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ABSTRACT

Cooperative Extension must'adapt to the modern
society in which it exists. No longer is agriculture and
the rural way of life the most prominent feature in'society.
Millions of farm families have migrated to new occupations
and geographic areas. They still look upon extension
however, as being a vital source of useful, current. infor-
- mation. These people, as well as those still on farms,
seek out information not only about farming, but also con-
cerning cormmunity development, responsible government’
environmental quality and in general improving the quality
of their 1lives.

Extension, to remain viable, must develop programs
congruent with the needs of its' clientele. This is not
an easy task. Added programs call for additional funds and
trained personnel. Certain forces in society are making
the acquisition of these resources increasingly difficult
to obtain.

The purpose of this study has been to examine the
adaptability of modern communication technology to meet
the increasing demand for information while averting the
problems of finding additional men and money. Clientele

needs were assessed via a mail questionnaire. As suspected



their needs were diverse. Needs were segmented to provide
fewer categories for purposes of analysis.

A second questionnaire was mailed to State Extension
Specialists. This survey was concerned with obtaining a
breakdown of time spent for job related activities and their
opinion toward possible use of modern communication tech-
nology.

Primary data compiled from the two questionnaires,
plus selected secondary data derived from literature and
personal interviews, were then utilized to examine the
adaptability of modern communication equipment. This
equipment was viewed primarily with respect to its appli-
cability in developing a technological sub-system for use
in communicating with large and small clientele groups.
Several forms of technology are available. Feasible alter-
natives include tele-writer, conference call, tele-lecture
and several visual transmission technologies. The feasi-
bility of any one or a combination, will depend not only
on the funds available, but also the size and location of
audience, frequency of use and the amount of existing
equipment available.

The data indicate that although face-to-face contact
is important to clientele and S.E.S.,* modern technology

could be successfully applied. S.E.S. efficiency would be

*State Extension Specialists



enhanced by reducing the amount of time spent for travel,
meetings and repetition of meetings. More time could be
devoted to other aspects of the S.E.S.'s appointment.
Additional resource personnel could be utilized, thus
offering the opportunity for more information and a wider
variety of information to be transmitted.

Recommendations in this study, call for the imple-
mentation of a total communication system as soon as
possible. Emphasis in this study is directed to the deve-
lopment of one part or a sub-system to the total. Specific
recommendations are pointed toward the sub-system dealing
with group meetings.

Preceding implementation of this sub-system, further
study is recommended concerning the precise costs and |
benefits of the system. Further study is also necessary
to formulate policy decisions. Post-implementation studies
should be conducted to assess the change in clientele
attitudes toward use of technology and toward extension

programs.
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CHAPTER I
DTTRODUCTION

Backaground and Problems
It has been the philosorhy and policy of Cooberative Extension

to be a problemoriented organization. Established by the Smith-

4 Lever Act of 1914, Cooperative Fxtension attemots to conduct research
and encourace a free, direct flow of commmnication between its people

' and the public. In its educational role, Cooperative Extension Service
must intervret, dissenﬁnaté and encourage practical use of knowledge.
Originally rost of this knowledge was directed toward the continuing
education of farmers, farm wives and their families. Since the early
days of extension's inception, our society has transcended our agri-
cultural heritage to became a modern, booming, bustling, urban-
suburban complex. Today fewer than 1,000,000 commercial farms make up
the core of agriculture as comared to 1914 when approximately one-third
of the 32,000,000 pooulation was still involved in agriculture.l Thus,
a vital need for information and continuing education exists not only

with rural families but, also with urban and suburban residents. Today,

]'Wittwer, S. H., Commmication—Fxtension's Lifeline, A talk
presented at the Public Inforration Awards Banquet of the National
Association of Countv Aaricultural Acents, Ohio State University, Columbus,
Ohio, Sept. 10, 1971. Also unnublished journal article No. 5654 of the -

Michigan Agricultural Experirment Station.




the problems involved are more carplex in nature and effect a diverse
cross-section of individuals, groups and organizations within our
society.

With the inclusion of many new programs to meet the needs of
these additional clientele, present methods of commmications becorme
rapidly antiquated. The Extension Specialist is called upon frequently
to prepare and deliver speeches, workshoos, seminars, etc. about research
and information at his disposal regarding pfoblerrs of concern to the
various groups in society. The cost (i.e., salaries and travel expenses)
of this method of information dissemination is becoming prohibitive
in light of changing avpropriations (revenue) to extension. There are
several forces in our society today that add a sense of urgency to the
need for research and implementation of more effective methods of
commumication. This sense of urgency arises from such factors as: (1)
an increasing need for extension programs and personnel (under the
present system),? (2) already rising staff and budcet requirements,>
(3) increased threat of unionization at the university lewvel which ocould
lead to restncted new programming by limiting the number of personnel
available, and (4) the threat of reduced or restricted budgets from
legislators, |

One purvose of this study is thus, to examine and develop al-
termative cormmnications methods fdr use by extension personnel in an

effort to avert the problems mentioned above. If such problems are not

2See Arpendix A.

3See Arvendix B.



researched and vlanned for in advance, a serious curtailment of
extension's role ocould result.

A second problem being dealt with in this study is that of
effectively meetina or fulfilling peonles' (extension clienteles) felt
needs for inforrmation and services which extension is capable of pro-
viding. It should be realized however, that felt needs comprise only
a vortion of the total needs which clientele mav possess. Total needs
mav include neecs that are not recoanized or considered important. By
taking what may be termed a marketing approach, this studv hopes to
assess clientele needs for various extension programs and determine
if significant mi‘ket seaments exist for such programs. It is felt that
by linking peoples' needs to new cormumication technology Extension
Specialist will be better able to plan and meet these needs. Adoption
of a marketing aporoach will also allow for flexibility and planned |
change in extension programs by introducing the dvnamic human element
into decision-makina.

This studv will not however, suggest that any one final system
is "the" best one for extension. The primary purpose of this research
is to lay the groundwork and furnish the necessarv review and background
to the problems. This study cannot deal effectively with the entire
extension cormmication system. It atterots to lock at one portion
of the extension network, that ccncerned with State Extension Specialist.
It is hoped that an improved system of communicating with clientele,
can eliminate wnncessary travel and contact time for the Specialist.
Hooefully this research can be extended to a broader application in

the develaaent of a total feasible commumnication system which can



be used in conjurction with other acencies (i.e., state demartments,
ecducational mstltutmns ’ homltals, police aaenc1es, etc.).

. The pnr'ary purnose of this studv is to examine how the present
cormunication system used bv Fxtension Specialists might be improved.
To accamlish this, a study will be made first of the clientele for
extension programs to determine what typves of information are most
needed from extension. Secondly, evaluation will be made of the methods
presently used bv State Specialists in preparing and providing infor-
mation to the peoole. Then, an examination of present and future
communication technology will be .!‘\'E‘l&. Finally, and most importantly,
an atterpt will be made to discuss the commmications technology avail-

able for meeting the needs of clientele.

Objectives

Very little if anv orior research has been conducted concerning
the problems mentioned earlier. Such nealect could have disasterous
results in terme of the prestige of Michigan's extension programs. The
aobjectives are relatively broad and general in scope. ‘Ihey can be stated
as follows:

(1) To Getermine the purrose(s) and methods of commmication used by
State Extension Specialists.

(2) To delineate and seament clientele needs for extension programs.

(3) To studv present and future corrumication technoloqy for irproving
the ability of extension to fulfill the needs of its' clientele.

(4) To consider possible, feasible methods of cormunication for use by
Extension Specialists cabining present and future commmication
technologv.



Hvoothesas

It would be extremelv difficult to customize extension's
offerinas to meet evervone's individual needs. However, it is believed
that where enouch similar cateqories of common interest exist, extension
can seament the market for extensmn services. This would allovjr exten-
sion to focus more directly on consumers felt needs. Total needs
ocould be defined and categorized in a coorehensive study. However,
it is hvpothesized:

Hl - Clientele felt needs can be defined and categorized.

This study was initiated, in part, with the belief that Exten-
sion Specialists spend a good deal of umnecessary time for preparation
and travel in conjunction with clientele meetincs. Thus, a secand
hypothesis is:

H2 - Improved cormunication technologv will increase the Extension

Specialists efficiencv bv reducing travel time thus increasing time

available for other extension activities.
Finally, it was believed that irproved commnication technology could
fulfill the necessary information exchange function as well or better
than personal contact for certain subject areas. This is especially
true when the specialist is meeting with groups of individuals concerning
areas of policy or commumnity interest. Therefore the third hypothesis
is: |

H3 - Improved commmications tédnnoloqy will allow State Extension

Specialists to participate as effectivelv with clientele groups
with respect to information exchange as would face-to-fact contact.

Procedures and Methods

(1) Basic commumnication purpose(s) and methods used by State Extension
Specialists in the total learning environment were identified from

secondary and orimarv information.



(a) A survev of rromdures uvsed bv Eitension Specialist was mace.

This surver focused cn tvmes of orocarars held; tirme necessary

for prenaration, travel and presentation; number of program

duplications in various areas. Primary information was gathered

via a mail questicnnaire.
(2) Clientele rrogram breakdovm or secmentation were viewed to determine
the adaptabilitv of various commication systems (equipment). Particular
interest was given to the potential for expanding areas of extension
involverent.

(a) Atterots were made to identifyv the clientele needs through a
mail survey.

(3) Present and future availability of commmication technologies were
studied to determine their applicability to fulfilling the needs of
the clientele.
(a) The degree of camlementarity between extension advocates and
those of other public and private agencies was viewed with

respect to establishing complementary facilltia for cost
sha.n.ng benefits.

Sampling
Primary information for this research was deri;ed from adminis-

tering two separate questionnaires. Questionnaire number one was

directed to State Fxtension Specialists. The second questionnaire

was sent to New Horizons and Kellogg Farmer participants.4

The purvose of questionnaire nurber one was to determine pro-

cedures used by Specialists when comumnicating with clientele. This

4Kellocrc'z Farmers Studv Program is a leadership proagram designed
to help farm people make decisions on public issues. New Horizons is
also a program to helo develoo rural commmitv leadership. It is de-
signed to help rural peoole make decisions on public issues.



survev focused on tvwes of procwams held, tirme necessary for preparation,

3 Tt was distributed

travel and vresentation plus program duplication.
to 160 Specialists, part-time, and full-time with all but two of them
located on the Michican State University Campus. A wide variety of
disciplines were represented in the total pooulation. .

A second questionnaire was mailed to extension clia'lf:ele.6
Its'. primary purpose vas toldiscam the types of information or services
desired or needed by them. Approcdmately 250 questionnaires were mailed.
Due to the nature of New Horizons and Kellogg Farmers groups, the
samole was biased and a test of statistical significance could not be
made, These grouos were d\osen'becaxse they were felt to represen£
the leadership of a cross-section of their respective commumnities and the
general pooulation. - Both qrowss are Famfliar with extension and are
cormunitv leaders (opinion leaders) who represent the opinions of

more than just personal preferences.

See Appendix C.
See Appendix D.



surve-v focused on ttmes of proc-ams held, time necessary for preparation,

5 It was distributed

travel ‘émd oresentation plus program dunlication.
to 160 Specialists, part-time, and full-time with all but two of them
located on the Michican State University Campus. A wide variety of
disciplines were represented in the total population. .
A second questionnaire was mailed to extension clientele.6

Its ' primary purpose vias to‘dis.cem the types of information or services
desired or needed by them. Approximately 250 questionnaires were mailed.
Due to the nature of New Horizons and Rellogg Farmers groups, the

samle was biased and a test of statistical significance could not be
made, 'Ihse groups were c:hcsen‘becmse theyvére felt to represenﬁ

the leadership of a cross-section of. their respective cormmities and the
general ncxmlation - Both grow®” Are Familiar w:,th extension and are
commitv leaders (opinion leaders) who represent the opinions of

more than just personal preferences.

See Armendix C.
See Appendix D.



CHAPTER I

QOUCEPTUAL FPAMETORK

Market Concent

"Under the market concent, the custamer is at the top of the

organization chart. nl

"A market oriented approach involves going into
the market place to determine what the consumer needs, wants or desires.
Then a company must translate these consurer needs or desires into pro-
n2 "when the marketing concept is

accepted as a matter of cormorate philosophy, marketing becomes the

ducts and marketing programs. . . .

basis for designing total systems of action. Fundamental strategies

of the business are conceived and inplen'ented on the basis of market

3

needs ,' forces and covortunities."”™ "Marketing is, therefore, not merely

a limited specialized activity of the business, but rather a perspective

for the total management *beam."4

lKelly, Fugene J. and Lazer, William, Manacerial Marketing -
Persvectives and Viewmoints, Richard D. Irwin, Inc., 3rd editicon,
1967.

2Eickhoff, William D., Marketinag vs. R & D Orientation »mong
Agribusiness Firms - Survival bv Prcoer Direction, A paver presented
at American tlarketina Association Agribusiness Conference, St. Louis,
Missouri, Nov, 6 & 7, 1969.

3Ke11y and Lazer, op cit.

4Lazer, William, Marketing Manacement - A Systems Perspective,
John Wiley and Sons, Inc., 1971.




CHAPTER II

QONCEPTUAL FPAMETORK

Market Concent

"Under the market concent, the customer is at the top of the

organization chart. nl

"A market oriented approach involves going into
the market place to determine what the consumer needs, wants or desires.
Then a company must translate these consumer needs or desires into pro-
ducts and marketing prbgrar'rs. - ."2 "When the marketing concept is
accepted as a matter of cormorate vhilosophy, marketing becomes the
basis for designing total svstems of action. Fundamental strategies

of the business are conceived and implemented on the basis of market

needs,‘ forces and oooorbxﬁties.”3

"Marketing is, therefore, not merely
a limited specialized activity of the business, but rather a perspective

for the total management 1:eam."4

]'Kelly, Fugene J. and Lazer, William, Managerial Marketing -
Perspectives and Viewpoints, Richard D. Irwin, Inc., 3rd edition,

2Eid<hoff , William D., Marketing vs. R & D Orientation Among
Agribusiness Firms - Survival bv Prover Direction, A paver presented
at American llarketina Association Agribusiness Conference, St. Louis,
Missouri, Nov, 6 & 7, 1969.

3

Kelly and Lazer, op cit.

4Lazer, William, Marketing Manacement - A Systems Perspvective,
John Wiley and Sons, Inc., 1971.




The marketing arproach conoentually, is the antithesis of the

production approach. Diagram 2-1 will help illustrate the differences

between these arvroaches:

Diagram 2--1S
FOCUS MEANS END
Selling Profits
Products & through Sales
Pramotion 4 Volume
PRODUCTION
Custarers Integrated Profits
Marketing throuch Customer
Satisfaction
MARKETING

The empirical world rarely exhibits these two concepts in pure
form. Extension utilizes a cambination of the two approaches. Sectors
of the economv (i.e. farmers) however, are necessarily geared to the-
production approach. A problem in terms of extension arises when the
production appraoch dominates over the marketing approach. In this
instance the amount of information floﬁng through exchange channels
oould overload extension personnel and inhibit the pérfomance of their

5Kotler, Philip, Marketing Management Analysis, Planning and
Control, Prentice Hall Publishers, 1967. ‘
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total job assianrent. In this case too much information would be
available thus making it more difficult to obtain and assimilate data
that is meaninoful and relevant to the operating environment.

When a marketing approach is utilized throughout an organization
planning, organizing, actuating and controlling resources are made
easier by including change as an accepted part of operating procedure.
A great advantace of the marketing approach is its emphasis on planned
innovation. Management must assume responsibility for establishing
market objectives, policies, programs and standards, allocate resources
and measure the effectiveness of market activities which are congruent
with consumer needs and satisfaction. The marketing orientation thus
operates to help adjust and plan extension's efforts to meet clientele
needs in a more meaningful manner.

Plarmed innovation and thorouch marketing management must accept
certain precepts: (1) acceptance of change as a constant, (2) recogni-
tion of the centrality of consumer needs and wants, (3) adoption of a
systems arspmacl'l6 to marketing issues, (4) recognition and application
of meaninaful oconcepts from other disciplines, and the acceptance of
theoretical constructs and findings as helpful in managing marketing
effort, and (5) recoonition of the relationship between marketing and
qther aspects of nanagenmts.7 Acceptance of these basic precepts will
help the organization in its diffiéult task of planning, assessing and

adjusting to the needs and desires of the consumer.

6Systa'.'s Amoroach is a wav of lookina at the total Marketing
ooeration. It first views the total proaram and then allows the manager
to view various seaments of the total on an individual basis. The over-
view dained allows rore effective nlanning.

71‘..azer, op cit.
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How far this aroroach can be carried varies demendent upon
resources available , @bjectives and tolerance for chance. No strict
criteria are available to tell the firm when to stop trying to meet
the oconsurer's needs, _ -

The marketing approach is being amplied in this study because
extension is directly concerned with helping and educating people.
Extension can best accorplish these objectives if it has a good feeling
and understanding of people's needs. The market concept implies by
its verv nature that it is of no usefulness to produce samething unless
there is a need or desire for it. It was felt that extension could
operate more effectively and that a more effective cormumnications system
oould be designed, if clientele needs were known. A marketing appraoch
should provide a rore realistic loock at clientele, their beliefs and
feelings. It then becomes a majqr task of Cooperative Extension to
translate these needs and wants, both actual and potential, into programs
and services that extension is capable of producing. |

The market approach is by no means infallible. It is often
difficult to measure the strength of people's needs and wants. However,
it does allow for better planning and decision making within the organi-
zation. In the case of extension programs, it is quite likely that
consumer tastes and preferences will change over time. If a total
systems marketing amproach is adopted, and the consumer is the focus
of operation, then extension will remain abreast of change and be flexible

enough to meet change in a meaninaful way.



Mardet Secrentatim

"Secmenting the market is the process of grouning individuals
vwhose ex»ected reactions to a firm's marketing efforts will be similar
8

during a srecified tire veriod. "The purpose of secmentation is to

determine differences among buvers which mav be consequential in choosing
among them or marketing to them."9

The ideal situation would be to lock at each individual in the
market and tailor a program to meet their total needs. Extension,
however, is cormitted to fulfilling the needs of many different people
thus eliminating this possibility. It is however, one purmose of
extension to look at peopie's néeds and tailor programs for sianificant
portions of those clientele.

Before a market segment can be analyzed, the variébles or factors
which will be used as a basis for segmentation must be decided upon.
Certain tests can be applied to these factors to determine their validity.
“They should: . (1) indicate’ the responsiveness of the .group to
marketing effort, (2) be identifiable in the market place, (3) lend
themselves to the collection of information on the buyer's characteris-
tics, (4) produce searents relatively isolated from one another, (5)
be consistent indicators over time and (6) produce segments large enough
to be worth considering for separate market cultivation, (a) the seqnent

should be the smallest unit for which it is practical to tailor a separate

8()z:'le, David L., Precise Market Definition, Michigan Farm Economics,

Department of Acricultural Eoonamics, February 1971, No. 337.

9Kot:ler, on cit.
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marketing proaram.” 10

Once rarkets are segmented according to these
tests, further analvsis and ranking is possible.

Marlket segrentation allows extension to focus on more specific
needs and wants and thus develop programs congruent with the felt needs
of clientele., The marketing concept, in conjunction with the concept
of market segmentation can provide a truly clientele oriented, clientele
satisfving svstem for extension. Extension stands to continue to gaiﬁ
in three wavs: (1) they will be in a better position to spot and
campare market ooportunities or wavs to serve clientele; (2) they can
use this knowledge of the marketing respcnsé differences of the various
market segments to quide the allocation of their total budget; (3)
extension can make finer adjusb@ts of their product, services and
axpeals.n Segrentation offers an opportumity to cultivate special
interests, agenerate new ideas and enthusiasm for a product. These
ooportunities may be actual or potential.

Extension might also benefit from a more effective commumnica-
tions channel. Ore that has increased capacity with fewer obstructions
to fulfilling peoples needs. - |

"At its best, the successful amplication of market segmentation
tells the marketer where to expand his efforts, and a qgreat deal about
how they should be spent in terms of the marketing mix, advertising

appeals and distribution channels to be used."}2

loo::le, op cit.

otler, op cit.

uCole, oo cit.
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Commmications - Information Fxcherme

Carunications serves four basic functions which include: (1)
information exchanae, (2) corpliance, (3) conflict resolution, and
(4) leisure. This studv will lock primarily at the information exchange
function.

Infomation exchange is facilitated by the number of cues
being presented bv the comunicator to his audience. In writing for
instance the rmessage is conveved entirely by svmbols. Radio or telephone
adds another dimension in the form of audio signals and voice patterns. -
Fach new dimension allows the receiver to derive a more complete analysis
of the source of information. Television adds the dinensicn of visual
sensitivity. |

Extension has taken the position as expressed by its early
philosophv, that face-to-face comumnication is best in terms of meeting
people and understanding their needs. "The weight of personal influence -
of extension workers in the United States has been deronstrated many
times.” "This influence corbined with sound information, is basic to
successful educational extension work."l3

From a commnications standpoint this position may have a great
deal of validity and may therefore, offer one of the most difficult
criticisms against utilizing improved technology. Face-to-face cormumi-
cations offers the rost complete picture of the comunicator. More

sensory cues are involved in a sirultaneous manner. However, a recent

13Kelsey, Linocoln D. & Hearne, Cannon C., Cocperative Fxtension

Work, 3rd edition, Comstock Publishing Associates, Ithaca, New York,
19630 . »
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study bv Evhank and Baker“ revorts the findines of an experiment which
corpared a telelecture’® with a traditicnal, face-to-face lecture with
resnect to: (1) recall of information and (2) audience attitude toward
the messace redium. They rerort that: the tele-lecture audience did not
differ sionificantly fraﬁ the traditional lecture in its ability to
recall information. In answer to the second question raised, thev found
that tele-lecture audience did not differ significantly from traditional-
lecture in its expressed attitudes toward the interest level or in the
amount of new information in the message. Audiences did, however,

differ sionificantly as to the estirmation of how much more could have
been learned from the other manner of vresentation. Merbers of the
tele-lecture audience thoucht they ocould learn more information from
traditional lecture. Those who heard traditional lecture did not
believe that thev could learn more from tele-lecture. The conclusions
of the Ewbank-Baker studv have a great irplication for extension and this
study. Thev-conclude that: (1) when the speaker's behavioral abjective
is to provide information to an audience, +here may be little reason

to choose a "live" traditional lecture; (2) listeners assign nearly
equal weight to interest and new information in the message whether

the medium is traditional or tele-lecture. Thus extension people should

find little resistence to the new idea ¢f tele-lecture; (3) people

14‘5\‘7bank, H. L., Jr., and Baker, E. E., Tele-Lecture or
Traditional Tecture?, Journal of Cocperative Extension, Spring 1968.
ls'nele—lectme is a svstem much like a normal telephone service. .
It offers tvowav (i.e., feedback) capabilities over a 24 hour private
line. The equicment involves a handset reserbling a reqular telephone
with a oonnecting loudsoeaker.
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hearing the tele-lacture rmerceive themselves to acuire more new infor-

mation than if the messace were presented in a traditional marmer.16

Source

The source, pattern and channel of cammmications will also have
an effect on the information exchance function activities as we are
concerned with them here.

Source credibility is one of the major factors which can in-
fluence commmications or exchange. TYf there is role or status conflict
between receiver and sender, then commumication is likely to break down.
The concepts of role and status are quite closely related to a person's
atti.ﬁxdes, beliefs and values which can also significantly affect per-
ception and judoment. Bmotions, beliefs, etc. in same cases induce
noise or barriers into a system, thus reducing the flow and capacity
of information exchange.

Another factor related to source is that the closer the intention
of the source to the exvectations of the recéivers, the more probable
the success of the comumication. Commmication researchers often arque
that a person vill listen to those views alreadv closest in line with
their thinking., For instance, at election times it has been shown that
Republicans tend to favor nrograms and advertisanénts sponsored by

17

Republicans and the same is true of Democrats. With respect to

extension activities, this would seem to indicate the necessity of

lsf»rbank and Baker, op cit.

17Sheff, Thomas T., Towvard A Socioloaical Model of Consensus,

Taken from a reorint of an article in the Zmerican Socioloaical Peview.
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assessina neonle's reeds and desianinag orograms which are congruent
with peonle's expectations and needs.

Finally, with regard to source, a receiver will respond either
positivelv or neaativelv cdemendent uoon his judament of the source's
expertise, trust and dvnamism. A great deal of this judgment hinges
on past or similar experiences with the person or persons from the
same organiiation. This means that the State Specialist should make
certain that his information is meaningful to a significant number
of clientele, In addition, he must be aware of resentment for extension

versonnel or ideas.

Channel

18 canacity is one of the more important probiens cunently

Channel
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