
VOLUME NO. 2 (2011), ISSUE NO. 11 (NOVEMBER) ISSN 0976-2183 

  
 

IIINNNTTTEEERRRNNNAAATTTIIIOOONNNAAALLL   JJJOOOUUURRRNNNAAALLL   OOOFFF   RRREEESSSEEEAAARRRCCCHHH   IIINNN   CCCOOOMMMMMMEEERRRCCCEEE   AAANNNDDD   MMMAAANNNAAAGGGEEEMMMEEENNNTTT   

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at: Ulrich's Periodicals Directory ©, ProQuest, U.S.A., The American Economic Association’s electronic bibliography, EconLit, U.S.A.,  
Index Copernicus Publishers Panel, Poland, Open J-Gage, India as well as in Cabell’s Directories of Publishing Opportunities, U.S.A. 

Circulated all over the world & Google has verified that scholars of more than Hundred & Fifteen countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

www.ijrcm.org.in 

CCCCONTENTSONTENTSONTENTSONTENTS    

Sr. 

No. TITLE & NAME OF THE AUTHOR (S) Page No. 

1. ANTECEDENTS OF WORK-LIFE IMBALANCE AMONG BANK EXECUTIVES: AN EMPIRICAL STUDY 

S. NAZEER KHAN, DR. A. VENKATACHALAM & DR. T. VANNIARAJAN 

1 

2. TRANSFORMATIONAL LEADERSHIP AND INFLUENCE ON OCCUPATIONAL COMMITMENT IN INDIAN HOSPITALS 

DR. KENNEDY ANDREW THOMAS, DR. JOHN BRINKMAN & DR. TARA SABAPATHY 

6 

3. SERVICE QUALITY PERCEPTIONS OF CUSTOMERS: A STUDY OF THE CUSTOMERS’ OF PUBLIC SECTOR AND PRIVATE SECTOR COMMERCIAL 

BANKS IN INDIA 

K. RAMA MOHANA RAO & TEKESTE BERHANU LAKEW 

13 

4. SELF-ESTEEM AMONG POOR STUDENTS IN IRAN 

ARMIN MAHMOUDI 
17 

5. ANALYSIS OF CUSTOMER SATISFACTION DRIVERS OF OUT PATIENT DEPARTMENT (OPD): A CASE STUDY 

GOLAM MOHAMMAD FORKAN 

20 

6. PERCEIVED QUALITY OF SERVICES RENDERED BY COMMERCIAL BANKS: A CASE STUDY OF STATE BANK OF INDIA (SBI), PANJAB UNIVERSITY 

(PU) BRANCH, CHANDIGARH, INDIA 

DR. TESFATSION SAHLU DESTA 

25 

7. BANK CONSOLIDATION AND SOLVENCY: THE NIGERIAN EXPERIENCE 

DR. MUHAMMAD AMINU ISA 

35 

8. ORGANIZATIONAL DETERMINANTS OF FIRM PERFORMANCE: A CASE OF GARMENTS MANUFACTURING FIRMS OF LAHORE, PAKISTAN 

MUHAMMAD HASSAN & MUHAMMAD RIZWAN SALEEM SANDHU 

38 

9. MICROCREDIT AND BUSINESS PERFORMANCE IN NIGERIA: THE CASE OF MFI FINANCE ENTERPRISES 

ABIOLA BABAJIDE & TAIWO JOSEPH 

43 

10. CREDIT RISK OF THE OFF-BALANCE SHEET ACTIVITIES IN CONTEXT OF COMMERCIAL BANKING SECTOR IN THE CZECH REPUBLIC: PRACTICAL 

EXAMPLE 

VERONIKA BUČKOVÁ 

50 

11. PERCEPTION, EXPECTATION AND SATISFACTION OF CONSUMERS OF STORE BRAND APPARELS IN CHENNAI CITY 

K. SADASIVAN & DR. JAYSHREE SURESH 

59 

12. THE RELATIVITY OF GOALS OF AN INDIVIDUAL ENTREPRENEUR BLESSED WITH VALUES 

SHALINI SINGH & BHUPENDRA V. SINGH 

63 

13. CO-INTEGRATION AND CAUSAL RELATIONSHIP BETWEEN GDP AND AGRICULTURE SECTOR 

P. SRIKANTH & K. SATHYANARAYANA 

66 

14. CONSUMERS’ RESPONSIVENESS TO INTERNET MARKETING: AN EMPIRICAL STUDY 

SUBASH CHANDRA NATH & DR. MAHESWAR SAHU 
69 

15. JOB STRESS AT WORKPLACE: A STUDY OF STRESS LEVEL AMONG MANAGEMENT EDUCATORS 

RASHMI GUPTA & DR. VILAS CHOPDE 
73 

16. STRATEGIES FOR CUSTOMER RETENTION & SATISFACTION IN RETAIL SECTOR 

AJMER SINGH 
78 

17. WOMEN EMPOWERED OR DISEMPOWERED: SCENARIO IN PUNJAB 

SANGEETA SINGH NAGAICH 
80 

18. PERCEPTION OF THE RETAIL INVESTORS TOWARDS INVESTMENT IN MUTUAL FUNDS IN PUDUCHERRY: AN EMPIRICAL STUDY 

D. KANDAVEL 
85 

19. JOB AND WEALTH CREATION THROUGH ENTREPRENEURSHIP 

HARESH BAROT & ARUN MENON 
88 

20. DIVERSITY MANAGEMENT AND ORGANIZATIONAL EFFECTIVENESS IN INDIAN ORGANIZATIONS 

DR. SUSHMA SURI & MONU LAL 
91 

21. CSR- AN UMBILICAL CORD RELATION WITH THE ENVIRONMENT 

DR. F. ANDREW SJ 
95 

22. INNOVATIVE HR PRACTICES 

MEGHANA J 
98 

23. EXTENSION EDUCATION APPROACHES OF HORTICULTURAL EXTENSION MARKETING: A VIEW 

JABEEN ARA BEGUM 

103 

24. DISABILITY AND ACCESS TO HIGHER EDUCATION IN INDIA 

MD.HASANUZZAMAN & SHAZIA KHAN 

107 

25. COMPARATIVE ADVERTISEMENT AND INFRINGEMENT OF TRADEMARKS 

GAURAV ARORA, GUNVEER KAUR, SUPRITHA PRODATURI & VINAYAK GUPTA 

111 

 REQUEST FOR FEEDBACK 115 



VOLUME NO. 2 (2011), ISSUE NO. 11 (NOVEMBER) ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

ii 

CHIEF PATRONCHIEF PATRONCHIEF PATRONCHIEF PATRON 
PROF. K. K. AGGARWAL 

Chancellor, Lingaya’s University, Delhi 

Founder Vice-Chancellor, Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

    

PATRPATRPATRPATRONONONON    
SH. RAM BHAJAN AGGARWAL 

Ex. State Minister for Home & Tourism, Government of Haryana 

Vice-President, Dadri Education Society, Charkhi Dadri 

President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

    

COCOCOCO----ORDINATORORDINATORORDINATORORDINATOR 
DR. SAMBHAV GARG 

Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana 
    

ADVISORSADVISORSADVISORSADVISORS 
PROF. M. S. SENAM RAJU 

Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. M. N. SHARMA 
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal 

PROF. S. L. MAHANDRU 
Principal (Retd.), Maharaja Agrasen College, Jagadhri 

    

EDITOREDITOREDITOREDITOR 
PROF. R. K. SHARMA 

Dean (Academics), Tecnia Institute of Advanced Studies, Delhi 

    

COCOCOCO----EDITOREDITOREDITOREDITOR 
DR. BHAVET 

Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana 

    

EDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARD    
DR. AMBIKA ZUTSHI 

Faculty, School of Management & Marketing, Deakin University, Australia 

DR. VIVEK NATRAJAN 
Faculty, Lomar University, U.S.A. 

DR. RAJESH MODI 
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

PROF. SANJIV MITTAL 

University School of Management Studies, Guru Gobind Singh I. P. University, Delhi 

PROF. ROSHAN LAL 
Head & Convener Ph. D. Programme, M. M. Institute of Management, M. M. University, Mullana 

PROF. ANIL K. SAINI 
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi 

DR. KULBHUSHAN CHANDEL 
Reader, Himachal Pradesh University, Shimla 



VOLUME NO. 2 (2011), ISSUE NO. 11 (NOVEMBER) ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

iii 

DR. TEJINDER SHARMA 
Reader, Kurukshetra University, Kurukshetra 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P. J. L. N. Government College, Faridabad 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Government F. G. College Chitguppa, Bidar, Karnataka 

MOHITA 
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar 

    

ASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

PROF. ABHAY BANSAL 
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida 

DR. KUMARDATT A. GANJRE 

Director, Mandar Education Society’s ‘Rajaram Shinde College of M.B.A.’, Pedhambe – 400 706, Maharashtra 

DR. V. SELVAM 
Divisional Leader – Commerce SSL, VIT University, Vellore 

DR. N. SUNDARAM      
Associate Professor, VIT University, Vellore 

DR. PARDEEP AHLAWAT 
Reader, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak 

S. TABASSUM SULTANA 

Asst. Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad 

    

TECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISOR    
AMITA 

Faculty, Government H. S., Mohali 

MOHITA 
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar 

    

FINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORS    
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 

Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

    

LEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORS    
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 

Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 
    

SUPERINTENDENTSUPERINTENDENTSUPERINTENDENTSUPERINTENDENT    
SURENDER KUMAR POONIA 

 
    



VOLUME NO. 2 (2011), ISSUE NO. 11 (NOVEMBER) ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

iv 

CALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTS    

We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in 

the area of Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance, 

Corporate Governance and emerging paradigms in allied subjects like Accounting Education; Accounting Information Systems; 

Accounting Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; 

Econometrics; Economic Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy; 

Government & Non Profit Accounting; Industrial Organization; International Economics & Trade; International Finance; Macro 

Economics; Micro Economics; Monetary Policy; Portfolio & Security Analysis; Public Policy Economics; Real Estate; Regional 

Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Business Information Systems (MIS); 

Business Law, Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; Health Care 

Administration; Labor Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-

Profit Organizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; 

Organizational Development; Production/Operations; Public Administration; Purchasing/Materials Management; Retailing; 

Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism, 

Hospitality & Leisure; Transportation/Physical Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer 

Aided Design (CAD); Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database 

Structures & Systems; Digital Logic; Discrete Structures; Internet; Management Information Systems; Modeling & Simulation; 

Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; 

Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic and Web Design. The above mentioned tracks 

are only indicative, and not exhaustive. 

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our 

submission guidelines duly available on our website under the heading guidelines for submission, at the email addresses: 

infoijrcm@gmail.com or info@ijrcm.org.in. 

GUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPT    

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

THE EDITOR 

IJRCM 

 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF                                                                                                                .                            

(e.g. Computer/IT/Finance/Marketing/HRM/General Management/other, please specify). 

 

DEAR SIR/MADAM 

 

Please find my submission of manuscript titled ‘___________________________________________’ for possible publication in your journal. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, 

nor is it under review for publication anywhere. 

I affirm that all author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s). 

Also, if our/my manuscript is accepted, I/We agree to comply with the formalities as given on the website of journal & you are free to publish our 

contribution to any of your journals. 

 

NAME OF CORRESPONDING AUTHOR: 

Designation: 

Affiliation with full address & Pin Code: 



VOLUME NO. 2 (2011), ISSUE NO. 11 (NOVEMBER) ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

v 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

 

2. INTRODUCTION: Manuscript must be in British English prepared on a standard A4 size paper setting. It must be prepared on a single space and single 

column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of 

the every page. 

3. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised. 

4. AUTHOR NAME(S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email 

address should be in italic & 11-point Calibri Font. It must be centered underneath the title. 

5. ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, 

methods, results & conclusion in a single para. 

6. KEYWORDS: Abstract must be followed by list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated 

by commas and full stops at the end. 

7. HEADINGS: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before 

each heading. 

8. SUB-HEADINGS: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.  

9. MAIN TEXT: The main text should be in a 8 point Calibri Font, single spaced and justified. 

10. FIGURES &TABLES: These should be simple, centered, separately numbered & self explained, and titles must be above the tables/figures. Sources of 

data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text. 

11. EQUATIONS: These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. REFERENCES: The list of all references should be alphabetically arranged. It must be single spaced, and at the end of the manuscript. The author (s) 

should mention only the actually utilised references in the preparation of manuscript and they are supposed to follow Harvard Style of Referencing. 

The author (s) are supposed to follow the references as per following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, 

working papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parentheses.  

• The location of endnotes within the text should be indicated by superscript numbers. 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio," Ohio State University.  

CONTRIBUTIONS TO BOOKS  

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David 

Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES  

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban 

Economics, Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS  

• Garg Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New 

Delhi, India, 19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES  

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES  

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed.  

WEBSITE  

• Garg, Bhavet (2011): Towards a New Natural Gas Policy, Economic and Political Weekly, Viewed on July 05, 2011 http://epw.in/user/viewabstract.jsp 



VOLUME NO. 2 (2011), ISSUE NO. 11 (NOVEMBER) ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

103 
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ABSTRACT 
Most of the strategies utilized in agricultural extension are adopted from extension education. Their use, however, depends on the organizational structure of the 
extension system, availability of resources, program objectives, and leadership style in the extension organization. Their use varies from place to place and from 
technology to technology. No single extension education approach can be considered as the best. Whether this can influence people to utilize any technology or 
information depends on the persons using them, the nature of such technology and the context in which they will be applied. What is applicable in one area may 
not work at all in another. Hence, the choice of extension education approach needs to consider the context and conditions in the area. Therefore this paper 
examines only the more commonly-used extension education approaches will be discussed in relation to horticultural extension marketing. These are: commodity 
approach, farming systems approach, project approach and participatory approach. 
 

KEYWORDS 
Extension education, Marketing, Agriculture extension. 

 

INTRODUCTION 
gricultural extension strategies can be used to effectively complement the traditional marketing approach. Companies can hire their own extension staff 

or partner with existing extension personnel from the government or nongovernmental organizations (NGOs). Extension agents can serve as after-sales 

service for seed companies by assisting farmers on how to best use the product they have just acquired. Most of the strategies utilized in agricultural 

extension are adopted from extension education. Their use, however, depends on the organizational structure of the extension system, availability of resources, 

program objectives, and leadership style in the extension organization. Their use varies from place to place and from technology to technology. No single 

extension education approach can be considered as the best. Whether this can influence people to utilize any technology or information depends on the persons 

using them, the nature of such technology and the context in which they will be applied. What is applicable in one area may not work at all in another. Hence, 

the choice of extension education approach needs to consider the context and conditions in the area. Therefore this paper examines only the more commonly-

used extension education approaches will be discussed in relation to horticultural extension marketing. These are: commodity approach, farming systems 

approach, project approach and participatory approach. 

 

EXTENSION EDUCATION APPROACHES 
THE COMMODITY OR SCHEME APPROACH  

This extension approach is highly specialized since it focuses on an export crop such as coffee, sugar, tobacco, cotton etc. It assumes that the only way to 

increase production is to concentrate on a particular crop. Examples of this are the boards of different crops in many countries. The purpose of the commodity 

approach is to increase production of a particular crop and improve its quality. It also aims to maximize the utilization of specific inputs. This approach is 

controlled by the organization implementing a particular extension program. Such control covers the setting of program goals, extension messages, time frame 

for activities, people participating in the program and extension staff. Implementation is based on the instructions of the organization. Techniques used in this 

approach are face-to-face interactions, group meetings, print media and demonstration farms where appropriate. If farmers do not follow the instructions, then 

sanctions are applied by the organization (low prices or non-provision of inputs). The extension organization provides resources, trains technicians and provides 

support services such as on-location farm management accounting or on-the spot soil tests when necessary. Success is measured based on total production of 

the particular crop. Advantages of this approach are: 

• The technology is appropriate to the production process, and there is coordination of research and marketing. 

• There is a concentrated range of technical concern. 

• There are better incentives for trained personnel, and closer management and supervision. 

• There are fewer farmers for each extension worker to handle, thus, it is easier to monitor and evaluate. 

• It is cost-effective. 

The disadvantages of this approach are: 

• Less priority is given to farmers’ interests. 

• It does not offer advice to farmers raising other crops not covered by the program. 

THE FARMING SYSTEMS DEVELOPMENT APPROACH 

This approach assumes that technology which fits the needs of small farmers is not available; hence this has to be generated locally. Its purpose is to provide 

extension personnel (and farmers in the end) with research results appropriate to the needs and interests of local farm conditions. The farming systems 

approach is holistic. Thus, control of the program is shared jointly by men and women in the locality, extension workers and researchers. In each locality, the 

program “fits” the needs and interests of its end-users. Over time, they are likely to participate, adopt the recommended practices and support the continuity of 

extension education. There is a partnership of research and extension personnel and with local farmers. This approach involves analysis and field trials in the 

fields and homes. This is coupled with such techniques as meetings, tours and demonstrations. It also requires research personnel to go out to the project sites 

to listen to men and women with the extension personnel, to try to understand the farm as a system. This approach: 

• Encourages active participation of the target group. 

• Utilizes the existing organization. 

• Is conservation-based. 

• Views the family/household as an integral part of the farming system. 

• Is dependent on the availability of support services. 

• Is enhanced when farming system research activities exist. 

• Has effective mechanisms for extending identified technologies and emphasizes the need for networking. 

• Provides for substantial and continuous training. 

• It aims for sustainability. 

Success using this approach is measured in terms of adoption of technologies developed and their continuous use over time. Advantages of the approach are: 

• Relevance and “fit” of the messages generated. 

A
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• Availability of messages to be shared with end-users. 

• Linkages between extension and extension systems. 

• Commitment of farmers to use the technologies. 

The disadvantages, however, are: 

• Cost is very high to bring the team to the field. 

• This approach may be too slow. 

• Heavy specialization. 

• Reporting and administrative control are difficult. 

THE PROJECT APPROACH 

The extension officer’s role is then to support the individual, to coordinate the activities of the different parties involved and to chase up the progress of the 

project. A planned project approach to horticultural marketing development will increase the chances of genuine improvements being made. It is important for 

the extension officer to have a clear mental image of the desired outcome and successfully communicate that objective. The project must be understood by all 

parties if they are going to be able to work effectively together. Business management experience has shown that targets, such as tonnages to be shipped or 

selling prices, are important too, as they provide challenges to the parties involved and can be used to monitor the progress of the project. This technique is 

called “management by objectives.” 

However, no matter how good the preliminary work has been, when a plan is put into action the unexpected will happen. Allowances for the unexpected should 

be made. It is advisable to start the project with a pilot stage so that mistakes can be made on a small scale and learned from. Furthermore, the project must be 

flexible so that changes can be made in the light of these lessons. Inevitably, the project’s critics will try to emphasize any problems; most successful projects will 

have had to face problems, particularly in the early phases, and their success is often a measure of their ability to learn from and overcome difficulties. The 

project approach is generally supported by foreign funds or by organizations collaborating with government. Implementation, however, is done by project staff 

and other personnel employed on a temporary basis. The measures of success in this approach are usually the short-range changes that have taken place at the 

project site based on the objectives of the project. Advantages of this approach are: 

• It is focused and hence, evaluation of effectiveness can easily be undertaken. 

• Novel techniques and methods can be tested and experimented. 

• Lessons learned from such can have lasting values in extension education. 

There are disadvantages however, which are: 

• Time frame is too short. 

• Funds provided may be more than is appropriate. 

• A flow of “good ideas,” or the “spread effect,” to other areas is limited. 

• Unwarranted continuity after the project is over. 

• Double standard for personnel (within and outside the project) is evident. This becomes a problem after the life of the project. 

THE PARTICIPATORY APPROACH 

It is a community-based development approach which focuses on the involvement of the very people who are the actors and targets of development. The 

assumption is that people’s creative attributes and potentials can be tapped for development endeavours. Considering that people have their own resources, 

they should be involved in all phases of the program management. It is important that awareness is created and that they are empowered to take control of 

their own lives and fullfil their own needs and aspirations. In so doing, they will enhance and use their potential to improve not only themselves, but their 

community as well. Hence, they can be self-reliant and, thus, enhance their human dignity (self-worth). An example of the participatory approach is participatory 

breeding. Participatory breeding is widely used during the development phase on new varieties. Participatory breeding ensures that the seed that is developed 

meets not only the technical requirements and objectives set forth by the breeder, but also results in a product that is accepted by the end user. The purpose of 

a participatory extension approach is to increase production and income and enhance human dignity and quality of life of the beneficiaries. Such an approach 

involves: 

Social preparation: This consists of selection of beneficiaries, their orientation and awareness creation to prepare them for the planning and implementation of 

the program/project. 

Training of those involved in the program: To enhance the capability of the participants in participatory extension education, a training program is necessary for 

them to understand the methodology, values and technical know-how in the implementation of such an approach. 

Diagnosis of the study site: This is undertaken by the participant-beneficiaries to determine the socio-economic, cultural, political and ecological aspects of the 

community. Participatory Rapid Appraisal (PRA) is used to get the baseline data which will be the basis for determining the changes later on that have taken 

place in the community. The PRA will help determine the problems, needs, potentials and capabilities of the local people in the area which will be the starting 

point for development. 

Planning process: With the active participation of end-users and implementers (agencies, Governmental Organizations (GO) and NGOs) involved in the program, 

the group evolves a development plan for the targeted area. This plan includes the why, what, when, where and for whom, with whom and how the plan will be 

carried out. It will take into consideration the interventions that will be introduced, the inputs, process, output and outcome of the program/project. 

Implementation of the plan: All sectors in the community will be harnessed and mobilized for the execution of the plan. Linkages within and outside the 

community will be established classifying the roles/functions played by the different agencies/organizations and coordinating such activities with local leaders 

participating actively. This phase will consider the timeliness of inputs, synchronization of the processes/activities and the monitoring of the outputs and 

outcomes and aligning the same to the program/project objectives. 

Monitoring and evaluation: At each phase of the approach, monitoring will have to be undertaken to evaluate the processes that are taking place to find out 

whether the project is on the right track and whether redirections are necessary. This phase will also determine the pace of the implementation for a formative 

evaluation of the approach. Moreover, the process as well as the impact of the approach should also be assessed. 

The purpose of this approach is to find out whether the needs and problems of the people are taken into consideration, and which goals are achieved. In the 

end, there is also the sustainability of the program and the self-reliance of people themselves. The advantages of this approach are: 

• Relevance or “fit” of the program. 

• Mutually supportive relationships are developed among participants (researchers, extension specialists and local people) including those who provide 

support services. 

• It stimulates increased confidence, awareness, and participation among end users. 

On the other hand, the disadvantages are: 

• Lack of control of the program from the government’s point of view. 

• There is difficulty in reporting and accounting of the participatory approach. 

• Pressure is applied to research and extension systems by the local people. 

• Local people may exert pressure on personnel management decisions (choice, assignments and upward mobility of extension workers) on the central 

government.  
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MARKETING TECHNIQUES FOR EXTENSION AGENTS 

Credibility can be a serious problem for extension officers. Farmers will often be skeptical of advice from someone they consider being inexperienced in practical 

matters. Growers may be suspicious of the motives for providing free advice. They are understandably reluctant to accept untried advice, particularly when they 

will suffer financially if it proves to be wrong. Furthermore, it is often those who most need good advice who are the most difficult to contact. These are the 

small, poor farmers without transport who are usually the most conservative. Wealthy farmers will probably have the transport to visit extension officers and 

are often more appreciative of extension advice. They are, however, those that least need assistance. 

The challenge to the extension officer with special responsibility for marketing is firstly to decide how the marketing problems of the area can be solved. 

Secondly, he or she needs to think through the best way to get advice or plans across to the maximum number of target farmers. Finally, the agreement and the 

commitment of those that will be involved in any coordinated production program in the area must be obtained. The two chief functions of an extension officer 

are: 

• to reduce the learning time for an individual farmer to accept a new idea or technique; 

• to increase the number of farmers who understand the new ideas. . 

In some countries certain extension officers are given the responsibility of becoming subject matter specialists in marketing. It is then their task to train other 

extension officers and provide specialist marketing advice. By working through other extension officers their effectiveness is increased. Generally the marketing 

extension officer is based in the production area. He or she must make regular visits to the markets in order to maintain contacts and keep in touch with changes 

in price and demand. Sometimes, however, he is based away from the production areas. In this case he will have to return regularly to the production areas to 

maintain contact with growers regarding their problems and to provide relevant marketing advice. Experience has shown that one of the most effective ways of 

working is to work with groups of farmers. An extension technique, very much under-exploited, is helping farmers indirectly by providing guidance and advice to 

private-sector companies. For example, companies who either supply inputs or, more importantly, assist in the marketing and distribution of produce can often 

use timely and reasoned advice to put into motion a process which brings benefits to large numbers of growers. 

FARMER TEACHES FARMERS 

A successful farmer explains to a group of other farmers his production and marketing practices. The meeting is most effective on the farmer’s own farm. This 

concept is similar to the concept of Farmers Field School, where trained farmers will in turn train their peers for an optimal diffusion of knowledge and new or 

improved technology. 

DEMONSTRATIONS 

Practical demonstrations of techniques such as harvesting, cleaning, grading and packing, preferably taking place on a farm are useful. Prepared samples, which 

demonstrate the differences overtime of different handling practices, can be effective, as are samples of competing produce and photographs.  

TALKS AND SEMINARS 

Possible topics include: market possibilities successful case studies, post harvest techniques, market-oriented production techniques. Buyers and middlemen 

should be involved to talk. 

PROBLEM-SOLVING TECHNIQUES 

The farmer group is encouraged to identify its own major problems. The problem solving can be tackled systematically, by calling in specialists individually to 

advise the group or by forming a panel to answer farmers’ questions. Alternatively, the group might be encouraged to decide on their own solutions, which they 

can then implement themselves collectively. 

STUDY TOURS 

Farmers are taken on a study tour to make their own contacts and to see the market for themselves, visit processing centers and observe how their produce 

withstands transportation. Farmers visit farmers in another area to exchange experiences and see new techniques. This experience alone can transform a 

grower’s views on production and marketing. 

WRITTEN INFORMATION / PROTOCOLS 

Fact sheets are prepared and distributed. These can identity potential trading partners or provide technical information on production and post-harvest 

techniques. 

MARKET NEWS SERVICES 

Establish a market news service which provides regular, reliable, relevant and timely information. This may be in the form of a news sheet or a radio bulletin.  

 

IDENTIFICATION OF PROBLEMS AND OPPORTUNITIES 
The ways in which problems can be solved and opportunities exploited will change from area to area. To help the extension officer have a clear overview of the 

area, he or she will need to identify what stage in horticultural development the region has reached. Normally the aim will be to try to introduce the next steps 

in the horticultural progress. 

ANALYSIS OF CONSTRAINTS AND OPPORTUNITIES IN MARKETING EXTENSION 

Constraints Opportunities 

Problems Advantages 

No local market 

Poor transport services 
Capable of early crop production 

 

Solutions  Actions  

Organize local farmers’ market Encourage buyers with own transport Encourage growing early crops and develop production techniques for earlier crops 

 

AGREEING ON AN ACTION PLAN 
Giving advice to individuals: The first involves giving advice to an individual farmer. This should be a low priority as it is an inefficient use of time, where advise is 

given to individuals, larger-scale farmers obtain the most benefits. 

Providing marketing advice to groups: The second involves providing marketing advice to farmer groups, particularly through the methods of mass extension. 

This has the advantage of reaching a large number of growers and allows coordination of farmers’ activities and cooperation in marketing. 

Providing information: The third technique involves providing advice or information to critical individuals, organizations or private-sector companies in the 

marketing chain whose actions can have a beneficial effect on marketing.  

Finally, and perhaps most ambitiously, an extension officer may decide whether it is necessary to attempt a project approach to develop horticultural marketing. 

Marketing is normally achieved by a series of interlinking stages and coordination between the stages is essential. A project approach is one which involves 

coordinating the activities of a number of different intermediaries in a marketing chain. It may involve a group of farmers assembling their produce at one point 

so that it can be transported in bulk to the market. More complex schemes could involve ensuring a supply of inputs, providing growers with production advice 

and negotiating contract terms with a buyer, be he/she a food processor or exporter. 
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