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ABSTRACT:

The study was conducted in three districts of Telangana with the objective of examining the
AwarenessofExtensionpersonnelaboutuseofdigitalmarketing applicationscovering a random sample of
90 extension personnel.lnterview schedule was developed with 20 statements were developed
thoroughly by discussion with the concerned scientists and from reviewof literature to know the level
of awareness about the use of digital marketingapplications.lt was foundthat majority of them
belongedtoagebetween 29 to 38 years and were foundeducated«wup to post graduation. Most of the
extension personnel had job experience between 7 to 14 years. Majority, of them have received
training in agricultural
anditsalliedaspectsandfrequentlyusedfriendsorcolleaguesastheirsourceofinformation. Most of the
extension personnel were having medium level.of mobileinclination,information management
orientationandjob commitment.With regards to awareness extension personnel about the use of
digitalmarketing applications, it was found ‘that majority of:the extension personnel werefoundto
havemedium level of awarenessaboutuseofdigitalmarketing applications.It's crucial for extension
personnel to keep up with changes in agricultural technology and have an in-depth knowledge of
mobile applications. Using mobile applications, extension personnel may easily communicate with
larger farmers and provide them with vital information to aid in problem-solving and hasty decision-

making.
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INTRODUCTION:

Information:has become a valuable commodity for agricultural growers in the modern world.
(Akinwale, 2020). Access to timely, relevant and reliable agricultural information is necessary for
agricultural development (Zhang., Wang, & Duan, 2016). Highly developed and organised flow of
agricultural-information is capable of enhancing productivity and better market price for farmers,
increase farmers knowledge and facilitate agricultural activities in rural areas (Msoffe& Ngulube,
2016). Reachability has grown to be a huge task for the extensional personnel in order to offer them
with information (Meena, R.L., B. Jirli, M. Kanwat and Meena, N.K. 2018). New extension service
delivery tools must be created in order to reach the unreached. Information and communication
technologies (ICTs) have made it possible for extension services delivery systems to achieve their
enormous responsibility of disseminating knowledge to agricultural farmers. (Pavan Belakeri,2017).

Mobile applications are becoming increasingly popular among farmers among the different

ICT tools, and their use in the agricultural industry is expanding quickly. Mobile applications (mobile



apps) are software programmes similar to those in desktop and laptop computers, designed to run on
mobile devices like smartphones and tablets (Costopoulou et al., 2016). Numerous mobile agriculture
apps have been created by the major public sector stakeholders in the national agricultural system,
including state departments of agriculture, SAUs, ICAR, and the business sector. Many applications
are used for many farming functions, including crop information, pesticide, fertiliser, seed, selling of
produce, irrigation information, crop production estimation, weather information, and the best farming
practises. (Ansari, M.A. andPandey, N. 2011). Both in developed and developing nations, the
agriculture sector has a lot of potential to be modernized thanks to mobile apps. For instance, they
can help small-scale producers earn more money, lower the transaction costs associated with
producing and distributing goods, enhance customer traceability and quality standards, ‘and open up
new business opportunities for financial institutions.

Smartphones and tablets offer new possibilities for sharing information and learning. For
example, farmers could watch videos demonstrating new agricultural techniques or take pictures of
pests affecting their crops and either request automatic identification and recommendations or raise
guestions with agronomists (Olson, 2018). Farmers could play with apps to better understand the
risks associated with certain crops (Tjernstrom et al., 2019).

The key benefits of mobile apps for farmers are easy information access on their mobile
devices. Information such as specifics of a package of practises, information on pests and diseases,
and scheme-related information, etc., is stored on the mobile device itself for convenience. The
mobile app needs internet access to retrieve data from the 'back-end server databases whenever the
information is dynamic, such as weather “information, market prices, or advisory services.
(JillellaTeza.,etal.2016).0Oladele (2015). contended that ICT, particularly mobile phone applications
enable extension agents to reach vast number of small-scale farmers simultaneously using their local
language with knowledge and:information which strengthens and enables farmers to solve their own
problems in addition to making timely informed decisions.

To ensure that farmers,.who are largely uneducated and underprivileged, receive accurate
information, extension:staff must be capable of using the various mobile applications. (Norton, &
Alwang, 2020). Farmers'.income levels rise when extension workers provide them with useful
agricultural information and knowledge, which improves their quality of life. (Kyaw, Ahn, & Lee, 2018).
Making communication processes more purposeful and goal-oriented requires the development of
communication skills as well as the embrace of contemporary philosophy, methods, and technology.
When developing an extension strategy, it is seen that extension educators typically consider modern
ideas as providing force for accelerating change. This calls for the creation of an expert source to
understand the depth of the subject matter that enables knowledge consumers to learn what they
need to apply for the advancement of farming and their community. The farmers' exposure to and
usage of contemporary communication media is a major factor in the rapid development of agriculture
or farming. The farmers have made great use of conventional sources such as literature, protests,
and the media. Farmers are not well-equipped to use agricultural technology to meet severe
difficulties in the current era of modernization by using the traditional techniques of acquiring useful

agricultural information.In order to close the knowledge gap between farmers and the information



source, agricultural extension personnel must take on a more significant role. An understanding of
mobile apps and staying up-to-date with agricultural technology improvements are crucial for
extension professionals. With the help of mobile applications, extension agents may quickly get in
touch with larger farms and give them crucial information to support quick decision-making and
problem-solving.

METHODOLOGY:

Thestudywasconductedin three districts namely Nizamabad, Karimnagar and Warangal of
Telangana state which were purposively selected, assubstantial farmers were foundusing digital
marketing mobileapplications. For the present study, ex-post facto research design wasused to
provide deep insight into the problem.
Fromeachdistrict30extensionpersonnel(3x30=90)wereselectedrandomly.
Atotalof90extensionpersonnelwererandomlyselectedfromStateDepartment «of Agriculture. (SDA) who
are at least in the cadre of Agriculture officer,Agriculture Extension Officer.or higher and classified as
SDA sector respondents.Interview schedule was developed with 20 statements were developed
thoroughly by discussion with the concerned scientists and from reviewof literature to know the level
of awareness about the use of digital
marketingapplications.Thestatementswerelistedintheformofatableandcorrespondingly three levels of
awareness namely Completely Aware, Partially Aware and NotAwarewith a scoringpattern of2,1 and
Orespectively..Hence, the maximum possiblescore.is 40 and the. minimum possible score isO. The
total score obtainedby the respondents was taken as theirlevel ofabout the use of digital marketing
applications.
Therespondentsweregroupedintothreecategoriesbasedontheirawarenessabouttheuseofdigitalmarketin
gapplicationsby usingmeanandstandarddeviation: Data was collected and analyzed using the
following statistical tools like:frequency, percentage, mean, standard deviation, correlation and
regression analysis.

RESULT AND DISCUSSION:

Table 1. Distribution of Extension personnel according to their profile characteristics

S.No | Categories | Frequency | Percentage
A. Age
1. up to28 years 24 26.66
2, 29to38years 52 57.78
3. morethan39years 14 15.56
B. Education
1. Diploma 22 24.44
2. UnderGraduation(U.G) 28 31.11
3. PostGraduation(P.G) 34 37.78
4, Doctorate(Ph.D) 6 6.67
C. Job experience
1. up to6 years 22 24.44
2. 7tol4dyears 48 53.33
3. morethanl5years 20 22.23
D. Training received
1. Trainingnotreceived 4 4.44
2. Trainingreceived 86 95.56
E. Source of information




1. Hardlyassess (up to 12) 20 22.22
2. Frequentlyassess(13 t015) 44 48.89
3. Regularlyassess (16andabove) 26 28.89
F. Information management orientation

1. Low  (upto32) 20 22.22
2. Medium( 33to 48) 46 51.11
3. High  (49and above) 24 26.67
G. Mobile inclination

1. Low (upto53) 20 22.23
2. Medium(54 to 65) 48 53.33
3. High  (65and above) 22 24.44
H. Job commitment

1. Low (upto29) 14 15.56
2. Medium(30to 35) 58 64.44
3. High  (36and above) 18 20.00

The data in the table 1 indicates that that majority of them belongedtoagebetween 29 to 38
years (57.78%) and were foundeducated up to post graduation (37.78). Most of the extension
personnel had job experiencebetween 7 to 14 years (53.33%). Majority (95.56%):0f the respondents
have received training in agricultural anditsalliedaspectsandfrequently. usedfriendsorcolleagues
(48.89%)astheirsourceof information. Majority the extension personnel were having medium level of
mobileinclination (53.33%),information management < orientation. (51.11%)andjob commitment
(64.44%).

Awareness of Extensionpersonnelaboutuse of digitalmarketingapplications:

Tomeasure theAwarenessof extensionpersonnelaboutuse of
digitalmarketingapplicationstheywereaskedtoratetheawarenessonthree-pointcontinuum i.e. completely
aware, partially aware and unaware to the statementrelatedto useof
digitalmarketingmobileapplications.

The data regarding--awareness ofExtension personnel about useof digital marketing
applications is presented. in the Table 2 and discussed as follows. About91.11per
centoftheextensionpersonnel were completely awarethat digital marketing applications provides better
market information to farmers to
improvetheirincomeanddeliverbetterpricetoconsumerforagriculturalproducts followed by
provideinformationonpricediscovery,pricetransparencyandpricetransmission (91.11%). About84.44per
centoftheextensionpersonnel were completely
awarethatdigitalmarketingapplicationsproviderealtimeandbroad-basedpricedissemination followed by
provide ‘a platform which enables to sell and buyagricultural produce and products from any place
(82.22%), makesiteasiertocomparemarketprices (80.00%), provide a platformwhere many sellers
andbuyersareconnectedacrosscountry (80.00%) and providesmoresellingoptionstofarmers (77.78%).

Majority (75.56%) of the extension personnel were completely aware thatdigital marketing
applications increasemarket integration followed by eliminates number of intermediaries,
therebyensuring that there is increased price share for the farmers (75.56%), reduced the market
imperfection (73.33%) and reduce dependency of farmers on MSP and publicprocurement (73.33%).
While 68.89 per cent of the extension personnel were completely aware thatdigital marketing

applications increase marketing efficiency followed by increasenetreturnstofarmers (66.67%), sales




process is less complicated in digital marketing applications (64.44%) and increase competitiveness
(64.44%).

Further 57.78 per cent of the extension personnel were completely awarethat digital
marketing  applications reduce monopoly of traders followed by followed by
enablesmoreefficientsupplychain (55.56%) and improvetransparencyinmarketingsystem (53.33%).
Whereas 53.33per centoftheextensionpersonnel were completely aware that digital marketing
applications increases the price share of the farmers i.e.,provides a platform to the farmers to sell his
produce where he feels that he isgetting a remunerative price for his produce followed by

reducestransactiontimeandincreasesmarketrevenue (51.11%).

Table2:DistributionofExtensionpersonnelaccordingtotheir overallawarenessabout useof

digitalmarketingapplications

(n=90)
S.No Category Frequency Percentage
1. Low (upto30) 18 20.00
2. Medium(31 to 35) 50 55.56
3. High (36andabove) 22 24.44

It is evident from the Table 3 that majority (55.56%) of the extensionpersonnel were having
medium level of awareness about use of digital marketingapplications followed by high (24.44%) and
low (20.00%) level of awareness.
Theprobablereasonmightbethatmajorityoftheextensionpersonnelarewelleducated, have more job
experience and are committed to their job. They also.keep themselves updated with the information
related to the agriculture, SO that they

canreachtheinformationtothefarmersinrightchannelandatrighttimeandhelpthemto earngood returns.



Table 3. Distributionof
Extensionpersonnelaccordingtotheirawarenessaboutuseofdigitalmarketingap
plications

(n=90)

S.No Statements Completely |Partiallyaw Unaware
aware |are

F % F % | F %

1 |ltprovidesaplatformwhichenablestosellandbuyagriculturalp | 74 |82.22| 14 |15.56| 2 | 2.22

roduceand products from anyplace.

2. | Improvedtransparencyinmarketingsystem. 48 | 53330 30 133.33] 12 | 13.34

3. |ltiseasierto makeprice comparisons

byusingdigitalmarketingapps 2

80.00 | -18 |20.00| 0 | 0.00

4. |Reducedmarketimperfection
66 173.33| 18]20.00| 6 | 6.67

o

Increasedmarketingefficiency 624 68:89 0.00
: 28 |31.11| O .

6. |Increasedcompetitiveness
S8 |64.44 | 22 |24.45|10 |11.11

~

Saleprocessislesscomplicated.
56 162.22| 26 [28.89| 8 | 8.89

8. |Itprovidesrealtimeandbroad-basedpricedissemination
76 |84.44| 12 |13.34]| 2 | 2.22

9. |Itprovidesinformationonpricediscovery,pricetransparencya
ndpricetransmission 82 |91.11| 8 |8.89| 0 | 0.00

10. | Itwill providemoresellingoptions tofarmers 20 177781 16 [17.78] 4 | 4.44

11. | Itenablesmoreefficientsupplychain: 50 |5556| 28 |31.11| 4 | 4.4

12. | Reducedtransactiontimeandincreasedmarketrevenue a8 14222 | 46 51.11] 6 | 6.67

Itprovidesaplatformwheremanysellersandbuyersareconne

13. | ctedacrosscountry. 2> 180.00! 18 12000l o | 0.00

Itincreasesthepriceshareofthefarmersi.e.,providesaplatfor
14. | mtothefarmerstosellthisproducewherehefeelsthatheisgettin | 48 |53.33| 30 |33.34| 12 | 13.33
g a remunerative priceforhisproduce.

Iteliminatesnumberofintermediaries,therebyensuringthatth | 68 | 75.56 | 22 |24.44| 0 | 0.00

15 ereisincreasedpriceshareforthefarmers
Itprovidesbettermarketinformationtofarmerstoimprovesthei
16.r 82 |91.11| 8 |8.89| 0 | 0.00
incomeanddeliverbetterpricestoconsumerforagriculturalpro
ducts.
17. |Increasedmarketintegration 78 |75.56| 22 |24.44| 0 | 0.00
18. | Increasednet returnstofarmers 60 |66.67| 20 [22.22| 10 |11.11
19. | Reduceddependencyof farmerson MSPand 66 |73.33| 20 |22.22| 4 | 4.44

publicprocurement

20. |Reduced monopolyof traders 52 |57.78| 32 |35.55| 6 | 6.67







Correlation analysis betweenindependent variables and awareness of Extension
personnelabout use of digital marketing applications

The data presented in the Table 4 provides an insight towards therelationship
betweenindependent variables and awareness of Extension personnelabout use of digital marketing
applications. It isevident that out of 8
variables,only6variablesi.e.Education,jobexperience,trainingreceived,sourceofinformation,mobileinclin
ationandjobcommitmentwerefoundpositiveandsignificantly correlated with awareness of Extension
personnel about use of digitalmarketing applications, out of these variables, 3 variables i.e. Education,
trainingreceived  andmobile inclination were found correlated at 0.01 level of
probabilityor1%levelofsignificanceand3variablesi.e.jobexperience,sourceofinformation and job
commitment were found correlated at 0.05 level of
probabilityor5%levelofsignificance. Theremaining2variablesi.e.age informationmanagementorientation
didnotindicatedsignificantrelationshipwithawarenessofExtension  personnel ‘about useof digital

marketing applications.

Table4:CorrelationcoefficientbetweenindependentvariablesandawarenessofExtensionpersonn

elaboutuseofDigitalmarketingapplications.

S.No Variables CorrelationCoefficient
1. Age(Xy) 0.183NS
2. Education(X5) 0.420**
3. Jobexperience(Xs) 0.306*
4, Trainingreceived(X,) 0.441**
5. Sourceof information(Xs) 0.376*
6. Mobileinclination (Xg) 0.272NS
7. Jobcommitment (Xz) 0.618**
8. Informationmanagement orientation(Xs) 0.360*

*Significantat 5%levelofsignificance**Significant at 1 %levelof significance
1. Ageandawareness:

AgeofExtensionpersonnelwasfoundpositiveandnon-significantwith the awareness about
use of digital marketing applications.It is
generallyexpectedthatwiththeincreaseintheage,theawarenesslevelofextensionpersonnelaboutnewtech
nologiesinagriculturealsoincreases.Buttheresultindicates that Extension personnel of all the age
groups (young, middle and
old),weresimilarintheirawarenessaboutuseofdigitalmarketingapplications.Irrespective of the age,every
extension personnel keep themselves updated withthe information about new technologies in
agriculture. So it can be concluded thatage does not have significant relationship with awareness of
Extension personnelaboutuseof digital marketingapplications.

2. Educationandawareness:
Thepositiveandsignificantrelationshipbetweeneducationoftheextensionpersonnelandtheiraw
arenessaboutuseofdigitalmarketing

applicationsindicatesthatwiththeincreaseineducationlevelofextensionpersonnel,theawarenesslevel



also increases.
3. Jobexperienceandawareness:

The positive and  significant  relationship  between job  experience  of
theextensionpersonnelandtheirawarenessaboutuseofdigitalmarketingapplications indicates that as the
job experience increases, awareness of extensionpersonnel also increases.It could be inferred that
extension personnel with morejob experience effectively utilize various information sources to keep
themselvesupdatedwith the new technologies in theagriculture.

4. Trainingreceivedand awareness:

The positive and significant relationship  between training .received by
theextensionpersonnelandtheirawarenessaboutuseofdigitalmarketingapplications indicates that
extension personnel who have received more trainingwill have more awareness level. It can be
inferred that by receiving training, theextension personnel will come to know updated information
related to agriculture.Moreover with the increase in the number of trainings will help“to enhance
theinbuilt abilites and also bring the change can be brought in one’s knowledge,
skill,attitude,understandingof aparticular aspect.

5. Sourceofinformationandawareness:

The positive and significant relationship between source of informationand awareness of
Extension personnel about use of digital marketing applicationsindicates that as the information
source use is increasing the awareness level
ofextensionpersonnelalsoincreases. Thisisbecauseastheywillgetmoreinformationthroughvarioussource
s,theywillbemoreawareofinformationrelatedto agriculture.

6. Information management orientation.and awareness:

Thenon-significantrelationshipbetweeninformationmanagementorientation and awareness
of Extension personnel about-use of digital marketingapplications indicates that it does not have
significant relationship with awarenessofExtension personnel about useof
digitalmarketingapplications.

7. Mobileinclipationandawareness:
The, positive ., and: significant relationship between mobile inclination of

theextensionpersonnelandtheirawarenessof Extensionpersonnelaboutuseofdigital marketing
applications indicates that awareness level increases with theincreasein that levelofmobile inclination.
8. “dobcommitmentandawareness:

The  positive and significant  relationship  between job  commitment of
theextensionpersonnelandtheirawarenessof Extensionpersonnelaboutuseofdigital marketing
applicationsindicated that the extension personnel with higherjob commitment were greater were
having high awareness level. This might be dueto that the extension personnel with higher job

commitment were more physicallyandpsychologicallyinvolved in their respected job.

MultipleregressionanalysisbetweenindependentandawarenessofExtensionpersonnelaboutuse
ofdigitalmarketing applications.
TheMultipleregressionanalysiswascarriedoutbetween8selectedindependentvariablesanddepe

ndentvariablesi.e.,awarenessof Extensionpersonnelabout useof digital marketingapplications



Table 5 illustrates the regression coefficient of independent variableswith awareness of
Extension personnel about use of digital marketing applications.It can be said by estimating the
regression coefficient that Rvalue in this case
is0.692.Thusitcanbesaidthatindependentvariablesexplains63.2percentvariability in awareness of
Extension personnel about use of digital marketingapplications.

It can be inferred from the Table that out of 8 variables, 5 \variables
i.e.Education,sourceofinformation,mobileinclination,jobcommitmentandinformationmanagementorienta
tionwerefoundpositiveandsignificantcontributionwiththeawarenessof Extensionpersonnelaboutuseofdigi
talmarketing applications. Out of these 5 variables, 4 variables i.e.., education, sourceof information,
mobile inclination and job commitment were found positive
andsignificantat0.01levelofprobabilityand1lvariablei.e.informationmanagementorientationwerefoundpos
itiveandsignificantat0.05levelofprobability. Agewas found negative and significant contribution with the
awareness of Extensionpersonnel about use of digital marketing applications. The remaining 2
variables i.e.jobexperienceandtrainingreceiveddidnotindicateanycontributionwithawarenessof

Extension personnelabout useof digitalmarketingapplications.

Table5:RegressioncoefficientbetweenindependentvariablesandawarenessofExtensionpersonne

laboutuseofDigitalmarketingapplications.

S.No Variables “b”value “t"value

1.  Age -0.222 -2.597*

2. Education 1.062 3.131*

3. Jobexperience 0.055 0.509NS

4.  Trainingreceived 0.183 0.485NS

5. Sourceofinformation 0.315 2.047**

6. Mobileinclination 0.218 4.275*

7.  Jobcommitment 0.256 3.006**

8. Informationmanagementerientation 0.096 2.534*
*Significant at0.05 %level of probability R®value:0.692

**Significant at0.01 %level of probability

Conclusion:
It can._be concluded that it is important for the extension personnel

keepthemselvesupdatedwiththelatestinformationaboutnewtechnologiesinagriculture.The  knowledge
gap between farmers and the information source needs to be closed more effectively by agricultural
extension personnel.ltisimportantthatextensionpersonnelhavetocreateawarenessamong farmers by
conducting training programmes about the use of the
digitalmarketingapplicationsinmarketingoftheirproduceandtheadvantagesitbrings

toimprovetheirincomelevel. It's critical for extension professionals to stay updated on agricultural
technology developments and have a good grasp of mobile applications. Using mobile applications,
extension agents may quickly interact with larger farmers and give them crucial information to help

them solve problems and make quick decisions.



References:

1.

10.

11

12.

13.

Akinwale, J., (2020). Analysis of Utilization of Mobile Phones in Agricultural Information
Dissemination Among Maize Farmers in Ondo State, Nigeria. Researchgate.Net, 15(2), 39—49.

Ansari, M.A. andPandey, N. 2011. Assessing the potential and use of
mobilephonesbythefarmers.ProceedingsofinternationalConferenceoninnovative
Approaches for Agricultural Knowledge Management: GlobalExtension Experiences,
November 9-12, 2011, New Delhi, India. pp:355-356.

Costopoulou, C., Ntaliani, M. and Karetsos, S. (2016). Studying mobile apps for agriculture. IOSR
Journal of Mobile Computing & Application (IOSR-JMCA), 3(6): 44-99.

JillellaTeza,et al.(2016)Quality of Mobile Apps as an:. Extension Service
DeliveryTool:Volume 5Issue 3,March 2016.

Kyaw, N. N., Ahn, S., & Lee, S. H. (2018). Analysis of the factors influencing market participation
among smallholder rice farmers in Magway Region, Central Dry:-Zone of Myanmar. Sustainability
(Switzerland), 10(12). https://doi.org/10.3390/su10124441

Meena, R.L., B. Jirli, M. Kanwat and Meena, N.K. (2018).Mabile Applications forAgriculture and
AlliedSector.International journal current microbiology and applied sciences7(02): 2317-
2326.doi:https://doi.org/10.20546/ijcmas.2018.702.281

Msoffe, G. E. P., & Ngulube, P. (2016). Agricultural information dissemination in rural areas of
developing countries: A proposed imodel for Tanzania. African Journal of Library Archives and
Information Science, 26(2), 169-187.

Norton, G. W., & Alwang, J. (2020). Changes in Agricultural Extension and Implications for
Farmer Adoption of New. Practices. Applied Economic Perspectives and Policy, 42(1), 8-20.
https://doi.org/10.1002/aepp.13008

Oladele, O.l. (2015). Features of agricultural extension models and policy in selected sub -
Saharan Africa_countries. Journal of Agriculture and Environment for International Development,
105(1): 35-44.

Olson, P. (2018, 15 October). This startup built a treasure trove of crop data by putting a.l. in the
hands of Indian farmers. Forbes Magazine. Available at: https://www.forbes.com/sites/
parmyolson/2018/10/15/this-startupbuilt-a-treasure-trove-of-crop-data-by-putting-ai-in-thehands-
of-indian-farmers/.

PavanBelakeri,C.KotreshPrasad,(2017). TrendsofMobileApplicationsin  Farming:ISSN:2319-7706
Volume6Number7(2017)pp.2499-2512.

Tjernstrém, E., et al. (2019). Learning by (virtually) doing: Experimentation and belief updating in
smallholder agriculture. Available at:
https://www.lafollette.wisc.edu/sites/tjernstrom/Learning_by_virtually_doing.pdf

Zhang, Y., Wang, L., & Duan, Y. (2016). Agricultural information dissemination using ICTs: A
review and analysis of information dissemination models in China. Information Processing in
Agriculture, 3(1), 17-29. https://doi.org/10.1016/j.inpa.2015.11.002




