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Well aware of traditional 4-H 
activities, the public is less 
aware of other projects 

A continuing strength of the 4-H pro- 
gram has been its capacity to respond on 
a local level to the populations it serves. 
County 4-H staff have generally kept 
abreast of local needs and trends through 
contacts with parents, teachers, youth 
program staffers, and community opinion 
leaders. Increasingly, they are also using 
formalized survey procedures. Most 4-H 
surveys thus far, however, have polled 
populations already functioning within 
the 4-H system, such as youth members or 
volunteer adult leaders. A source that has 
not been systematically tapped is the gen- 
eral community within each county. This 
report describes a project aimed a t  reach- 
ing this group. 

The Cooperative Extension staff in 
Yolo County identified several key areas 
in which information from the community 
was needed for charting future directions 
in the county 4-H program. The staff 
wanted, first, to gauge community feel- 
ings about the educational topics most 
needed for young people. Second were 
some fairly specific marketing concerns, 
such as assessing general public aware- 
ness and understanding of 4-H, and deter- 
mining the most useful information out- 
lets. The specific questions were: 
0 What is the degree of basic familiar- 

ity with 4-H in Yolo County, including 
name recognition and knowledge of the 
program’s ties to the University of Cali- 
fornia? 
0 How does the community perceive 

the range of educational projects that 4-H 
offers young people - that is, what is the 
4-H “image”? 
0 How important does the community 

judge the presently available 4-H projects 
to be? 
0 What sources would parents use to 

find out more about the 4-H program? 

We set out to design a questionnaire to 
be administered by telephone survey. In 
determining the content and drafting the 
questions, we solicited the opinions of 4-H 
volunteer leaders through group meetings 
at  different stages of the project. Several 
important refinements and edits resulted. 

Selection of the sample 
The unit of analysis for the survey was 

the individual household. The overall 
sample size was targeted at  240 respon- 
dents, which would provide what we felt 
was the best balance between accuracy 
and feasibility of data collection. 

A representative sample of county 
households was identified through system- 
atic sampling of the county’s telephone di- 
rectories. We rejected the alternative 
sampling method, random digit dialing, in 
consideration of our volunteer interview- 
ers’ time, since practice shows that up to 
75 percent of the telephone numbers pro- 
duced through that method are  unas- 
signed or unusable. To ensure that the 
probability for selection into the sample 
was equal for all households in the sam- 
pling frame, we calculated a standard 
sampling interval and applied it for all 
directory listings, including those that in- 
corporate both Yolo and non-Yolo com- 
munities (with only eligible entries being 
retained). This process resulted in a ran- 
dom sample stratified by geographical 
community. 

An original sample of 500 was drawn 
and randomly ordered. Interviews pro- 
ceeded down the list of selected telephone 
numbers until, after three sessions, the 
desired total was reached. Since the list 
was randomly ordered, terminating it be- 
fore all numbers were called did not 
weaken the statistical randomness of the 
sample. 

The interviews 

The telephone interviews took place in 
three sessions in November 1984: Tuesday 
evening, Wednesday evening, and Satur- 
day midday, all during a single week. 
Those are among the times that produce 
the highest proportions of telephone inter- 
view completions, according to previous 
studies. 

The interviewing team consisted of 5 
professional 4-H staff members, 14 adult 
volunteer club leaders, and 6 members of 
4-H between the ages of 14 and 17. The 
staff members worked at  all three ses- 
sions; adult leaders and youth typically 
worked at  only one or two. The calls were 
made from the Yolo County Cooperative 
Extension office. 

Because most of the interviewers were 
inexperienced, we were particularly care- 
ful in structuring the calling sessions and 
providing training. All interviewers 
strictly followed the written script for the 
introduction and body of the interview 
and were monitored while calling, receiv- 
ing informational feedback when appro- 
priate. Records were kept of each calling 
attempt and its result (completion, refus- 
al, no answer, busy signal, and the like). In 
the case of busy signals and no answers, 
three attempts to reach the number were 
made. 

By the end of the three calling sessions, 
246 completed interviews had been ob- 
tained. The interview completion rate 
was high: 71 percent of the households 
contacted provided completed interviews. 
We analyzed completion rates of the three 
groups of interviewers and found no dif- 
ference among them in levels of coopera- 
tion from respondents. We also found no 
differences across the three calling ses- 
sions either in completion versus refusal 
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or in contact versus noncontact. These re- 
sults gave us some confidence that the 
collection procedure had not inadvertent- 
ly influenced our data. 

The results were examined for two 
groups: all 246 households in the sample 
and the 57 households that had children of 
4-H-eligible age (9 to 19 years old), hereaf- 
ter referred to as the “4-H-eligible fam- 
ilies.” For the full sample, 103 (42 per- 
cent) of the interview respondents were 
male, and 143 (58 percent) were female. 
For the 4-H-eligible households, 24 (42 
percent) of the respondents were male 
and 33 (58 percent) female. Seventeen re- 
spondents (7 percent of the full sample) 
reported participation in 4-H by their chil- 
dren, either currently or in the past. We 
found that, in general, children participat- 
ed to a moderate degree in organized 
youth activities: In 26 of the 57 4-H-eligi- 
ble families, at least one child was cur- 
rently in either 4-H or another group, 
most frequently Scouts or organized team 
sports. 

Knowledge about 4-H 
A very large proportion of the commu- 

nity (91 percent) had heard of 4-H, but far 
fewer (30 percent) knew of its affiliation 
with the University of California. These 
figures were similar for the 4-H-eligible 
families: 86 and 35 percent, respectively. 

The results regarding awareness of 
specific 4-H subject areas show large dif- 
ferences among the entries (table 1). In 
the full sample, the percentage of respon- 
dents who were aware of specific subjects 
ranged from 84 percent (for animal-rais- 
ing) to 15 percent (for computers). For the 
4-H-eligible families, the order of rank- 
ings was similar, but there was relatively 
more awareness reported for most sub- 
jects, especially those at the lower end of 
the list (27 percent for the least-known 
subject, computers). The topics recog- 
nized by over 50 percent of the sample 
tended to be the ones most closely associ- 
ated with 4-H in the past. 

Ratings of subjects 
In the full sample, the average ratings 

of importance for the subject areas 
taught in 4-H ranged from a high of 2.70 
for consumer skills to a low of 2.25 for 
creative arts, such as photography (table 
2). The activities judged most important 
by both the full and the restricted samples 
were leadership skills, coed activities for 
teens, consumer skills, and computers, al- 
though not in identical order for the two 
samples. The activities judged least im- 
portant by both groups were sports clubs 
and creative arts. 

There was a fair degree of overlap be- 
tween respondents’ ratings of subject im- 
portance and their awareness of the top- 

ics’ coverage by 4-H: In both the full and 
the restricted samples, three of the four 
most highly rated subjects were associat- 
ed with more than 60 percent of respon- 
dents being aware of their presence in the 
4-H curriculum. 

Information about 4-H 
When asked where they would go for 

more information about 4-H, the sample 
showed little consensus. The source men- 
tioned most often was the county Cooper- 
ative Extension office (the 4-H office), 
cited by 15 percent of the sample, fol- 
lowed by the local school (14 percent), the 
telephone directory (11 percent), and 4-H 
members and leaders (10 percent). 
Among the 4-H-eligible families, the most 
frequent responses were the local school 
(19 percent), 4-H members and leaders (16 
percent), the telephone directory (14 per- 
cent), and the Cooperative Extension of- 
fice (12 percent). 

A pertinent finding from these re- 
sponses was that two of the most fre- 
quently cited information sources - the 
Cooperative Extension office and 4-H 
members and leaders - required prior 
familiarity with the program, either with 
its administrative structure or with its 
participants. We conjectured that those 
families who were aware of these 4-H in- 
formation sources might also be the ones 
who were most knowledgeable about the 

program itself - the ones who needed in- 
formation the least, so to speak. This hy- 
pothesis was confirmed when we tested it 
statistically. Stated another way, this 
finding indicates that households with lit- 
tle knowledge about 4-H tended also to be 
unaware of important sources of program 
information. 

Conclusions 
One of the most clear-cut findings of 

the survey invQlved the community’s con- 
ception of what 4-H does. The overall 
awareness of the individual subject mat- 
ter areas can be viewed as defining one 
component of the general “4-H image” 
held by the public, namely, what youth 
can learn from participating in the pro- 
gram. As had been initially suspected, 
public perceptions do correspond to the 
more traditional part of the 4-H program. 
The three topics most closely associated 
with an agricultural/home economics 
curriculum - animal-raising, plants, and 
consumer skills - all placed within the 
top five subjects on “respondent aware- 
ness,” both for the full sample and the 4- 
H-eligible subsample. Indeed, these sub- 
ject areas still occupy an important place 
within 4-H. It would also benefit the pro- 
gram, however, to increase public aware- 
ness of the other activities it offers. 

The ranking of subject matter areas 
with regard to their importance for youth 

TABLE 1. Percent of respondents aware of specific topics being taught by 4-H 

4-ti-eligible 
Full sample families 

Topic (N=246)’ (N=57)t# 
% 

Animal raising 84 
Leadership skills 73 
Plants and soil sciences 71 
Coed activities for teens 62 
Consumer skills 61 
Outdoor camping trips 48 

Engineering topics 36 

Computers 15 
* The 95% confidence interval for each of these estimates is. approximately. plus or minus 6 2% 
t The 95% confidence interval for each of these estimates IS. approximately. plus or minus 12 9% 

Creative arts 38 

Sports clubs 19 

Families with children 9 to 19 years old 

% 
86 
71 
77 
61 
68 
51 
45 
46 
30 
27 

TABLE 2. Community ratings of importance for topics taught by a community youth organization’ 

Topic 

4-ti-eligible 
Full sample families 

(N=246) (N=57) 

Consumer skills 2.70 2.67 
Leadership skills 2.66 2.77 
Coed activities for teens 2.63 2.70 
Computers 2.56 2.62 
Animal-raising 2.51 2.48 
Engineering topics 2.51 2.56 
Outdoor camping trips 2.41 2.44 
Plants and soil sciences 2.41 2.55 
Sports clubs 2.32 2.26 
Creative arts 2.25 2.27 
NOTE: The differences between these ratings were examined by means of paired 1-tests. For the full sample, differences 
between subject areas of .09 point or more are, in most cases, statistically significant (p<.O5). For the 4-H-eligible sample. 
differences of 18 point or more are, in most cases, statistically significant (p i .05 ) .  
* Scale. 1 = not important: 2 = important; 3 = very important. 
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programs provides an understanding of 
current public perceptions. Three of the 
top four - consumer skills, leadership 
skills, and computers - might all be 
viewed as related to general lifestyle sur- 
vival skills that are increasingly impor- 
tant in society today. Some of the more 
specific, and perhaps career-oriented, to- 
pics - animal-raising, engineering, 
plants and soil sciences - were judged 
only moderately important. Activities 
that might be viewed (perhaps narrowly) 
as leisure-related or just for fun  - out- 
door camping, sports clubs, and creative 
arts - were ranked low. The subject 
“coed activities for teens,” which received 
a relatively high ranking, was the sole ex- 
ception to this interpretation, but its high 
position is easily understandable in light 
of continuing media attention to problems 
of adolescent development. 

If there is a pattern to these rankings, 
it seems to be that respondents felt youth 
need to be spending their out-of-school 
time seriously developing self-reliance 
skills for the future. In a broader context, 
the public might be starting to view com- 
munity youth programs as legitimate 
educational adjuncts to schools, with the 
important task of guiding the develop- 
ment of those essential skills. 

The results also carry some clear im- 
plications for 4-H in the increasingly im- 
portant area of program marketing. 
First, despite the very high name recogni- 
tion of 4-H, 70 percent of the public was 
not aware of one of the major factors 
making 4-H unique as a youth-serving 
program - its administrative home in 
the University of California. Because of 
the strong educational and scientific sup- 
port resulting from this link, wider knowl- 
edge of the relationship would most prob- 
ably stimulate program growth. Second, 
respondents were largely unclear about 
where to go for further information. None 
of the possible sources was mentioned by 
more than 19 percent of the sample, indi- 
cating that no one information source will 
reach or be used by most of the communi- 
ty. Two of the top four sources frequently 
mentioned could be classified as “in- 
house,” in that they required some prior 
program knowledge. 

It may be concluded that eligible fam- 
ilies, even interested ones, will remain 
largely unaware of the program if left to 
their own resources. Taken in combina- 
tion, these results suggest that potential 
members must be reached through active 
efforts aimed at increasing general pro- 
gram visibility, informing the public on 
selected substantive points, and publiciz- 
ing availabIe information channels. 
Marc T. Braverman is 4-H Specialist, Cooperative 
Extension. University of California, Davis; Ralph C. 
Gay and Jeannette L. George are 4-H Advisors, Yolo 
Countv: and Carl A .  Schoner. Jr.. is County Director, 
Yolo tounty. 

Monitoring peach twig borer 
by standardized trapping 
methods 
Roger R. Youngman 0 Martin M. Barnes 

The economic thresholds 
need reconsideration 

T h e  peach twig borer, a pest of Califor- 
nia almond and stone fruit orchards, can 
be monitored by following male adult 
emergence with sex pheromone traps. 
The ability to use such traps effectively 
and reliably year after year against this 
insect, Anarsia lineatella Zeller, depends 
upon standardization of factors that can 
affect their performance. Our study in- 
cluded two factors: the optimum field life 
of the commercially available peach twig 
borer pheromone dispenser, and the opti- 
mum density of traps. All of the dispens- 
ers used in the following field trials came 
from stock supplies and were kept frozen 
until used. 

Aging trials 
From July 16 to September 16, 1981, 

we aged individual lots of seven phero- 
mone dispensers (rubber septa) in a Ma- 
dera County almond orchard, so that 
septa were zero, two, four, six, eight, and 
nine weeks old. For aging, we placed each 
lot of dispensers in a Pherocon 1C phero- 
mone trap without a sticky liner and hung 
it in the northeast quadrant of a tree at  a 
height of 5 to 7 feet. This aging process 
exposed the rubber septa to actual field 
conditions of fluctuating temperature and 
humidity, wind currents, and ultraviolet 
light. A hygrothermograph in a weather 
shelter adjacent to the aging site recorded 
daily temperatures. 

After aging, the septa were individual- 
ly placed on sticky liners in Pherocon 1C 
traps and installed in a Fresno County al- 
mond orchard. The test plot covered 8.3 
acres near the center of a 494-acre or- 
chard. A completely randomized design, 
involving seven replicates, was used in 
which the septa of five different ages 
were compared with unaged septa. The 
traps were hung as described previously 
and set out in a 6-by-7 matrix, separated 
by 100 to 120 feet from one another. All 
traps were re-randomized daily and, after 

five days, the number of male peach twig 
borer moths per trap was recorded. 

We also conducted an aging trial in the 
spring of 1982 in Kern County to deter- 
mine if lower temperatures would affect 
septa longevity. Aging was conducted 
weekly for seven weeks as described pre- 
viously, beginning April 23, with a new 
batch of septa produced on April 6, 1982. 
The test plot covered 6.4 acres and was 
near the north side of a 119-acre almond 
orchard. 

We used eight treatments, including an 
unaged control, replicated five times and 
set out in a completely randomized de- 
sign. On June 12, the traps were placed in 
a 5-by-8 matrix 100 feet apart from one 
another. All traps were re-randomized 
daily and, after one week, the number of 
male moths caught was recorded. 

In both trials, aging significantly af- 
fected (p<.05) attractiveness of rubber 
septa to male peach twig borer moths (fig. 
1 and 2). In the 1981 trial, there was no 
statistically significant difference be- 
tween two-week-old septa and fresh septa 
in male moths caught. Four-week-old 
septa, however, caught only 34.3 percent 
as many moths as fresh septa. Traps bait- 
ed with septa aged six weeks or more 
caught virtually no moths at all. 

In the 1982 trial, traps baited with one- 
or two-week-old septa were not signifi- 
cantly (pC.05) different from each other, 
although they were significantly different 
from traps containing fresh septa, having 
caught 73 and 64 percent as many moths, 
respectively. Of more importance from a 
pest management standpoint was the 
finding that traps baited with three-week- 
old septa caught only 22 percent as many 
moths as those with fresh septa, and, as in 
the 1981 trial, traps containing septa aged 
for six or seven weeks caught almost no 
moths. 

Despite the higher temperatures dur- 
ing the 1981 summer aging period, the de- 
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