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Five focus group sessions were held imvobving over 50
agricultural producers and professionals who work with
farmers. Study objectives included determining how farmers
prefer to recetve commodity marketing information. Results
showed farmers recetved marketing information from many
sources, and that it was most critical In spring. Marketing
programs conducted by the Extension Service were deemed
more trustworthy than private sources, Women should be
invalved in marketing plans, and selective use of new technol-
ogy was encouraged, The Extenslon Service marketing news-
letter was deemed very understandable, with useful informa-
tion. Ag outlook/marketing inserts and other articles in
magazines contain wseful marketing information and should
be continued.

Intreduction Focus groups can provide

Farmers have ranked commod-  valuable qualitative information
ity marketing programs sponsored  to help evaluate adult education
by the Minnesola Extenslon 3er- programs (Falk, et al, 1988). Fo-
vice as a high priority. Several cus group sessions were sched-
program dellvery methods have uled as part of a larger effort lo
been used, including meetings. evaluate agricultural marketing
newslellers, radlo, magazine In-  programa (Grantham, et al, 19932).
serts, and satellite conferences. Focus groupa invelved farmers
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with experience in extenslon mir-
keting programs, as well as agri-
cultural lenders. buslness people
and educalors.

Purpoasss

1. Determine the types of markeling
information avallable to agricul-
tural producers from the Exten-
aton Service and other sources.

2. Determine how producers use
marketing information and (s
importance In commodity mar-
keting management.

3. Document addiional mearkeling
information needed by producers
and the role ef the Extenaion Ser-
vice In providing it

4, Delermibne Uhe nole of Uhe Extemnaion
Service In enhancing the agricul-
tural mesrketing skilks of Eummers.

melity
B. Determine the potential for alter-

nalive delivery methods {zatellite

transmission and video Lapes).

Mathads and Analysks

A three-person coordination
team developed questions for the
facus group sesslons. based on
the study’s objeclives. The ques-
tions follow:

1. What are your sources of com-
modily marketing and agricul-
tural outlesk Infarmation?

2. Whatl tmes of the year do you
mast need marketing information®

3. What kinds of marketing and out-
baok Information do you need?

4. What kind of marketing informa-
tion doyou nesd that s not pres-
ently avallable?

5. How useful 1s the marketing and
autlsak information from the Min-
nesola Extension Service?

B, How do you use the information
in the Extension Service's Mar-
kciing MNewsleller?

7. How do you use Uhe Information
in the Ag Oullock Insert in the
Al News?

8, How do you use Lhe Information
in The Farmer magazine?

8. What s your opinjon of various
extension Information dellvery
methods, ncluding newer tech-
nologles such as video tapes and
aatellite transmission.

10.What could the Extenslon Ser-
vice dotoattract other clientele to
utilize marketing programs and
information?

11.Dayou have any other comments
on marketing and Information
programs?

Focus group sesslons were
acheduled In four Minnesota coun-
tes with acthve extension marketing
progirams, Counly exlenslon agenls
In cach county hosted the focus group
seaslons and invited 10 agriculium]
preducers to parlicipate. Producers
were experienced In commodity mar-
keting and famillar with extenston
marketing progrmums

Adter thl: five '.l'-:o-n:w Eroup sca-
sbons were completed, the coondl-
nation tearm analyzed the data. Each
team member worked Independenthy
and laled & to 10 maln themes,
with assccinted “nolable quotes® for
each location (Krueger, 1988). The
coordinating team combined thelr
imdependent analyses Into a Mnal
list of overall themes and represen-
Lillve quoles.

Findinga
1. Farm producens recebve eomimod-
ity marketing and oullook Infor-
mation from many sources. Mosl
freqpuently mentioned were:
# Dataline and other tranamis-
slon sysiemas,
« Farm publications and news-
papers.
= Hadio stations, especially the
Lindner Farm Network.
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= Privale sdvisory services and
= MNthrmﬁamgcmnlpru-

grams.

"Farmers are nol looking for
one source of Informatien, Bbul a lot
of vartety.”

2. Grain marketing informatbon bs
necded continually, but I8 most
eritical during the apring and early
summer, when markel rallles
usually coour,

“We have time to study the grain
markets in the winter months, bat
April, May and June are the critical
tlmes,”

3, More than enough grain market-
Ing Information (8 avallable to
producers, The challenge 15 1o
help them anabyse and use 1L
“Sometimes we gel so Invelved

In absorbing fundamental informa-

tion that we do not stand back and

loak at the big pcture,”

"Al this tlme [fumers may be
exposcd to an excess of Information,
They need a good declalon making
madel to sorl the wheat fom the
chalf.”

4, Markeling programs from the
Mlanesola Extenston Servlce are
of very good quality and serve a
useful purpose.

“There i a high degree of bnast In
extension Information, where there
may be some blas in privale informa-
tHon. -

5, The Extension Service marketing
newsletler Is very understand-
able and containe useful infor-

matken, especially on govermunent
farm programs, markel trends

and anahyais, basls and market-
ing sirategles,

“Maosl producers are at different
levels of marketing skill and the news-
letter helps them individualize their
marketing plan.”

B Ag outlook Inserta and other ar-
tcles In magazines and newspa-
pers contaln useliil marke Ung ln-
formation and are used as o base
information source by ag profes-
stonals.

“The outlook booklets give an
indication of whal happened and
why It happened.”

7. Time commitment is a critical fac-
tor In @elling producers bo allend
meelings and workshops, Allen-
dance Is defermined by program
quality and interest In topkes wd-
dressed

"Eamt,l:lmﬂ a amall group of
peopke. an interesting tophe. and a
porl of colles are all that 1s needed for

a good meeting.®

B, The Extensbon Service must have
closer links with private sources
for getiing marketing information
to frmers, Both pariles must
beconme lesa eompe Wthe and more
cooperathae,

"It s Important for extension 1o
have tes with private firms to en-
courage allendance al markeling
programs.”

8, The Extension Service needs to
do a better job of targeting educa-
tonal programs and should con-
sider expanding polential auwdi-
cnces, eapecially women.

It is very Important to have
women Involved in developing mar-
keling plans.®

10, Alternallve program delvery
methoda [satellite technology
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and video lapes] can reach many
people with high quality pro-
grams, However, the Extension
Service musl realtse the Lmita-
tions of this technology and the
importance of quality program
deltvery when uslng 0.
“Part of U of M's responaibility 1s
innevatlon in communicalion and

information transfer.®

Conclusisn
Forus group participantaviewed
Exiensbon Servics frEr-
kelng programs as high quality.
useful and informathee. They aug-
gested coordinating more with pri-
vate industry, targeting special pro-
for women and holding spe-
clal mestings for agriculiural profes-
stonals whowork direetly with Eurmers.

While encouraging strategies to
manage and wlilze satellite technal-
ogy. they sakd the technology has
lmilntlons, Saicllile progmms and
video tapes cannol substiule for
personal contact with preducers or
for other delbvery methods. New
technologies need to fit into the en-
tire program delbvery scheme for eom-
modity marketing programs,
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