses to questionnaire items were transferred to 

coding sheets and then to computer cards for analysis by 

computer. Data were analyzed by frequency and percentage 

totals as well as by mean response scores and cross-

tabulations. 

Findings of the Study 

The findings were based on data obtained and analyzed 

and are reported as they pertain to the objectives of the 

study. The findings of the study were as follows: 

1. The majority of respondents to the Tips and Topics 

survey were female, over thirty-four years of age, and 
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lived in a metropolitan area. Most of the respondents 

lived in the central section of the United States, and only 

a small percentage of the total who responded lived in 

Texas. Over one-third of the respondents held a master's 

degree. More than one-half of the secondary home economics 

teachers who responded taught in a non-occupational home 

economics program and had taught for more than six years. 

Most respondents had first learned about Tips and Topics 

while attending a college or university and had received 

their first subscription by mail. Only a small percentage 

of the respondents obtained their first subscription at a 

professional meeting. A majority of those who responded 

had subscribed to Tips and Topics for less than five years, 

had subscribed for the 1975-76 academic year, and would 

subscribe again even if rates increased. Most of the re

spondents belonged to the American Home Economics Associa

tion and to a state teachers' assocation. The respondents 

read four professional publications other than Tips and 

Topics, although the majority did not subscribe to any 

other educational publication. 

2. Of Tips and Topics subscribers who responded to 

the survey, 67.3 percent were home economics classroom 

teachers at secondary and postsecondary levels. There were 

201 respondents (53.5%) who taught home economics at the 
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secondary level and 52 (13.8%) who taught at the post-

secondary level. 

3. Classroom instructional methods used most often by 

home economics educators at the secondary level were hand

outs, small group work, films-filmstrips, worksheets, and 

individualized instruction. Methods used least included 

role playing, games and simulations, and reading 

assignments. 

4. Respondents had positive regard for Tips and 

Topics and indicated that issues were easily understood, 

current and timely, useful, and dependable. Respondents 

also indicated that the publication promoted the home eco

nomics profession. Least positively regarded aspects of 

the publication were these: representation of all home 

economics programs in the United States, coverage of all 

areas of home econmics, and presentation of both sides of 

controversial issues. 

5. Respondents preferred articles pertaining to ideas 

from teachers and other professionals, lists of available 

resource materials, reports of current research, and sum

maries of current literature on issues and trends of 

interest to home economists. Information about workshops 

at Texas Tech University, meetings concerning home econo

mists, and legislation concerning home economics programs 

were of least interest and usefulness. 
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6. Single-topic issues were preferred by a majority 

of the respondents. Ease of filing and in-depth coverage 

of a topic were reasons cited. 

7. Respondents indicated a desire for future issues 

of Tips and Topics to cover all subject areas of home 

economics and such topics as teaching students with special 

learning problems, teaching co-educational classes, teach

ing home economics at the middle school/junior high school 

level, motivating for learning, and teaching techniques. 

8. Over one-half of the respondents shared their 

issue of Tips and Topics with a nonsubscriber. After read

ing more than three-fourths of each issue in less than one 

hour, the respondents filed the issue for future reference. 

9. Over one-half of the respondents indicated that 

they believed Tips and Topics to be representative of home 

economics programs throughout the United States. While 

only 4.6 percent indicated that regional bias was a problem, 

40.7 percent were undecided about this point. 

Conclusions and Recommendations 

The following conclusions were based on analysis and 

interpretation of the data and findings of the study. 

Recommendations to the editorial staff of Tips and Topics 

were based on the conclusions. 

1. Only a small percentage of Tips and Topics sub

scribers live in Texas or the Southwest. A greater 
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emphasis should be placed on soliciting subscriptions in 

Texas. A majority of the Tips and Topics subscribers 

obtained their subscriptions by mail, whereas a very small 

percentage obtained subscriptions at professional meetings. 

Money spent to send representatives of Tips and Topics to 

professional meetings to solicit subscriptions might be 

spent more profitably by advertising in home economics-

related educational publications and in direct-mail adver

tisements, particularly to home economists in Texas. 

2. The majority of Tips and Topics readers are in

volved in home economics education at either the secondary, 

postsecondary, supervisory, or undergraduate levels. Sub

ject matter areas in home economics programs, instructional 

quality, curriculum and program development, and evaluation 

should continue to be of concern in selecting topics and 

editorial material for the publication. Tips and Topics 

should continue to stimulate readers to become more com

petent educators. 

3. Secondary home economics teachers are likely to 

use traditional and structured teaching methods in the 

classroom. Role playing and games and simulations are used 

less frequently. Whether teachers use these methods less 

because they are more effective when used sparingly or 

because of having less skill in using them was not ascer

tainable from the data. Tips and Topics should continue 
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to report favorable experiences that other teachers have 

had in utilizing innovative methods as well as new ideas 

for effective use of the more commonly employed methods. 

4. Since Tips and Topics is highly regarded by the 

readers, attention should be given to improving those areas 

in which the positive regard was lowest. Utilizing ideas 

and topics representative of all home economics programs 

and of all sections of the United States, covering contro

versial issues in-depth, and encouraging greater reader 

participation in the publication are recommended. 

5. Respondents prefer an "idea" publication that in

cludes resource lists, tips from other educators, and sum

maries of current writings on topics of interest to home 

economists. Soliciting teaching tips and articles from 

educators might lend greater variety to the publication. 

6. Issues of Tips and Topics should continue to cover 

single topics, providing in-depth coverage of the topic. 

Teaching tips, resources, and new ideas pertaining to the 

topic should be included. Current research in the subject 

area should be summarized with emphasis on application of 

research findings to the educator. 

7. Future issues of Tips and Topics should reflect 

new ideas in the field of education, explore new and con

tinuing subject matter areas in home economics, and assist 

teachers in becoming more effective in the classroom. 
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8. The potential audience for Tips and Topics is much 

larger than the present number of subscribers. Circulation 

numbers might be increased by sending additional renewal 

cards with current subscriptions. These cards could be 

shared with friends and colleagues and subscription blanks 

would not have to be cut out of personal copies of Tips and 

Topics. Current subscribers should be encouraged to pro-

inote Tips and Topics and to solicit new subscriptions. 

9. Although a majority of subscribers view Tips and 

Topics as representative of home economics programs 

throughout the United States, a large number appear to be 

undecided concerning the matter. Tips and Topics editors 

should strive to include teaching tips, articles, and 

reports on research and trends from all areas of home eco

nomics and from all parts of the United States. Materials 

from foreign subscribers could be utilized as well. Encour

aging reader input in areas of ideas, tips, and programs 

could make the publication more representative. 

Suggestions for Further Research 

The findings and conclusions of the study suggest the 

need for further investigation in the following areas: 

1. Conduct a study among those no longer subscribing 

to Tips and Topics to determine reasons for nonrenewal. 

2. Compare findings of this study with similar studies 

pertaining to other home economics-related publications. 
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3. Conduct a recognition-readability study among 

Tips and Topics subscribers to determine ease of reading 

the publication in its present format, changes in format 

and type face that would increase ease of reading, and 

articles which are actually being read in each issue and 

at what depth. 

4. Conduct a study among home economics-related pub

lications to determine who writes for these publications 

and the types of articles written. 
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APPENDIX A: PANEL OF JUDGES AND COVER LETTER 

Tips and Topics Advisory Committee Members Who Served on 

the Panel of Judges: 

Mrs. Wildring Edwards 

Miss Moselle Holberg 

Dr. Joan Kelly 

Mrs. Martha Logan 

Dr. Robert Steadman 
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COVER LETTER 

September 26, 1975 

Dear : 

As part of the study for my master's thesis, I am planning 
to survey a randomly-selected sample of Tips and Topics 
subscribers. The purpose of this survey is to obtain cer
tain demographic information about the subscribers and to 
determine the following: the subscribers' feelings con
cerning the publication, the use the subscriber makes of 
the material presented in each issue and the type of in
formation that would be most useful to the subscriber in 
future issues. 

I am asking the members of the Tips and Topics Advisory 
Council to serve as a panel of judges to evaluate the sur
vey instrument. Please criticize the questionnaire in 
terms of clarity, make suggestions for changes in wording 
or format, and indicate any additions or deletions you 
feel would be appropriate. 

Your effort in helping me complete this portion of my study 
is greatly appreciated. I will be happy to share with you 
the results of this survey when my study is completed. 
Please return the questionnaire to the Tips and Topics mail 
box or office (152) by Friday, October 3. 

Sincerest thanks. 

Lora Ann Neill 

Enclosure 
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APPENDIX B: SURVEY INSTRUMENT AND COVER LETTER 

A OONFIDENTUL SURVEY 
AMONG SUBSCIUBEIIS TO TIPS AND TOPICS 

RMpondmtt for this lunfvy wwt randomly Mtocted from the wbKription list of Tiw and Tooia in How Ecoiioiiiici. Your 
nam* wU not be idmtifbd with thi* nrvty, but your coopmtion in tntwiring th* following quntiom as booaatly at poMMt 
wiU b« appreciated. The infomution glvwi wiU be conHdential and wUI be uiad only with retpomet rron other wbKrriben 
in the nniple. 

DlRECnONS: PLACE A CHECK IN THE APPROPRIATE SPACES OR ANSWER MORE COMPLETELY WHERE 
REQUESTED. 

How long have you been a subaaiber to Tipt and Topica? 
I.lesithan2yean 
2. 2 • S years 
3 . 6 - 1 0 years 
4. more than 10 years 

6. What do you do with each issue of Tips and Topics wlien 
you finish reading it? 

_ _ I. rUe the entire copy 
2. cut out paru and file theM 
3. throw it away 
4. lay aside to reread at a later date 
5. pass4t on to someone else 

-_- 6. other, please specify _ _ _ _ _ _ ^ ^ _ _ _ _ ^ _ _ _ _ _ 

Where did you Tirst learn of Tips and Topics? 
1. from a friend or colleague 
2. at a coUegB or unWersity (which one? —— 
3. at a professional meeting (which o n e ? — 
4. through another publication (which one? 
5. other, please specify - ^ . ^ . ^ _ _ - _ _ _ — 

How did you obtiun your first subscription to this publica
tion? 
1. at a professional meeting 
2.bymaU 
3. at the Ttes and Topics office 
4. other, please specify _ ^ ^ - ^ _ - ^ - ^ ^ — — ^ — _ 

7. Would you lilce to see the issues come pre-punched for a 
looseleaf notebook? 
I . yes 
2. no 
If "yes," would you be interested in purchasing a special 
binder to Iceep these in? 

yes 
— no 

What is the approximau amount of time you spend reading 
each issue of Tips and Topics? 
1. less than 30 minutes 
2. 30 • 60 minutes 
3. more than I hour 

How many people, other than yourself, read at least some 
of each of your issues ofTips and Topics? 
1. none 
2. one 
3 .2 -3 
4. more than 3 

How much of each issue do you read? 
l.lesathanK 
2. about K • M 
3. about M • « 
4. more than K 

9. Do you pnfer each iasue ofTips and Topics to deal with a 
single topic or do you prefer to have a variety of topics in-
chided in each issue? 
I. prefer single-topic issue 
2. prefer multi-topic issue 

_ _ 3. no preference 



81 

10. Which of the following Tips and Topics features do you find 
most uaeful? Rank in order of usefuktaas to you by pUceig 
a "I" beside the most uaeful feature, s ''2'* by the next 
most useful, eU. Place s lero ("0^ beside any that do not 
interest you. 

reports of current rceearch 
lists of svailabie resource materials 
ideas from teachers, extension agenti, other professionals 

_ _ infomution concerning meetings snd events of interest to 
home economists 
reports of legislature affecting home economics 
information on courses and workshops offered st TexsiTech 
University 
information on new and continuing progrsmi in home 
economics 
articles summarizing Uterature, thinking on iuuei of current 
interest, and current trends 

11. What are some topics you would like to see covered in 
future issues of Tips and Topics? 

12. Have you subscribed to Tips and Topics for the 197S-76 
year? 
I. yes 
2. no 
If "no," sre you planning to subscribe again? 

yes 
no 

IS. Please indicau your belieficoncerning each slaiemeni made 
about Tips and Toptca by placing s check in the sppropriate 

SA • Strongly sgrec 
A • Agree 
U - Undecided 
D-Disagree 

SO • ttraogly disagree 

Tips snd Topic* 

SA 

1. is written in language that is 
easily understood | 

2. presents both tidei of con- ' 
A ôversisl issues 

3. promotes the home 
economics profession 

4. contains useful and practical 
information 

S. gives equal coverage to all 
areas of home economics 

6. is spsced properly for easy 
resding i 

7. is current and timely 

8. can be depended upon for 
accurate information 

9. represents home economics 
programs throughout the 
United Sutes 

A U D 

i 

I i 
' 1 

I 1 
1 
1 1 

i 
1 

SD 

16. If you have any suggestions for improving Tips and Topics, 
please indicate these in the space below. 

13. Would you re-subscribe if the subscription rate inaeaaed? 
I. yes 
2. no 

14. Would you object to advertisements in Tips and Topics? 
I. yes 
2. no 
If you answered "no," spedfy the type of sdvertising that 
would be meet helpful to you 
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ABOUT YOU: 

17. In what type of occupatkxi art you cunmtly img^tl* 
Pleaae check your occupatkiii in the blaiik at the left 
If appUcibla. writ* addWoiul tafomiatkm raquaalad in the 
columns at right and in quastiasis 18 and 19 followtaig. 

6. Natiooal Education Asauciation 
7. State Taadwrs Aaaociation 
I . Stale Hn—akiBg Taadicn Aaaociation 
Planaa specify any other profeasional organintions to which 
yoabaioag. 

Type of Occupation 

l.collaieur 
university teacher in 
home economics 

2. supervisor of 
home economics pro-
gram(s) 

3. jimior or senior 
high school teacher 
of home economics 

4. extension 
service 

S. home service 
advisor 

6. home 
economist in business 

7. full-time stu
dent 

Taachii^ field, 
fludy or Mivica 

area 

Level, yade 
or 

classification 

8. full-time 
homemaker 

9. other, pleaae 

21. Oiack whether you read any of the following pvbUcatioM 
and indkate thoae to wMch you subacrflM. 

Haaaa Bat any other profeaaional publicationa which you 
read or to which you subscribe and check the appropriate 
cohimna. 

18. What ia your Utie or poaition?. 

Pubtications 

1. Forecast for Home 
Economia 

2. Illinois Teadier 

3. Journal of Home 
Economics 

4. What's New in Home 
Ecooonics 

5. 

6. 

7. 

8. 

9. 

10. 

RMd 
Ragululy 

• 

ill I>OIM>< 

RaMl 
Ssb-

•crlbe 

19. With svhat institutiasi or businesa are you aaaodated? 

20. Are you a member of any of ttaa foilowiag pfofaartosui 
(MinlnltaaaT (Cliadt aO that apply.) 

_ l.AmarkaaHoawEooaoaicaAaaodatiaB 
1 Anaricaa Vocatioaal AMdatfcm 
3. Homa BcosinmiaH la Buatoaaa 

• 4. National Aaaodatkn of BMaiMiaii Hone BcoiMiaiBts 
5. NaUoaal CouacI on Fanily Ratotkma 

(ConthiiMd on next cohun) 

22. How many years have you uught home econooic^ 
1. do not teach home economics 

2. kaa than 1 year 

3.1 - 3 years 

^ _ 4b4-6yuan 

S.7-10yMn 

_ 6.11 - ISyears 
_ 7. tBOf* than ISyears 

If you do not teach hotne econoauca at tlM niddla. Junior 
or lanlns high school level, piaaaeikip to quaatlon wmbtt 
26. 
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If you are a middle, junior or senior high acbool home 
•cononica taMhar. plsaw anaww the foOowing paaMons. 

23. In which of the following home economicaprograma do you 
teach? (Chack aU that apply.) 
1-uatful (nan-occupational) home economks 

—. 1 oeoupttional pro-am 
3. aduh education 

- — 4. program for the handicapped 
5. other, pleaaa specify _ _ _ ^ 

STATISTICAL DATA (for tabulation purpoaes only): 

26. Are you ? 
l.HMle 
I female 

Pleaae specify the courses you teach: 
27. Are you 

I. Caucasian 
2. Black 
3. Native-American 
4. Asian-American 

- _ - S. Mexican-American 
6. Other, please specify. 

24. 

2S. 

What is the usual size of the individual useful (non
occupational) home economics classes you teach? 
I-IS 
16-25 
26-3S 
over3S 

28. What is your age? 
I. under 20 
2.20-24 

Listed below are some teaching techniques. Please check to 
indicate how frequently you use these in the classroom. 

25-29 
30-34 
35-44 
45-54 
55-64 

8. 65 or over 

29. 

Teaching Technique 

l.films/fUmstrips 

2. lecture 

3. role playing 

4. simulations/ 
games 

5. handouts 

6. small group 
work 

7. individualized 
instruction 

8. worksheets 

9. chalkboard 

10. bulletin boards 

11. classroom 
reading 

12. outride 
reading/book 
reports 

Often Occasionally Seldom Never 

What is the highest level of education you have completed? 
1. attended college 
2. graduated college 
3. postgraduate study 
4. muters degree 
5. doctoral degree 
6. other, please specify _ _ _ ^ _ — . ^ — — ^ ^ ^ _ _ 

30. The population area in which you live can be described u: 
I. rural or small town 

_ _ 2. urban or suburban 

Thank you for your help. Please look through the questionnaire 
again. Be sure that you have arowered each question ss com
pletely as possible. 

Mail the completed questionnaire back in the endoaed poatage-
paid envelope. 
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COVER LETTER 

T I P S a n d T O P I C S 
COLLEGE OF HOME ECONOM 

TEXAS TECH UNIVERSr^ 
PO BOX 4170 

LUBBOCK, TEXAS 75'.C-^ 

November 1, 1975 

Will you do us a favor? 

We are conducting a survey among subscribers to Tips and Topics 
in Home Economics. The purpose of this research is to better 
identify our readers and their needs. We want to Icnow how you 
feel about Tips and Topics, how you use the material in each 
issue, and how this publication can be more relevant and helpful 
to you. Your answers are very important to the accuracy of 
this study, even if you have not renewed your subscription this 
year. 

You are part of a randomly-selected sample of subscribers to 
Tips and Topics during the past twelve months. Your name will 
not be identified with the questionnaire answers, and all 
responses will be confidential. You will notice a code number 
on your questionnaire. This code number will only be used to 
facilitate our follow-up techniques and to prevent you from 
receiving bothersome reminder letters. 

We would appreciate your taking time to answer the questions 
as candidly and completely as possible. Feel free to make any 
comments or suggestions concerning the publication. Complete 
the questionnaire and return it in the postage-paid envelope 
by December 10, 1975* 

Thank you for your cooperation. 

Sincerely, 

Lora Ann Neill, graduate assistant 
Tips and Topics 
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APPENDIX C: CORRESPONDENCE USED IN 

FOLLOW-UP PROCEDURES 

T IPS a n d T O P I C S COLLEGE Of 
TEXAS 'E 

PO 
LUBBOCK 

HOME cCONO'.^ 
: H UNIVERSITY 
BOX 4170 
TEXAS 79409 

:s 

January 19, I976 

Just a reminderl 

According to our coded records, we have not received a completed 
Tips and Topics survey from you. We are anxious to hear from 
each subscriber represented by our sample. Only when we know 
your feelings about the publication can we tailor it to fit your 
needs and concerns. 

I am enclosing an additional questionnaire in case you have 
misplaced the original one. It is very important to us that you 
take a few minutes to thoughtfully consider the questions. Please 
return the completed questionnaire in the postage-paid envelope 
and mail by February 15, if at all possible. 

Thank you for your help in assuring the success of our survey. 
We hope that Tips and Topics may continue to be a useful tool 
for all our subscribers. Please feel free to let us know how 
we may serve you. 

Sincerely, 

Lora Ann Neill, graduate assistant 
Tips and Topics 
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POSTCARD 

POSTCARD REMINDER TO CANADIAN SUBSCRIBERS 

JUST A REMINDER: We have not heard from YOU! 

And our survey will not be a success 
unless we hear from every TIPS AND TOPICS sub
scriber in our sample. 

Please take a few minutes to complete the 
questionnaire we sent you earlier and return 
it to us. We want TIPS AND TOPICS to fit your 
needs and concerns. 

Thanks so much, 

Lora Ann Neill 
Graduate assistant 
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APPENDIX D: COMMENTS AND SUGGESTIONS 

FROM RESPONDENTS 

TYPICAL COMMENTS FROM RESPONDENTS 

"I depend on Tips and Topics for current and accurate 
information." 

"Tips and Topics is easy to read, brief, can be read imme
diately upon receipt. This is its advantage over 
(other publications.)" 

"I think this is one of the outstanding resources available 
to home economists." 

"Your quarterly report is the only one I subscribe to." 

"I enjoy reading it very much and recommend it to my stu
dents and co-workers." 

"(Tips and Topics) is a 'Texas-family' show and tell 
publication." 

"I think it is an excellent publication. I'm grateful 
for it." 

"I am very pleased with Tips and Topics as it is." 

"I have received much help from the publication." 

"Tips and Topics serves a definite purpose in my profes
sional life." 

"It is a very superior publication." 
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SUGGESTIONS FOR IMPROVEMENT OF PUBLICATION 

MADE BY MORE THAN ONE RESPONDENT 

Format 

Larger issues, more material 

More issues per year 

Lots of ideas from other teachers 

More teaching techniques, evaluation ideas, student 
involvement ideas, games 

Lists of resource materials, especially those that 
are free 

List main topic of next issue in current issue 

Include a "news in a nutshell" column on several 
areas, tips, ideas, products 

Include a "questions and suggestions" column to which 
subscribers could respond 

Typography 

Bolder format 

Add interest with graphics, color illustrations 

Keep diagrams simple 

More white space, information sometimes appears 
"squashed" 

Variety of type face, larger print 

Use three-column page rather than two-column 

Leave margins to punch issues for ring-binder 

Renewals 

Include a renewal card so issue does not have to be cut 

Allow for two- to three-year renewals 
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SUGGESTIONS FOR FUTURE TIPS AND TOPICS ISSUES 

Respondents were asked to suggest subjects for future issues 

of Tips and Topics. General home economics subject matter 

areas which were suggested follow: 

Subject Matter Area 

Family Living 

Consumer Education 

Food and Nutrition 

Child Development 

Clothing and Textiles 

Housing 

Management 

Number Suggesting This Area 

56 

38 

32 

31 

24 

20 

16 

Specific subject matter topics for future issues which were 

mentioned most often are as follows: 

Educating for parenthood 

Child care 

Metric system 

Family budget 

Energy conservation 

Career education 

Home furnishings 

Independent living 
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Topics pertaining to teaching which were suggested most 

often were these: 

Teaching techniques 

Teaching co-educational classes 

Teaching students with special learning problems 

Teaching the disadvantaged student 

Teaching at junior high and middle school levels 

Motivation for learning 

Evaluation 

Occupational programs in home economics 

Individualized instruction 

Professional growth for the home economist 


