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[bookmark: _GoBack]Introduction
Extension began with the 1914 Smith-Lever Act with the intention of taking research at universities and applying the results to agricultural practices, though the scope of the organization has grown over the past century to target the general public (Campbell, 1998; Comer, Campbell, Edwards, & Hillison, 2006). During this same timeframe, communication options have also changed, including the growth of television and online media, with each new medium often altering how old media are used (Cullen, 2013). Extension needs to adapt to the public’s evolving uses of media in order to remain relevant. This research fits into the National Research Agenda Priority 2: New Technologies, Practices, and Products (Doerfert, 2011). 
Theoretical Framework
The theory guiding this research is Uses and Gratifications. The basic premise of the theory is that media sources compete for the public’s attention, and members of the public choose media options to best meet their needs (West & Turner, 2014). To relate the theory to Extension, the public wants information, and it is Extension’s role to share information through appropriate media so the public opts for Extension’s information over competing sources. Rhoades, Friedel, and Irani (2008) determined college instructors should become more familiar with Web 2.0 technologies because those technologies become more popular among students. Similarly, it would be important for Extension to provide information through channels the public uses for finding information. Discouragingly for Extension, Ruth-McSwain (2008) found that many agricultural communicators were focusing efforts on media the communicators did not believe to be the most important or most effective. 
Methodology
A survey was conducted of state and county Extension personnel in [state], including both faculty and staff. A comprehensive list does not exist due to how positions are funded, but an attempt at a census was made by using existing lists from [university extension] and searching for staff and faculty on each county Extension page. The questionnaire was distributed to 829 Extension personnel, with 435 responses (52.5%) after removal of incomplete responses. The respondents were as follows: 224 county faculty, 41 county staff, 151 state faculty, and 18 state staff. The survey was adapted from Settle, Baker, and Irani (2013) and reviewed by a panel of Extension and communication experts to ensure it met the needs of the current study. The two questions analyzed here asked participants where they believed the public received the majority of its information about Extension programs and how important each medium was for communicating to the public about Extension programs. Reliability for the importance items was .80, which is generally considered proficient (Norcini, 1999). 
Results
Table 1 shows Extension personnel’s responses to how they believed the public received the majority of its information about Extension programming, as well as respondents’ beliefs about the importance of each media for communicating about Extension programs. Responses indicated workshops (25.7%), websites (16.9%), and word-of-mouth (13.7%) were perceived as the major media the public learned about Extension programs, while workshops, websites, word-of-mouth, search engines, and e-mail were rated as the most important sources of information about Extension. 

	Table 1
Where personnel believe public receives majority of information about [state] Extension and beliefs of importance of media for communicating about [state] Extension.

	Medium
	%a
	Mb (rank)

	Workshops, demonstrations, and presentations
	25.7
	4.79 (1)

	Websites
	16.9
	4.69 (2)

	Word of mouth or referrals from others
	13.7
	4.67 (3)

	Search Engines
	9.5
	4.53 (4)

	E-mail
	7.4
	4.51 (5)

	Newspapers and magazines
	7.4
	4.11 (9)

	Newsletters
	6.3
	4.13 (8)

	Personal visits, excluding workshops, demonstrations, and presentations
	6.0
	4.40 (6)

	Flyers, posters, handouts, and brochures
	5.6
	4.20 (7)

	TV
	0.7
	3.75 (11)

	Radio
	0.5
	3.74 (12)

	Social media 
	0.5
	4.10 (10

	Outdoor advertising
	0.0
	3.33 (14)

	Webinars
	0.0
	3.60 (13)

	a Refers to percentage of respondents who believe source is where the public receives the majority of its Extension information
bScale ranged from 1 = Unimportant to 5 = Important.  



Conclusions and Discussion
Respondents indicated the public received the majority of its Extension information from the same media respondents rated as the most important. This may indicate Extension personnel are strategically selecting media to promote Extension programs via channels they believe the public prefers. This is in opposition to the 2008 Ruth-McSwain study that indicated agricultural communications professionals were not using media they deemed as most effective. There is the potential that improved communication research has led to improved agricultural communications practices. The top-end media included a mix of online and in-person options, which may indicate Extension personnel are selecting media based on multiple target audiences and demographics. Discrepancies between use and importance emerged with the less-frequently used media options. The most notable discrepancy occurred with newspapers and magazines, as well as newsletters. The other most notable discrepancy was for social media, which was rated higher in its importance than its use. This may indicate Extension personnel need more training on how to use social media effectively. 
Recommendations
For practice, Extension communication efforts should continue to align with the publics’ preferences for communication and pay particular attention to those with discrepancies in this study, which were newspapers and social media. For research, it would be worthwhile to pursue this research in multiple states to understand the perspectives of Extension personnel nationwide. Research addressing public perceptions of where they seek Extension information would also be advantageous, as would understanding the media preferences of audiences Extension is not currently reaching. 
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