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ExecuTiVE SUMMARY

It has been over adecade sincethelast survey of producer needsin South Carolinawas conducted. Inthat time,
there have been great technological, economic, social, and land use changesin the state, nation, and theworld. Ac-
cordingly, anew survey of commercia producerswas conducted during the summer of 2003.

Thissurvey focused ontwoissueareas. producers needsand Clemson’ srolein meeting them. Tothoseends,
respondents compl eted inventoriesof their information needs, sourcesof information, Internet sitesused, preferred
methods of getting information, Clemson resources used during the calendar year 2002, information from Clemson
used during the calendar year 2002, attributes of Clemson Extension Agents needed by producers, and rankings of
face-to-face Extens on education approaches. Inaddition, respondentsreported their ownership of personal and
businessE-mail and I nternet accounts. Respondentseval uated the usefulnessand quality of Clemson resourcesand
information that they had used during the calendar year 2002. Respondentsidentified waysthat Clemson could help
producersstay competitive and Clemson’ srolein agriculturein South Carolina. Finally, respondentsrated the overall
usefulnessof PSA and Extensionin meeting their communication needs, and estimated the degree to which recent
budget cutshad affected the quality and quantity of service provided to them by PSA/Extension.

Producerstended to prefer Clemson Extension Service agents, newd etters, bulletinsand brochures, fact sheets,
weather servicesreports, trade magazinesand pesticidededlers.

E-connectedness waslow. Electronically accessible sourcesof information received relatively low mean scoresas
sourcesof information. Thesefindingsindicatethat Clemson Extension should expand their E-communication pro-
gramsfor agricultura producers.

Clemson resourcesand information that saw relatively high level sof use during 2002 alsotended to berated higher in
quality and hel pfulnessthan thosewith lower level sof use. Theoveral usefulnessratingfor PSA/Extensionwas3.78
onascaeof 1for“Of littleuse” to5for “Very useful.” Respondentswere evenly divided on thedegreeto which
budget cutshad affected the quality and quantity of Clemson servicesto them and their operations.

Itisrecommended that decision makersin PSA/Extension carefully review thesefindingsto hel pidentify which
programsand servicesto expand or refine, which onesto reduce or extinguish, and what research toinitiateor
expand. PSA/Extens on E-connectednessand E-technol ogy outreach for commercia producersshould bereviewed
with an eyetoward enhancement tofurther assist the state’ sproducersin staying competitiveinanincreasingly globa
market.

South CarolinaCommercial Producers’ Survey 2003 1



*It hasbeen morethan
adecadesincethelast
comprehensgvesurvey
was conducted of the
Clemson Univerdty
Cooperative Exten-
sion Serviceregard-
ing itsprogramsand
services.

*Therehavebeen
continuousand great
changes that have
direct bearingon
agriculture.

*WhileExtension
servicesmust carefully
sewarddiminishing
resources, Americans
preferencesfor in-
state and American-
grown food andfood
productsare docu-
mented.

eltisimportant to
know producers
needs, what produc-
erswant from Clem-
son, andtherolethat
producers perceive
Clemsonto havein
thestate’ sagriculturd
sector.
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BACKGROUND

It hasbeen over adecade sinceacomprehensive survey of the uses of Extensionin South Carolinahas been con-
ducted (Harrisetd., 1992). Inthat time, there have been great technological, economic, social, and land use
changesinthestate. Thesechangesincludethelnternet, advancesin precision agriculture, biotechnology, more
concentrated agricultural production, fewer family farms, vertical integration of production systems, sprawl and
encroachment on agricultura lands, war, and asevere economic downturn. Therestructuring and increased global-
ization of American agriculture have continued to changetheindustry (Vander Mey and Wimberley, 2001; South
CarolinaAgricultural Statistics, 2001).

Thereis discuss on about whether and how Extension Services can compete or cooperatewith privateinformation
providers(Beohlje& King, 1998; King & Beohlje, 2000). Research on how Extension servicescan best makeuse
of diminishing resourcesinthesetimesof dizzying, sweeping changesisbeginning to appear (Diem, 2002). Extension
Servicesinvariouspartsof theU.S. aretaking stock of their capacitiesvis-a-visstakeholders needs(Kelsey &
Mariger, 2002; Martenson, 2002). While someof thisresearchisin responseto the 1998 Farm Bill mandate that
required land-grant universitiesto collect stakeholder input for usein setting research, education and Extension
priorities(Kelsey & Mariger, 2002), much of it also can be seen asapractical responseto rapid change, competition
from other sources, and reductionsin staff and resourcesin many if not most Extension Servicesystems.

Atthesametime, anationwidesurvey clearly indicatesthat Americansfirst and foremost trust and rely on American
agriculturd products, prefer to buy locally grown and produced agricultural productswhenever possible, and are
serioudy concerned that futureterrorist attackson the USwill be conducted viahitson agricultureand agriculturd
products (Wimberley et a., 2003). A survey conducted in South Carolinaprior to the nationwide survey found that
residentswant to support family farmingin the state, trust and rely most onin-state agricultureanditsproducts, and
are concerned about trends such as sprawl, encroachment and theloss of farming asaviablelifestyleinthe state
(Vander Mey, 2000).

Thesesocid forces, technological trends, and harsh economic and political redlitiesforce Extension Services to rely
onapolitical, dispassionate dataabout itsrolein the state’ sagricultural operations, and to make programmatic and
personnel decisionsaccordingly. Itiscrucial that Extension understand producers needs, and what producerswant
from Extengion.



*Discussions, focus
groupsand teleconfer-
enceswereheld
around the state of
South Carolina

*Participantsincluded
producers, Extension
Agents, Extenson
Specidists, and
Clemson Univerdty
researchers.

*Thesemestings
resultedinasurvey,
that wassenttoa
sampleof thestate's
commercid agriculturd
producers.

*The response rate
was 20.7%.
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Based on aseriesof discussionswith producers, Extension Agents, Extension Specialists, and researchersat Clemson
University, it wasdecided that aseriesof focusgroupsshould be held tofind out if asurvey regarding South Carolina
producers’ information and resource needs had changed over the past decade, and the degreeto which the producers
relied on Clemson for assistance.

Traditional face-to-facefocus groupsand tel econferencefocus groupswere held around the state of South Carolinafrom
September, 2002 through March, 2003. Thisculminated inan extensivesurvey instrument and afocusonthestate's
large (over $100,000 per year incomefrom agricultural operations) commercia producers. Thesurvey wasreleasedin
May, 2003 and surveyswere accepted through August, 2003.

FINDINGS
REespoNsE RATE

A letter wassent to 1,192 randomly selected commercia producersin South Carolinain April, 2003. Thisletter ap-
prised them of the upcoming survey, and encouraged their participation. Of thisnumber, 20 letterswerereturned as
undeliverable. One personwho received theletter asked to beremoved from the sample. Another person, hearing of
theletter but not receiving one, asked to beincluded inthesample. A tota of 1, 172 surveyswerereleased. Twenty-
four surveyswerereturned asundeliverable, because therecipient had died, or becausethe operation hasceased to
exist. Thus, therewasatotal of 1,148 viable potential respondents. Two thank you reminder cardsweresent. A total
of 238 usable surveyswerereceived and entered into an SPSS (Statistical Packagefor the Socia Sciences) 10.1 data

program. Theresponseratewas 20.7%.



TyPeE oF OPERATIONS
*Respondentsw . . - . . . .
asked to(\J/Iver?tZ : netrr?e Theoperationsrepresented inthe current study cover thearray of commoditiesassociated with commercia agricul-
commoditiespro- turein South Carolina. Not surprisingly, many of the operationsrely on morethan one commodity, or combine
duced inthe rp commoditiesto create moreintegrated systemsof operations.
operations.

Figure 1. Type Operation by Commodity, n=232.
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*Participantsinthis
survey, andtheir
operations, do not
represent al farmsand
agriculturd operations
inthe state.

*Thissamplerepre-
sentsonly that extreme
minority of large
operationsthat account
for thebulk of the
date’ sagriculturd
sales.

*Themagority of
respondents were
white, male, around 55
yearsof age, and had
greater thanahigh
school education.

*However, theaverage
ageof thesurvey
respondents paralels
that of theaverageage
of farm operatorsin
generd inthe Sate.

CHARACTERISTICS OF OPERATORS

Themagjority (79.9%) of the operatorswere employed full-timewith their operations. Most operators(93.7%)
owned their operations.

M ost of the respondentswere male (93.3%) and most werewhite (97.4%). Age of respondentsranged from 28to
83yearsold, withamean ageof 54.8years. Few of therespondentshad only some high school education
(6.8%), and most (59%) had educational attainment that exceeded ahigh school diploma.

Becausethissurvey focused onlarge commercia producers, thissampledoesnot represent al of South Carolina' s
farmsand producers. Most farms see $10,000 or lessper year inthemarket. A minority of farm operations
account for thebulk of agricultural salesinthestate. On average, South Carolinafarmscontain 200 acres. The
average age of farmersinthestateismid-50s (South CarolinaAgricultural Statistical Service, 2001).

Thiscurrent samplelooks morelikethe popul ation targeted for thisstudy - operatorsof theminority of farm
operationsthat account for thebulk of theincomefromfarmingin South Carolina

South CarolinaCommercial Producers’ Survey 2003



*Based oninforma-
tion provided by the

Figure2. Mean Age of Operator, by Type Operation.

respondents, it 80
appearsthat opera-

tionsspedidizingin 70
hogs, corn, and s L X%

N\

turkeystendedtobe /
younger, whilethose 50 49

\ss

n
2]

Specidizinginsoy- 44
40

beans, cattle, and
livestock tended to

30
beolder.

20

10

*Producers specidiz-
ingin cotton, dairy, Q
thenursery industry,
and mixed animd
and plant operations
tended to havemean

agesthat paralle the
mean age of produc-
ersinthe state.
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CHARACTERISTICS OF THE OPERATIONS

Themajority of the operations (85.5%) werefamily owned. A small percentage of operations (9.8%) werefamily owned
corporations, while 1.3% were corporately owned, and 3.4% wereidentified ashaving “ other” ownership (e.g., rented by
operator from someone el se, state owned).

Forty of thestate’'s 46 countiesarerepresented inthisstudy. Most of the operations (89.4%) were operatingonlandina
singlecounty inthe state, while 10.6% were being operated in two or more counties.




*Mean acreage
ownedwas531.4
acres,

*Mean acreage
leased from others
for useincommercia
agricultura opera
tionswas322.8
acres.

*Onaverage, the
combined acreage
ownedor leased
fromotherstousein
operationswas 855
acres.

" Other”(e.g., quall
hunting operations)
had the highest total
mean acreage.

* Turkey and corn
operationshadthe
lowest meantotal

acreage.

*Whilesomenursery
operationshad
reatively low acre-
age, othershad
reldivey high
acreagedueto
commercid tree
production.

M ean Acreage

Mean owned acreagein agricultura production was531.4, and mean |eased acreage in operation was 322.8.

Ignoring whether acreagefor the operation was owned or leased from others, themean acreage used for the operationsin

thisstudy was 854.9 or 855 acres.

Figure 3 displaystotal mean acreage by typeof operation. Thisinformationislimited to caseswhererespondentsprovided

information on acreage owned and rented from others, plusoperation type.

Figure 3. Mean Acreage, by Operation Type.

Includes acr eage owned, plusrented from others.
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Mean Y earsin Oper ation

Themean yearsof agricultural operation among al of therespondentswas 33.47.

N

*Therewasapositive o o _ _ _
and statistically Ascanbeseenin Figure4, therewasvariationin the average number of yearsthat operationshad beenin business.
Sgnificant relationship Thisranged fromahighof 115 toalow of sevenyears. Thisinformationislimited to operationsinwhichthe
(.319) betweenyears operatorsprovided information on thetype of operation that they had and theyearsthat the operation had beenin
inoperationandtotal business.
acreage (Table 1,
page 10).
Figure4. Mean Yearsin Operation, by Operation Type.
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*Fruits=Fruits, nuts

and berries.

South CarolinaCommercial Producers’ Survey 2003




*The mean number of
employeesinany
givencategory (full-
time, part-time, year-
round, seasonal) was
relaively low.

*However, when
looking at dl the
operationsinthis
study, andignoring
whether employees
arefull-timeor part-
time, year-round or
seasonal, themean
number of employees
was 9.

*Mixed animd/plant
and nursery opera-
tionshad thehighest
mean number of
employees while
broilers, hogs, corn,
and soybeanshad the
lowest.

*Fruits=Fruits, nuts
and berries.
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M ean Number of Employees

Mean numbersfor employeesof the operationswererdatively low, withan averageof 2.08full-timeyear-round
employees, 2.87 full-time seasona empl oyees, .60 part-timeyear-round empl oyees, and 3.32 part-time seasonal
employees. Theoveral mean number of employeesfor the operations, disregarding employment status, was8.9 or 9
employees.

Figure5 providesinformation ontotal mean number of employees, regardlessof status, among operatorswho pro-
vided thisinformation. However, thisinformationislimited to those operatorswho provided information on thetype
of operation and the numbersof employeesthey had full- or part-time, year-round or seasondly.

Figure5. Mean Number of Employees, by Operation Type.

Includesfull- and part-time, seasonal and year -round employees.




*Tota mean number
of employeeswas
ggnificantly and
positively correated
with total acreageand
not sgnificantly but
negatively correlated
with age of operator.

*Ageof operator and
total acreagewere
positively andsgnifi-
cantly correlated.

*Tota acreagewas
positively (weskly)
but not significantly
correlated with age
of operator.

*Anarray of informa-
tion needswas
inventoried. Thelist
included new produc-
tion practices, infor-
mation about biotech-
nology andimproving
yiddsand qudlity to
marketing strategies,
government regula
tions, and employ-
ment laws.

Table 1. Correlations Related to Operation Characteristics.

Yearsin Total Total Acreage | Ageof

Operation Employees Operator
Yearsin .058 319** 197**
Operation (232) (232) (217)
Totd .058 192** -.120
Employees (232) (223) (220)
Total Acreage | .319** 192** .006

(232 (223) (213)
Age of 197** -.120 .006
Operator (217) (220) (213)

**p£.01; Number in ()=number of respondents

INFORMATION NEEDS

Respondentswere provided alengthy list of possibleinformation needs and asked to rate the degreeto which each need
related to their operations. Scale: 1=Never; 2=Rar ely; 3=Sometimes; 4=0ften; 5=Regularly. Theother option
wasto mark the need NA for doesnot apply.

Thefollowing twofigures (Figures6 and 7) show the mean responsesfor eachinformation need inventoried. Tofitthe
figuresinto the spaces provided, some names of information needs had to be abbreviated.

Theinformation needsinventoried were: New production practices, Best management practices, Fertilization/fertilizers;
Pesticide certification; Biotechnology; Methodsfor enhancing quality; Economic decisiontoolsfor land useoptions,
Alternativeenterprises; Applicableenvironmenta laws; Labor management; Environmental issues; Alternativeagriculture;
Occupationd safety/hedth; Using computersfor my operation; Urban sprawl/farmland protection; Wildlife management;
Potentia weather impactsfor the next week; L atest governmental regulations/programs; Control of pestsandinvasive
species, Pesticides; Livestock nutrition; GI S'GPS mapping; Methodsfor enhancing yiel ds, Economic decisiontoolsfor
demonstrating outcomesof management practices, Market strategies, Budgeting/financia management; Applicable
employment laws, Conservation techniques, Organicfarming; Immigrationissues, Socid servicesfor employees/their
families; Improved seed varieties, Taxes, Beef quality certification; and, Potential weather impactsfor theupcoming
Season/months.

South CarolinaCommercial Producers’ Survey 2003 10



Figure6. Information Needs of South Caradlina Agricultural Producers, 2003. Figure 1 of 2.

Weather next week
Wildlife management
Sprawl/farmland protection
Using computers
Occupational safety/health
Alternative agriculture
Environmental issues
Environmental laws

Labor management

Alternative enterprises

$$ toolsreland use
Enhancing quality
Biotechnology

Livestock certification

Pesticide certification
Fertilization/fertilizers
Best management practices

New production practices

Mean shown. Scale 1=Never to 5=Regularly.
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Figure 7. Information Needs of South Carolina Agricultural Producers, 2003. Figure 2 of 2.

W eather next season/months
Beef quality certification
Taxes

Improved seed varieties
Social services

Immigration issues

Organic farming

Conservation techniques

Employment laws
Budgeting/financial mgmt.
Market strategies

$$ tools re outcomes
Enhancing yields
GIS/GPS mapping

Livestock nutrition

Pesticides
Pests/invasive species

Gov't regs/programs

Means shown. Scale: 1=Never to 5=Regularly.
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Top Ten Information
Needs:
*Pesticides;
*Control of pestsand
invasive species;
*Weather impacts for
upcoming season/
months;

| atest government
regul ationg/programs;
*Weather impacts for
the next week;
*Enhancing Yields;
*Best Management
Practices;

*New production
practices;
Fertilization/fertilizers;
and,

*Pesticide certification.

Bottom Ten I nforma-
tion Needs:

*Social servicesfor
employeesand their
families;

elmmigration issues;
*GIS/GPS mapping;
*Organic Farming;
*Beef Quality certifica
tion;

L ivestock certifica
tion;

*Environmental laws;
*Alternative enterprises,
*Alternative agriculture;
and,

*Employment laws.

For themain part, producersindicated aneed for information regarding pesticidesand the control of pestsinvasive spe-
cies, weather forecasts, government regul ations and new production and Best Management practices. Producersreported
relatively low needfor socia servicesfor employeesand their families, organic or aternativefarming and enterprises, beef
quality and livestock certification, and GI S'GPS mapping. Information on using computersfor operationsreceived amid-
range mean of 3.04.

In open-ended comments, respondentswrotethat they need informati on about equipment repair, new productsand
equipment, and accurate weather reports. Onerespondent wrote that auseable Clemson website was needed.

SOURCES OF INFORMATION

Respondentswere provided alengthy list of possible sourcesof information that they can usefor their operations. They
were asked to indicate the degreeto which each sourcewasused for their operation. Thescaleprovidedwas. 1=Never;
2=Rardly; 3=Sometimes; 4=0ften; 5=Regularly and NA=Doesnot apply.

Aswiththeinventory of information needs, theinventory of sourcesof information wasquiteextensive. Inorder tofitthe
findingson charts, abbreviationshad to be used.

Thesourcesof informationinventoried were: Local newspapers, State newspaper; Clemson Extension Agents, Clemson
Extension Servicebulletins;, Clemson Extension Service brochures/newdetters; Other universities’ publicationsand news-
letters; Clemson University web pages; Other universities’ web pages; | ndustry-based web pages; Clemson University
researchers, FSA; Industry-rel ated web pages; Trade-specific magazines; Trade-specific newdetters; Public Radio; Other
radio; “Y our Day” radio program; Educational television; Other television programs,; “Making it Grow” TV program; Farm
Bureau magazines/newd etters; Labels; Industry representatives, |ndustry salespersons, Private, paid consultant, Pesticide
deder; Certified crop advisor; Extension workshops; Other Clemson workshops; Industry conferences, SC Ag Expo;
Clemson-sponsored conferences, Thelnternet; E-mails; Electronic newdetters; Electronic magazines; Electronicjournals;
Books,; Professiond journas; University courses, On-line courses; Coursesat local technica schools/colleges; Extension
Short courses; National Weather Service Forecast Offices; Seed producers; and, local garden/feed/greenhouse businesses.

Theresultsof thisinv entory aredisplayedin Figures8-11.

South CarolinaCommercial Producers’ Survey 2003 13



*Giventhegrowing
numbersand types of
information sources
today, anextensve
inventory wasoffered
for respondentsto
indicatehow often
they use each source
for their operations.

Top Ten Sources of
| nfor mation:

*Clemson Extension
Agents,

*Clemson Extension
bulletins,

*Clemson Extension
brochuresnewdetters,
*Trade specific
magazines,
*Weather Service/
National Forecast
Offices;

FSA;
*Pesticidededlers;
L oca newspapers,
*Clemson University
researchers; and,

L abdls.

Figure 8. Sourcesof Information, 1 of 4 charts.

Clemson U researchers 3.18

Industry-related web pages

FSA 3.29

Industry-based web pages 2.33

Oth universities web pages 2.02

Clemson U web pages

Other universities pubs/news

Clemson Extension bulletins 354
Clemson Extension broch/news 354
Clemson Extension Agents 3.72
State Newspaper (3)
L ocal newspapers
E) 0I5 I1 1I5 I2 2I5 LI% 3I5 éll

Means Shown. Scale: 1=Never to 5=Regularly.
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Bottom

Ten Sourcesof

| nformation:
*On-line courses;
*Electronic maga-
zines,
Electronicjournds,
*Coursesat loca
technical schools/
colleges,

“Your Day” radio
program;

*Private, paid
consultant;

*Other radio;
*Univerdgty courses,
*Electronic newdet-
ters; and,

*Other univerdity
web pages.

*Therdatively low
mean scoresfor
eectronicaly
transmitted informa:
tionthrough media
suchasE-journals
and E-newdetters
may beafunction
of producers
comfort leve with
moretime-honored
sourcesof informar
tion.

Figure 9. Sourcesof Information, 2 of 4 charts.

Industry salesper sons

Industry representatives
Labels

Farm Bureau mags/newsletters
"Makingit Grow" TV program
Other TV programs
Educational TV programs
"Your Day" radio program
Other radio

Publicradio

Trade-specific newsletters

Trade-specific magazines

Means Shown. Scale: 1=Never to 5=Regularly.

Electronically access ble sources of information, such ason-line courses, magazines, journas, and newd ettersre-
celved relatively low mean scoresassourcesof information. Thismay beafunction of producers’ relatively low rate
of Internet and e-mail accountsfor operations (see page 20 of thisreport), and/or may beafunction of producers
comfort level withtime-honored sourcesof information such asExtension agents; Extension bulletins, Extension
brochures/newd etters, trade magazines, local newspapers, researchers, and labels.

Respondentsa so did not see high valuein having one portal through which al Extension servicesinthecountry can
beaccessed (p. 19) . King and Boehlje (2000) have proposed thevirtual Extension Service, e-CES, asaway for
Extension to avoid extinction and competewith theincreasing number of sourcesof information. Based onthe
resultsof thecurrent study, it may be prematureto assumethat thisstrategy will supplant time-honored sourcesand
methodsof information. Alternatively, thesefindingsmay indicate that Clemson Extens on should expand their E-
communication programsfor agricultura producers.

South CarolinaCommercial Producers’ Survey 2003 15




Figure 10. Sourcesof Information, 3 of 4 charts.

Electronic newsletters

*Workshopsand E-mails
conferences received The Internet 263
higher Meansscores Clemson-sponsored conferences 2
than did E-newdlet-
. SC Ag Expo 233
ters, and E-mails.
Industry conferences 2.56

*Private, paid consult- Other Clemson workshops
antsand Certified Extension workshops
Crop Advisors

. . Certified Crop Advisors
received rdatively low . .p a7
mean scoresas Pesticide dealers :
sourcesof informar Private, paid consultant
tl on T T T T T T T 1

Means Shown. Scale: 1=Never to 5=Regularly.

South CarolinaCommercial Producers’ Survey 2003

16



*Booksand profes-
sond journds
received higher mean
scores as sources of
informationincom-
parisontouniversity
Courses, coursesat
local technica
schoolg/colleges, and
on-linecourses.

oL ocal garden/
greenhouse/feed
businessesand seed
producersreceived
lower mean scoresas
sourcesof information
thandid industry
representatives,
industry salespersons,
and labels.

Figure11. Sourcesof Information, 4 of 4 charts.

L ocal garden/greenhouse/feed businesses
Seed Producers
Nat'l Weather Service/Forecast Offices

Extension short cour ses 2.29

Courses at local tech schools/colleges

On-line cour ses 154

University cour ses 1.98
Professional journals

Books 3.02

Electronic journals

Electronic magazines

39

Means Shown. Scale: 1=Never to 5=Regularly.

Fiverespondentswrotethat they get information from other farmers. Onewrotethat hisoperation relied oninfor-
mation from older growersinhisarea. Onewrotethat informationisreceived by word of mouth, whileanother
wrotethat he picksup information inthelocal community - in places such as coffee shopsand church.

South CarolinaCommercial Producers’ Survey 2003
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Top Fivelnternet
Sites Used:

*USDA;

*Clemson University;
*Progressive Farmer;
*South CarolinaFarm
Bureau Federation;
and,

*Other farmauction,
salesand supplies
gtes.

Bottom Fivelnter - USDA (127)

net Sites Used: Industry Association Pages (115)

Farm Progress(122)

"ATRA; P ive F 130

PrimeMedia rogressive Farmer (130)

*NASS; Seed companies (125)

*Sitesfor crop Sitesfor crop registration (115)

reglstrap on; and, Direct ag.com (123)
*Farmbid.com.

Farms.com (125)

Successful Farming At online offering (127)

American Farm Bureau Feder ation (125)

WEB STE UsE

Producers who use the Internet were asked to rate how often they use selected sites for their operations. The scale
was. 1=Never; 2=Rarely; 3=Sometimes; 4=Often; and, 5=Regularly. Theother optionwasto mark NA for “Does

not apply.”

Figure12. Internet SitesUsed, 1 of 2 Charts.

Clemson University (128)

Means Shown. Scale: 1=Never to 5=Regularly.

South CarolinaCommercial Producers’ Survey 2003 18



“Web siteswere used Figure 13. Internet SitesUsed, 2 of 2 Charts.
toobtaininformation
onmatterssuchas
equipment avallability
and prices, equipment
parts, ventilation, plant Other sites (81)
pest _prObl ems, com- Other professional assoc. web pages (87)
modity reports, o Other university web pages (88)
wegther and ventilation,
poultry diseases, and Prime media (120)
commodity prices. ATRA (121)
NASS (122)
Other university web Other farm auction, sales & suppliessites (122) 216
sitesusedincluded Farmbid.com (119)
thOISB Of_AUbum Successful Farming magazine etc. sites (119)
University, North .
CarolinaState Univer- Agrisurf (120)
sity, Mississippi State SC Farm Bureau Federation (125) 2.22
University, University 0 05 1 15 2 25
of G_eorgla’ and . Means Shown. Scale: 1=Never to 5=Regularly.
FloridaState Univer-
sty.
eIndustry association
web pages used
included thosefromthe
Peach Council, Beef In open-ended fashion, several respondentswrotethat they usethe I nternet to obtaininformation about equipment avail-
Cow Calf Weekly ability and prices, equipment parts, ventilation, plant pest problems, commodity reports, weather and ventilation, poultry
DroversAlert, Ameri- diseases, and commodity prices.
canHorticultura
Society, and the South Other university web sitesused included thoseof Auburn University, North CarolinaState University, Mississippi State
CarolinaPoultry University, University of Georgia, FloridaState University, University of Maryland, VirginiaPolytechnic University, Cornell
Federation. University, Ohio State University, and CaliforniaPolytechnic. Industry associationweb pagesused included thosefromthe
Peach Council, Beef Cow Calf Weekly DroversAlert, American Horticultural Society, South CarolinaPoultry Federation,
thebroiler network, the Cotton Council, and strawberry newsfrom University of North Carolina
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OneWeb Portal for all Extension
ServicesWeb Sites in theUS?

When asked how useful would it befor
producersto be ableto accessinforma-
tionfromall Extension Servicesinthe
country through one portal (onascae
of 1=Not useful at all to5=Very
useful), themean response (n=217)
was2.94. Thatis, respondentswere
closetothe®Don’'t know, Not sure”
middle sdection.

*It may be prematureto assumethat e-
CES will supplant time-honored
sourcesand methodsof information.

* Clemson Extension may need to
expanditsE-communication programs
for agricultura producers.

Summary of E-connectedness

*Most respondentswereunsureif it
would beuseful for themto beableto
accessall Extension Servicesinthe
country through one portal.

*Most of the producersdid not have
apersonal web siteor web sitefor their
operations.

*Therewereover twiceasmany

personal E-mail accountsastherewere
accountsfor operations.

South Carolina Producers Survey 2003

How WIReD ARE SouTH CAROLINA PRODUCERS AND OPERATIONS?

Respondents were asked whether they had personal web sites or web sitesfor their operations, and
whether they had E-mail accountsfor their operationsand themselves. Ascan beseenin Figure 14, below,
most of the South Carolina producerswho participated in thissurvey do not have personal web sitesor
web sitesfor their operations. Therewereover twiceasmany persona E-mail accountsastherewere
accountsfor producers operations.

Figure 14. Web Sitesand E-mail Accounts Among SC
Producers and Operations, 2003.

Per sonal e-mail
account

E-mail account for
operation

Personal web site

Web site for
operation

Percent Saying Yes. N=237.
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*Total number of
employeesof an
operation was posi-
tively andsgnificantly
correlated with the
operation having aweb
sSite, theoperation
having acompany E-
mail account, andthe
operator havinga
persona E-malil ac-
count.

*Ageof operator was
negatively andsignifi-
cantly correlated with
the operation not
having acompany E-
mail account and the
operator not having a
persona E-malil ac-
count.

*Yearsin operation was
negatively but not
ggnificantly corrdated
withtheoperation
having aweb site, the
operation havingan E-
mail account and the
operator havinga
persona E-malil ac-
count.

*Tota acreagewas not
correlated with the
operation or withthe
operator being wired.

South CarolinaCommercial Producers’ Survey 2003

Table 2. Correlations Related to E-Connectedness.

Yearsin Total Total Acreage | Age of

Operation Employees Operator
Operation has -.017 281** -.045 -.058
web site (231) (234) (225) (222)
Operator has .006 .051 .018 .054
personal web (231) (234) (225) (222)
site
Operation has -.046 206** .039 -.147*
company E- (231) (234) (225) (222)
mail account
Operator has -.084 142* .008 -.322**
personal E-mail | (231) (234) (225) (222)
account

Bivariate correlations. *p£.05; **p£.01; Number in () = number of respondents.

Several respondentswrotethat they do not have computersand/or do not usethelnternet. Several wroteinthat they
would liketo receive computer training/computer short coursesfrom Clemson.

Nationally, there have beenincreasesin farm computer use and Internet access (NASS, 2001). Themost recent
nationwide survey indicatesthat aimost half of all U.S. farmshave Internet access(NASS, 2003). The percent of
producersinthissurvey with Internet accountsfor their operationsislower than the 54% Internet accessfigurefor all
farmsintheir category inthe United States (see NASS, 2003).

Aswithother studiesof farm computer use(seg, e.g., Wojan, 1999; NASS, 2003), the current study showsarel ation-
ship between size of operation and age of operator and I nternet access. Whether computer and E-connectednesson

thefarm can trand ateinto marketable skillsoff-farmisnot yet clear (Wojan, 1999) and may not beimportant to South
Carolina scommercia agricultura producers. However, what isclear isthat high volume, high sdlesagricultural opera-

tionsintheU.S. increasingly rely on E-connectednessto remain competitive. Informationisapowerful sourceof
competitive advantage (Boehlje & King, 1998). Thus, therelatively low ratesof E-connectednessamong the producers
who participated inthissurvey areworthy of further study.
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TopFivePreferred
M ethods of Get-

ting I nformation:

*Face-to-face
conversationswith
other farmers,
 Face-to-face
conversationswith
Extenson Agents,
 Face-to-face
conversationswith
company represen-
tatives,

e Fidld demonstra-
tions; and,
*Telephone conver-
sationwith Extension
Agent.

PREFERRED M ETHODS OF GETTING | NFORMATION

Respondentswere provided alist of waysof obtaininginformation. For each modality, they wereaskedtorateit
usingthisscale: 1=Never preferred; 2=Preferred on alimited basis; 3=Infrequently preferred; 4=Often
preferred; and, 5=Most preferred. They were asked to mark amethod NA if it did not apply.

Themethodsinventoried were: Faceto face conversationswith Extension Agent; Faceto face conversationwith
company representatives,; Telephone conversationswith Clemson speciaists, E-mail exchangewith Clemson
researchersor specialists; Written correspondence with Clemson ; Internet searches; Faceto face conversation
with Clemson researchersor specialists; Telephone conversation with Extens on agents; Faceto face conversations
with other farmers; Telephone conversationswithindustry representatives, E-mail exchangeswith Extension agents,
E-mail exchangeswithindustry representatives, Written correspondence with Extension agent; Written correspon-
dencewithindustry representative; Field demonstrations; Going to my local Extension office; Having Clemson
researchersvisit my operation; Taking coursesat |ocal technical schools/colleges;, Meeting with Extension agentsat
my operation; Taking university courses, Taking on-line courses, and, Extension short courses.

Weritten corr w/ Clemson res/specs (206)

Figure 15. Preferred Method(s) of Getting Information, Chart 1 of 2.

E-mail w/Extension Agent (180)
Tel conv w/ industry rep. (216)
Face conv w/other far mers (220) 4.01
Tel conv w/Extension Agent (221)
Face conv w/Clemson r es/specs (220)

Internet searches (180)

E-mail w/Clemson res/specs (177)
Tel conv w /Clemson specs (216)

Face conserv w/company rep. (218)

Face inter/Extension Agent (221) 3.87

0 0.5 1 15 2 25 3 3.5 4 4.5

Means Shown. Scale: 1=Never Preferred to 5=Most Preferred.
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Figure 16. Preferred Method(s) of Getting Information. Chart 2 of 2.

Bottom FivePre-

ferr?d M ethods Of Extension short courses (201)
M On-line courses (179)

. . University cour ses (192)
C:;)I—L?:(;]S? on-ine Meet Ext Agent @operation (216) 3.6
e TaKi ng university Courses @local tech sch/coll (198)
COUrseS, Clemson res visit op (217)
e E-mail with industry Going to local Extension office (219)
repre&mtative; Field demonstrations (214) 371
¢ E-mail with Extenson Written corr w/industry rep. (205)
Agents; and, Written corr w/Extension Agent (210)
e|nternet searches. E-mail w/industry rep. (179)

4

*Thelow priority given
to E-sources of infor-
mation and methods of

Means Shown. Scale: 1=Never Preferred to 5=Most Preferred.

obtaining informetion
areworthy of further
studly.

When asked how useful it would beto respondents’ operationsto havearegularly updated list of expertsand Exten-
sion Agentsin South Carolinawhom they could contact as soon asinformation was needed from them, 19.6% of those
responding (n=214) said thiswould bevery useful. Nearly one-fourth (24.3%) said that thelist would be useful, 16.4%
said thelist would be somewhat useful, 23.8% weren't sure, and 15.9% said that thelist would not be useful at all.
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Most Used Clem-
son Resourcesin
2002:

*Extenson Agents,
*Extenson Service
Brochures,
*Extenson Service
Bulletins, and,
*Clemson researchers
and specidigs.

Least Used Clem-
son Resourcesin
2002:

*“Your Day” radio
program;
*Extensonweb
pages;

 Extenson short
courses; and,
**Makingit Grow”
televisonshow.

CLEMSON As A REsoURCE FOR SoutH CAROLINA PRODUCERS

A number of questionswere used to garner ameasure of which of Clemson’ sresourcesare being used by South
Caralina sproducers, and what the producersthink of the hel pful nessand useful ness of theseresourcesviztheir
operations. Additionally, questionswere posed to seewhat types of information from Clemson were used for the
producers operations, and what the producersthought of these. Finally, producerswere asked what qualitiesthey
need in Extension Agents, and what el se Clemson can do to help their operationsremain competitive.

Respondentswere asked to ratethe quality of theresourcesfrom Clemsononascaleof 1to 5, with1=Very poor,
unacceptablequality; 2=L ow quality; 3=Acceptablebut not high quality; 4=Acceptable, basically good

quality; and, 5=Very good to high quality. They weretoselect“NA” if theitem did not pertainto their operation.

The scaleto rate the hel pfulness of the resourceswassimilar, with1=Not all helpful; 2=0f little help; 3=M oder -
ately helpful; 4=Hepful; and, 5=Very helpful. Again,“NA” wasto beused if theresourcedid not apply tothe
respondent/the operation.

Figure 17. Clemson Resources used by SC Producers during 2002, n=216.

Extension Serv progs

M eetings w/Extension
Extension Serv short courses
Extension Serv web pages
"Your Day" Radio program

"Making it Grow" TV prog

Field dems by Clemson
Workshops by Clemson
Fact Sheets from Clemson
Extension Serv Bulletins

Clemson res/specs

Extension brochures

Extension Agent

Per cent saying service was used for their operation(s).

70
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Clemson Resour ceswith the
Highest Helpfulness Scor es.
*Extenson Agents

*Clemson researchers/specidists,
and,

*Workshopshby Extension.

Clemson Resour ceswith the

L owest Helpfulness Scor es:
*“Your Day” radio program,
*Extension Serviceweb pages; and,
*“Making it Grow” radio program.

Clemson Resour ceswith the
Highest Quality Scores:
*Extension Service Agent;
*Clemsonresearchers/Specididts,
and,

*Workshopshby Clemson University.

Clemson Resour ceswith the

L owest Quality Scores:

*“Your Day” radio program;

« Extension Serviceweb pages; and,
*“Makingit Grow” televison pro-
gram.

South Carolina Producers Survey 2003

Figure 18. Helpfulnessand Quality of Clemson Resources. Figurel
of 2.

Field Demonstrations by Clemson
Workshops by Clemson Univ.
Fact sheets from Clemson Univ.
Extension Service bulletins
Clemson Resear chers/Specialists
Extension brochures

Clemson Extension Agent

0 0.5 1 15 2 25 3 35 4 4.5 5
M eans shown. Scales 1-5, with 1 being not at all helpful or of very poor, unacceptable quality.

|.Quality mHelpfulness |

Figure 19. Helpfulness and Quality of Clemson Resources. Figure 2
of 2.

Extension Service Programs

M eetings with Extension
Extension Service short cour ses
Extension Service web pages
"Your Day" Educ. Radio program

"Making it Grow" TV program

0 0.5 1 15 2 25 3 3.5 4 4.5

Means shown. Scalesrangefrom 1to 5, with 1 being not at all helpful or of very poor, unacceptable quality.

mQuality mHelpfulness
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INFORMATION FROM CLEMSON THAT WAS UseD BY SouTH CAROLINA PRODUCERS IN CALENDAR Y EAR
Most Used Clem- 2002

son I nformationin
2002:

Respondentswere asked to indicate whether they had used an extensive array of information availablefrom Clem-
son. Thefollowing charts (Figures20-22) providethe percentage of use during 2002 among the respondentsfor

'PSFS/I vesive eschinformationiteminventoried.
pecies;
*Pegticides,
Fertilization/Fertiliz-
es
*New production
practices; Figure 20. Information From Clemson Used During 2002. Chart 1 of 3.
*New production
technologies;
«Conservation
techniques: Economic tools/land use options (190)
-Improved seed Econ tools/ mgmt practices (190)
vaidties, Enhancing yields (190)
*Best Management Biotechnology (190)
Practices,; GIS/GPS (190)
eAnima nutrition; Pesticides (190) 43.7
and, Fertilization/fertilizers (190)
*Environmenta Pests/invasive species (190) 46.3
issues. Best mgmt practices (190)
Gov't regs/progrs (190)
New production technologies (190)
New production practices (190)
50
Percent saying they had received information.
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L east Used Clemson
I nfor mation in 2002:

*Socid servicesfor
employeesitheir fami-
lies

*Organic farming;
slmmigrationissues,
*Using computersfor
operations;
*Alternativeagriculture;
*Budgeting/financid
management;

«L_abor management;
*Employment laws,
*GIS/GPS mapping;
and,
*Sprawl/farmland
protection.

Figure21. Information from Clemson Used During 2002. Chart 2 of 3.

Immigration issues (180)
Alternative agriculture (179)
Organic farming (180)
Environmental issues (181)
Conservation techniques (182) 324
Labor mgmt (190)
Employment laws (190)

Environmental laws (190)

Budgeting/financial mgmt (190)

Alternative enter prises (189)

Marketing strategies (190)

0 5 10 15 20 25 30 35

Percent saying they received information.

The Clemson information used by South Carolinaproducersduring 2002 that wasinventoried was. New produc-
tion practices, New production technol ogies; L atest government regul ations/programs,; Best Management Practices;
Control of pestsinvasive species, Fertilization/Fertilizers, Pesticides, GI S'GPS mapping; Biotechnology; M ethods
for enhancing yid ds; Economic decision toolsfor demonstrating outcomesof management practices, Economic
decisiontoolsfor understanding optionsfor land use; Marketing strategies; Alternative enterprises, Budgeting/
financid management; Environmenta laws, Employment laws, L abor management; Conservation techniques,
Environmenta issues, Organicfarming; Alternativefarming; Immigrationissues, Socia servicesfor employees/thelr
children; Occupationa safety and health; Using computersfor the operation; Improved seed varieties, Urban
gprawl/farmland protection; Taxes, Wildlifemanagement; Animal hedth programs; Anima nutrition programs,
Forage management, and, beef production.

South CarolinaCommercial Producers’ Survey 2003
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*Themost used Clem-
soninformationwas
related tofield produc-
tion, management
practices, and specific
informationsuchas
animd nutritionand
environmental issues.

*Theleast used Clem-
son informationwas
related to employees
and to E-technology and
E-connectedness.

* Unlessproducersare
gettinginformation about
thechanging landscape
of farmlabor and E-
technology and E-
connectednessfrom
other reliable sources,
thereis aneedfor
Clemson Extensonto
expand itsoutreach to
producersinthese
areas.

Figure 22. Information From Clemson Used During 2002. Chart 3 of 3.

Beef production (180)

Forage mgmt (180)

Animal nutrition progs (180)
Animal health progs (180)
Wildlife mgmt (180)

Taxes (181)

Sprawl, farmland prot (180)
Improved seed varieties (180)
Computersfor operation (180)
Occup safety & health (180)

Social sers employees/fams (180)

Per cent saying they received information.

Themost used Clemson information during 2002 tended to beinformation rel ated to field production, management
practices, and specificinformation such asanimal nutrition and environmenta issues. Theleast used Clemsoninforma:
tion during 2002 tended to be that which rel ated to empl oyees and to E-connectedness such as using computersfor
operationsand using GI SYGPS mapping.

These patternsmay reflect reliance on Clemson for moretraditiondly availableinformation. They aso may reflect
producers tendenciesto either not seek out information rel ated to therapidly changing landscape of commercial
agricultureproduction, or to useother sourcesfor this. Thisinformationwouldincludethat related toimmigration as
per the changing demographicsof farmlaborers, e ectronicinformation technol ogiesrel ated to securing acompetitive
edgein agricultural production viareliance on thesetechnol ogies, and organic and aternative agriculture- which are il
typically associated with small sca eagriculture productionin South Carolina.

Regardlessof thereasonsfor thelow useof Clemsoninformation regarding farmlabor mattersand E-connectedness,
unless producersare getting thisinformation from other reliable sources, thisspeaks to aneed for Clemson Extension
to expand their outreach to producersintheseareas.
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Clemson I nfor mation
with theHighest
Helpfulness Scores:

*Pegts/Invasive species,
*Conservation tech-
niques,

*Pedticides,
*Improved seed
vaidies
*Government regula-
tiong/programs,
*Forage management;
*Environmenta issues,
*Beef production,
*New production
practices,; and,
*Animd nutrition
programs.

QuALITY AND HELPFULNESS OF CLEMSON INFORMATION UseD BY SouTH CAROLINA PRODUCERS

Aswith the section on resources, respondentswere asked to ratethe quality of information from Clemson on ascale of
1to 5, with1=Very poor, unacceptablequality; 2=L ow quality; 3=Acceptablebut not high quality; 4=Accept-
able, basically good quality; and, 5=Very good to high quality. They wereto select “NA” if theitem did not
pertaintothemor totheir operation. Thescaleto ratethe helpfulnessof theinformationwassimilar, with 1=Not all
helpful; 2=0f littlehelp; 3=M oder ately helpful; 4=Helpful; and, 5=Very helpful. Again,“NA” wasto beused
if theresourcedid not apply to therespondent/the operation.

Figure 23. Quality and Helpfulness of I nformation From Clemson. Chart 1 of 3.

Economic tools/land use
Econ tools/ mgmt practices
Enhancing yields
Biotechnology

GIS/IGPS

Pesticides
Fertilization/fertilizers
Pests/invasive species
Best mgmt practices
Gov't regs/progrs

New production technologies

New production practices

0 0.5 1 15 2 25 3 35 4 45

M eans Shown. Scale: 1=Not at all helpful or Very poor, unacceptable quality to 5=Very helpful

mOuality mHelpfulness or Very good to high quality.
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Clemson Infor ma-
tion with the L owest
Helpfulness Scores:

*Socid servicesfor
employeesthar
families,

*Organic farming;
slmmigrationissues,
«Labor management;
Fertilization/fertilizers,
*Computersfor my
operation;
*Alternativefarming;
*Employment laws,
*Alternativeenter-
prises; and,
*Economicdecison
toolsfor demonstrating
outcomesof manage-
ment practices

Figure 24. Quality and Helpfulness of Information From Clemson. Chart 2 of 3.

Immigration issues
Alternative farming

Organic farming

Environmental issues

Conservation techniques

4.02
Labor mgmt
Employment laws

Environmental laws 3.97
Alternative enterprises
Budgeting/financial mgmt

Marketing strategies 3.86
0 0.5 1 1I.5 2 2I.5 3 3I.5 4 4I.5

Means Shown. Scale: 1=Not at all helpful or Very poor, unacceptable quality to

mQuaity m Helpfulness 5=Very helpful, Very good to high quality.

The Clemson information used by South Carolinaproducersduring 2002 that was scored on hel pfulnessand
quality was. New production practices; New production technol ogies; L atest government regul ations/programs,
Best Management Practices, Control of pests/invasive species, Fertilization/Fertilizers, Pesticides, GIS/GPS
mapping; Biotechnology; M ethodsfor enhancing yiel ds;, Economic decisiontoolsfor demonstrating outcomes of
management practi ces, Economic decisiontool sfor understanding optionsfor land use; Marketing strategies;
Alternativeenterprises, Budgeting/financiad management; Environmenta laws, Employment laws, Labor manage-
ment; Conservation techniques, Environmenta issues, Organicfarming; Alternativefarming; Immigrationissues;
Socid servicesfor employees/their children; Occupational safety and health; Using computersfor the operation,;
Improved seed varieties;, Urban sprawl/farmland protection; Taxes, Wildlife management; Animal hedlth programs;
Animal nutrition programs, Forage management, and, beef production.

South CarolinaCommercial Producers’ Survey 2003
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Clemson Informa-
tion with theHigh-
est Quality Scores:

*PegtdInvasve
Species,

*Pedticides,
*Improved seed
vaidies

*Forage manage-
ment;
Fertilization/fertiliz-
€S,

*New production
practices;

*Animd nutrition;
*New production
technologies;

*Best Management
Practices, and,
*Government regula-
tiong/programs.

ltemsused more
often by producers
tendedtoreceive
higher quaity and
hel pfulnessscores.

*Quiality scores
tended to be higher
than hdpfulness
SCOres.

Figure 25. Quality and Helpfulness of Information from Clemson. Chart 3 of 3.

Beef production

Forage mgmt 4.14
Animal nutrition progs 4.07
Animal health progs 4.02

Wildlife mgmt
Taxes 3.76
Sprawl/farmland protect 3.83

Improved seed varieties 4.15
Computersfor operation
Occupat safety & health
Saocial servs employees/fams
0 0.5 1 1I.5 2 2I.5 3 35 éll 4I.5

Means Shown. Scale: 1=Not at all helpful or Very poor, unacceptable quality to

5=Very helpful,Very good to high quality.

B Quality W Helpfulness

Clemson I nfor mation with the L owest Quality Scores. «Socia servicesfor employees'their families; «Organic
farming; slmmigration I ssues, *Alternativefarming; <L abor management; «Alternative enterprises; «Budgeting/financia
management; *Employment laws,; sComputersfor the operation; and, s Economic decisiontoolsfor demonstrating the
outcomesof management practices.

Aswiththe scoring of the quality and hel pfulness of Clemson resources, respondents tended to give ahigher scoreto
thequdity of information provided by Clemson, and alower scoretothe helpfulnessof theinformation. Likewise,
thoseitemswith higher useratestended to receive higher scoreson hel pfulnessand qudiity.
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Top Attributesof
Extension Agents
Needed by South
CarolinaProducers:

*Willingnessto seek
out other sourcesof
information, research-
ers, and other relevant
entitieswhenhigher
avalableinformationis
not adequate;
*Willingto problem-
solvewithme;
*Knowledgeable
about thelatest
technology relevant to
my operation;
*Ableto connect me
with theexperts| need
assoonaspossible;
and,
*Avalablewithina
reasonabletime
frame; Knowledgeable
about thelatest
technology relevant to
my operation (tie).

SkiLLs, K NowLEDGE AND ATTRIBUTES OF EXTENSION AGENTS UseruL To SouTH CAROLINA OPERA-
TORS

Respondentswere asked to ratealist of abilities, knowledge, and attributes pertaining to Extension Agentsin termsof
what operators need to enhancetheir operation’ scompetitiveness. Ascan be seen Figure 26 (below), themost
important attributeswerewillingnessto seek other sourcesof information, researchersand other rel evant entitieswhen
hig/her avail ableinformation isnot adequate, having the knowledge about thelatest technol ogy relevant to theopera
tions, willingnessto problem-solvewith the producer, and being available within areasonabletimeframewhen the
producer callshigher officewith questions.

Producerswrotethat it isimportant that agentsbeformally trained, be good listeners, have good communication skills,
makefarmvisits, and realizethat they can not be expertson everything.

Figure 26. Attributes of Extension Agents Needed by SC Producers.

Willing to seek outside info, researchers (184)
Willing to problem-solve with me (191)

Avail within reasonable time (186)

Conduct on-site demonstrations (159)

Help organizerecord keeping (162)

Ability to help w/on-site testing (160)
Knowledge re latest technology (182)
Knowledge re latest regulations (185)
Knowledge re latest research (184)

Help connect w/ experts ASAP (183)

Help acquireinfo not on web (150)

Help quickly find info on web (143)

T T T T T T
0 0.5 1 15 2 25 3 3.5 4 4.5

Means shown. Scale 1=not at all useful to 5=very useful.
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Face-to-Face Exten-
sion Education

ApproachesThat

Best Meet Opera-
tors' Needs:

*On-gtefarmvidgts,
*1-2 hour meetings,
*Haf- tofull-day field
days,

Face-to-Face Exten-
sion Education
Approaches L east

SuitedtoOperators
Needs:

*Week-long extensive
schools;

*1 1/2 to 2-day
workshops;
*Associations(suchas
DHIA; FarmBusiness
Mgmt.).

THE BotTOoM LINES: EvALUATING CLEMSON ExTENSION EDUCATION APPROACHES, THE USEFULNESS
oF PSA/ExTensioN, CLEMSON's RoLE IN SouTH CAROLINA AGRICULTURE, AND DEGREE TO WHICH
PSA/ExTENsioN HavE BEEN AFFECTED BY BubGceT CuTs

Respondentswereasked to makean overall evaluation by rating PSA/Extension’ suseful ness, itseducation ap-
proaches, itsrolein agriculturein South Carolina, the degreeto which budget cutshave affected it, and whether they
(South Carolinaproducers) have had any reservationsabout relying on Clemson’ sagents, researchersor printed
resources. Thefollowing pages relay the responsesto these concerns.

Figure 27. Evaluation of Face-to-Face Extension Education Approaches.

Associations (148)

Producer-Clemson partner ships (148)

Week-long extensive schools (153)

1 1/2 to 2 day workshops (165)

Half- to full-day field days (172)

1-2 hour update meetings (170)

On-sitefarm visits (184)

Means Shown. Scale: 1=Not at all valuable to 5=Very useful.
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Areas of Clemson Resear ch that
Need tobelnitiated or Expanded:
*Yield & gradeenhancement for
biotechnology;

*Treeproduction;

*Management and use of waste;
*Marketingfor peaches,

*Peach genomics,

*Effectsof RoundUpandBT on
cottonyield;

*Aquaculture;

*Cotton and tobacco;

*Improved soybeanvarieties,

*Beef and cattle productionand
markets,

*Diseaseson strawberries;

Fireant control;

*Dead animal disposd;

*Broiler nutrition, management and
marketing;

*Seed variety performance; and,
*New varietiesand production prac-
tices.

Other WaysClemson Can Help

Producer s Stay Competitive:
*Helploca nurseriesand businesses,
«Connect farmerswith K-12;

By far, producerssaw receiving fact sheetson a regular, timely basisasaway that Clemson can help

South Carolinaproducersstay competitive (75.9%; see Figure 28, below). Whileearlier remarksand

ratingsindicated aneed for farmvisitsby Extension Agents, just under 50% indicated that morefre-

quent visitsby Extension Agentswould hel p them stay competitive.

A summary of open-ended commentsappearson theleft sideof thispage. A number of suggestions

related to beef and poultry industriesand othersto improving marketing predominated in the comments.

Figure 28. Ways Clemson Can Help Producers Stay
Competitive.

Receive fact sheets
onregular, timely
basis (233)

Allow Extension
Agentsto visit more
often (233)

0 10 20 30 40 50 60 70 80

Per cent agreeing to statement.

How UseruL 1s PSA?

*Helpleadership of youth organizations Respondentswere asked to ratethe usefulness of Clemson’ sPublic Service Activitiesand Extension
inagriculture; a‘1d _ Serviceinmeeting their agricu turd producti oni nformation needs. The scalewas 1="Not at all
*Support specialistswhowork with useful” to5="Very useful.” Ascanbeseenin Figure29 (following page), 73.2% of the respon-

producers. dentsgaveeither a4 or a5 out of apossible5. Themean (n=212) was 3.78.

South Carolina Producers’ Survey 2003 34



*Of the 212 respon-
dentswho responded
totherequest that they
rate PSA and the
ExtensgonSarvice's
overdl usefulnessin
meeting their needsfor
agriculturd information
for their operations,
73.2% gavearating of
4or 5out of apossible
highof 5.

*Very few respondents
(9.4%) rated PSA/
Extensionasnot useful
intermsof agriculturd
information.

*Under one-third
(27.4%) of therespon-
dentsgave PSA/
Extensonamid-range
rating of 3out of ahigh
of 5and alow of 1.

Figure 29. Rating of PSA's Usefulness. n=212. Scale:
1=Not at all Useful to 5=Very Useful. Mean=3.78.

274

mlor2 m3 @4or5

WHAT 1S CLEMSON' S RoOLE IN AGRICULTURE IN SOUTH CAROLINA?

Respondentswere asked to writein, in open-ended fashion, what they thought Clemson’ sroleinagricultureis.
These responsesthen were quantified, ascan be seenin Figure 30 (following page).

Of the 109 respondentswho wrotewhat they think Clemson’ sroleinagricultureis, afull one-third (33%) instead
used the space provided towritein praises of Clemson’ sperformance inagriculture. Somereferred to Clemsonas
the best and/or only school for agriculturein the state, whileafew others said that Clemson isthe best school inthe
country [for agriculture]. Severa said that Clemson hasanimportant rolein agricultureand has been very useful
over along period of time. Otherswrotethat they appreciate Clemson’ shel pfulness.

Ten percent of respondents used the spaceto criticize Clemson. Critics commentswereto theeffect that Clemson
doesnot stay current in agricultural trendsand technol ogical changesin agriculture, that too much focusison garden-
ingand social issues, and that with thedeclinein agricultureinthe statethey [the producers] have not found Clemson
information useful and haveinstead beenrelying on other states' Extension programsfor information and assi stance.
Others, however, expressed worry over thefuture of agricultureand agricultural Extensioninthe state dueto state
budget cutsand lack of support fromthestate Legidature.

Of thosewho specifically addressed their perceptionsof Clemson’ srolein agriculturein South Carolina, 12%
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wrotethat Clemson should work with farmers, producersand the agricultural industry, another 12% said the Clemson

Praisesfor Clemson:

should berespons blefor educating and informing farmersand producersthrough the dissemination of agricultura

* Thebest/only school information, 10% said that Clemson should conduct and lead agricultural research, 4% said that Clemson should lead
for agricultureinthe inpromoting agriculturein
date; the stateand to consumers,
*Thebest school inthe _ . _ and 1% said that Clemson
country [for agricul- Figure 30. Responsesto Query re Clemson'sRolein should lead in agriculture.
ture]; Agriculture. n=1009.
*Very useful over along Worried re Twelve percent of respon-
period of time; budget cuts/less oty Educateinform . dentsgave other responses
*Very helpful staff S disseminfo Caor;?:rcgsjrdc;]n to Clemson’srole. These

6% ? 10% tended to bevery specific
Criticismsof Clem- 5 . to their own operations,
son: Criticism of romz(f/fag”c and did not speak toa
«Not currentinagricul- Clemson in agric statewiderolefor Clemson
tural trends/ technol og 10% Work in agriculture.

ural trends technologi- w/farmer §/produc
cal changes; ersiindustry
* Toofocused on Praisefor Lead in agric 12%
gardening/socia issues. Clemson in agric 1%
33%

Worry for Clemson’s

Future

*Budget cuts AFrFecTED BY BubceT CuTts?
-La(_:k of support from Respondentswereasked torate
Legidature.

the degree to which state budget
cutshaveaffectedthequality and

Clemson'sRole: quantity of serviceprovidedto

*Work withfar n_1er|s, operatorsviaPSA/Extension. The
_prOdUCGf s& agricultural scalewas 1= “Not at all Af-
indudtry,

*Educatef inform; fected” to 5= " Affected very

severely.
*Disseminate informa Y
tion; ;

' The 186 respondentsto this
'C(_)nO:UCt:‘ lead . question were nearly evenly divided
agrieuur researcn, onthisissue (Figure31). The
*Promoteagriculture.

meanfor thisitemwas 2.94.
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Figure 31. Respondents Rating of Budget's Effect on
PSA/Extension. n=186. Scale: 1=Not at all affected to
5=Affected very severely. Mean=2.94

33%

HBlor2 @3 @4o5
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CONCLUSIONS

Thissurvey of South Carolinacommercia agricultural producersfocused ontwoissueareas. producers needsand
Clemson’ srolein meeting them.

Producersindicated aneed for information regarding pesticides and the control of pests/invasive species, weather
forecasts, government regul ations, and new production and Best Management practices. Producerstended to prefer
traditional ly available sourcesof information such asClemson Extension Serviceagents, newdetters, bulletinsand
brochures, fact sheets, weather servicesreports, trade magazinesand pesticidedealers.

Ownership of personal and businessE-mail and Internet accountswaslow. Electronically access ble sourcesof
information received relatively low mean scoresas sourcesof information. Respondentsalso did not seehighvaluein
having one portal through which all Extension servicesinthe country can beaccessed. Based ontheresultsof the
current study, it may be prematureto assumethat e-CESwill supplant time-honored sources and methods of informa-
tion. Alternatively, thesefindingsmay indicate that Clemson Extens on should expand their E-communication programs
for agricultura producers. Thisisinlight of researchindicating that competitivenessin U.S. agricultureincreasingly isa
function of E-connectednessand the ability to use E-technology.

Clemson resourcesand information that saw relatively high level sof use during 2002 alsotended to berated higher in
quality and helpfulnessthanthosewith lower levelsof use. Clemson Extens on agents, meetingswith Clemson, and
information on matterssuch as pesticides, new production practices, and improved seed varietiesreceived higher mean
scoresthandidthe“Your Day” publicradio program, the“Making it Grow” television program, andinformation on
organicfarming, GI SYGPS mapping, and using computersfor operations.

Respondents saw Clemson’ srolein agriculture asincluding informing producers, conducting research, and promoting
agriculture. Theoverall usefulnessrating for PSA/Extensonwas3.78 onascaeof 1for“Of littleuse’ to5for “Very
useful.” Respondentswereevenly divided on the degreeto which budget cutshad affected the quality and quantity of
Clemson servicestothemandtheir operations.

RECOMMENDATIONS

Itisrecommended that decision makersin PSA/Extens on carefully review thesefindings, noting information that can
guide decisionsabout which programsand servicesto expand or refine, which programsto reduce, and what research
toinitiateor expand. Inaddition, itisstrongly recommended that PSA/Extens on E-connectedness and E-technol ogy
outreach for commercial producersbereviewed with an eyetoward enhancement to further assist the state’ sproducers
instaying competitiveinanincreasingly globa market.
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