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ARTICLE INFO ABSTRACT

Keywords: Attitude, Digitalisation, Digital Digital agricultural communication and services enhance agricultural production by delivering
communication, Digital services, Attitude real-time data, information, and support to stakeholders, thereby substantially extending
scale and Stakeholder analysis the reach and impact of agricultural extension. The study, conducted in 2023, encompassed
http://doi.org/10.48165/ JEE.2023.59419 all three agro-climatic zones within Telangana and employed an ex post facto research

design. Data collection involved personal interviews with a sample size of 180 farmers,
30 input dealers, 30 extension personnel, and 30 scientists. The study found that more
Research ethics statement(s): than half (57.04%) of the overall sample expressed favorable attitudes toward digital
Informed consent of the participants agricultural communication and services. Mean attitude scores varied, with scientists
scoring the highest (172.87), followed by farmers (169.23), extension personnel (166.37),
and input dealers (165.23). Regression analysis using selected independent variables
produced R? values of 0.789 for farmers, 0.805 for input dealers, 0.720 for extension
personnel, and 0.870 for scientists, indicating the effectiveness of the chosen independent
variables in explaining changes in the dependent variable. These findings indicate the
favourable attitude of stakeholders towards digital agricultural communication and services,
laying a strong foundation for advancing digitalization in agriculture. This could enhance
information dissemination and service improvements in the agricultural ecosystem.
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INTRODUCTION resource utilization (Dutta & Jeerh, 2023). Integrating digital tech
in Indian agriculture is pivotal, with potential to revolutionize. It
offers real-time info, expert advice, e-Services for efficient
government delivery, reducing corruption, boosting transparency,
convenience, and citizen empowerment (Dutta & Devi, 2015).
Digitalization involves implementing digital technologies in

In an era where digitalization is reshaping industries and
societies, its impact on agriculture, a vital sector, cannot be
underestimated. Digitalization shapes modern society, impacting
business and daily life (Hagberg et al., 2016). Digitalization

innovates work, creates jobs, and boosts economies (Shallu et al., individuals, organizations, or society (Brennen & Kreiss, 2016).
2019). Digitalization employs ICT, including Al, 10T, and the Effective agricultural knowledge systems empower Indian farmers
fourth industrial revolution (Morley et al., 2018). Digital with vital information for informed decisions and farmers primarily
empowerment accelerates development through enhanced human rely on strong informal ties for accessing agricultural information

Received 11-08-2023; Accepted 25-09-2023
The copyright: The Indian Society of Extension Education (https://www.iseeiari.org/) vide registration number L-129744/2023



92 INDIAN JOURNAL OF EXTENSION EDUCATION

and services (Singh et al., 2023). Digital tools like mobile apps,
IVR, Digital Kiosk, and social media enhance system efficiency
and effectiveness (Rai, 2023). Digital communication transforms
access to agricultural advisory services, bridging gaps between
small-scale farmers and emerging markets (Zolkepli &
Kamarulzaman, 2015). The integration of ICT in agriculture is a
pivotal element of agricultural extension, aiming to advance rural
and agricultural development through enhanced communication
and information procedures (Dhaka & Chayal, 2010). The declining
smartphone costs and budget-friendly options have broadened
technology access. Social media’s growing role in general and
agricultural discourse is evident, with content aligning with user
needs and user-friendly interfaces on these platforms (Nain et al.,
2019; Sandeep et a., 2022).

In India’'s journey towards a digitally empowered future,
initiatives like “Digital India” and digital agricultural platforms are
shaping the trajectory of agricultural progress. Telangana stands
out as atrailblazer, conducting a significant portion of its agricultural
operations digitally. Innovative platforms in Telangana have
transformed agricultural communication and services, benefiting
stakeholders. These initiativesinclude “Mee-Seva’ a platform that
empowers citizens through smart governance, making government
services easily accessible. “Dharani Integrated Land Records’ has
modernized agricultural land registration, ensuring transparency
and efficiency. The “Rythu Bandhu and Rythu Bheema Portals’
facilitates the registration and distribution of farm investment and
life insurance support to farmers. The “Integrated Information
Dissemination System (1IDS)” offers agricultural advisory services,
while the “Online License Management System (OLMS)”
streamlines processes of license issue. “OSSDS” (Online Subsidy
Seed Distribution System) transforms agricultural seed distribution,
and “Weather Based Agro-Advisory Services (WBAAS)” provides
farmers with crucial weather intelligence. Agricultural institute
social mediainitiatives are revolutionizing information dissemination,
while mobile apps are underscored for efficient agriculture
department management. Together, these digital platforms empower
stakeholders, streamline processes, and enhance transparency,
fostering agriculture’s growth in Telangana. Given the pivotal role
of digitalization in agricultural communication and services,
examining stakeholders' attitudes towards digital agricultural
communication and services is of paramount importance, as these
attitudes have a direct and profound influence on the effective
utilization of these digital initiatives. The success of any digital
transformation in agriculture hinges on the willingness and
enthusiasm of key stakeholders to embrace and integrate these
technologies into their daily practices.

METHODOLOGY

The present study was conducted purposively within the
state of Telangana during the months of March to June in 2023.
Two districts from each agro climatic zones (ACZs) having at |east
one KVK selected by using random sampling. A total of thirty
farmer respondents, along with five input dealers, five extension
personnel, and five scientists from each districts, were chosen
using a simple random sampling approach. The sample size included
60 farmer respondents from each ACZ, 10 input dealers from each

ACZ, 10 extension officers from each ACZ, and 10 scientists
engaged in extension work from each ACZ. As a result, the
comprehensive sample comprised 270 respondents. The ex-post
facto research design was used for current investigation. Attitude
in the study was operationalized as extent of favorable or
unfavorable feelings expressed by respondents concerning the
usability, responsiveness, quality, personalization, system
availability, efficiency, and satisfaction associated with digital
agricultural communication and services. A comprehensive attitude
scale was constructed with six dimensions which was found
statistically reliable (r = 0.867) and valid ( \/ﬁ =0.931) was used
for the study. The scale constitutes forty-eight statements was
measured on five-point continuum i.e., strongly agree, agree,
undecided, disagree, strongly disagree with score of 5,4,3,2,1
respectively for positive statements and inversely for negative
statements. Primary data was gathered from all three ACZs with
in Telangana. Mean and standard deviation was used to classify
categories of least favorable, favorable and most favorable categories.
The Kruskal wall is test was used to identify the significant
difference among stakeholder’s attitude levels. Spearman rank
correlation (p value) was used to identify the relationship between
attitude levels and profile characteristics. Regression analysis was
carried out to check the extent of contribution of profile
characterigtics to attitude levels of digital agricultura communication
and services.

RESULTS AND DISCUSSION

From Table 1, it can be observed that more than half (56.11%)
of farmers respondents had most favorable levels of attitude towards
usability dimension, favorable levels (69.44%) was observed in
responsiveness dimension, most favorable (52.22%) in quality
dimension, least favorable (55.00%) in personalization, favorable
levels (46.67%) in system availability and efficiency dimension,
and favourable levels (52.48%) was observed as high frequency
categories in satisfaction dimension. In case of input dealers
favorable levels (63.33%) observed as majority in usability
dimension, least favourable levels (63.33%) in responsiveness
dimension, favorable levels (83.33%) in quality dimension, favorable
levels (63.33%) in personalization dimension, favorable levels
(90.00%) in system availability and efficiency dimension, and
favorable levels (83.33%) was observed in satisfaction dimension.
In the sample of extension personal favorable levels (76.67%) was
observed as majority in usability dimension, favorable levels
(83.33%) in responsiveness, most favorable levels (80.00%) in
quality, favourable levels (76.67%) in personalization, favorable
levels (83.33%) in both system availability and efficiency dimension
and satisfaction dimension. Among scientists, most favorable levels
(36.67%) were observed in usability, favorable levels (60.00%)
were observed in responsiveness, most favorable levels (60.00%)
in quality dimension, most favorable (50.00%) in personalization,
favorable levels (63.33%) in system availability and efficiency and
favorable levels (60.00%) as high frequency groups in satisfaction.
The dimension quality ranked top among famer sample with mean
score of 3.71, followed by usability (3.64), satisfaction (3.55),
system availability and efficiency (3.42), responsiveness (3.39)
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Table 1. Dimension wise distribution of Stakeholders in attitude towards digital agricultural communication and services
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Table 2. Overall attitude of stakeholders towards digital communication and services respondent wise

Category Farmers Input dealers Extension Personnel  Scientists Total H value
(n,=180) (n,=30) (n,=30) (n,=30) (n=270)
% % % % %
Less Favourable (< 163.08) 16.67 26.67 16.67 06.67 16.67
Favourable (163.08 — 174.41) 65.00 53.33 33.33 36.67 57.04 27.916**
More Favourable (> 174.41) 18.33 20.00 50.00 56.66 26.30
Mean 169.23 165.23 166.37 172.87 168.74
SD. 12.15 5.85 5.94 12.96 11.34

Mean 168.74 % S.D. 5.67** Significant at 1 % levels

bring to the agricultural sector. Stakeholders' attitudes could be
positively influenced by offering personalized experiences.
Implement features that allow users to customize their interactions
with digital platforms based on their specific needs and preferences.
Address the lower rankings in responsiveness by ensuring quick
and effective responses to stakeholder inquiries, concerns, or
feedback. This will contribute to a sense of importance and
engagement among stakeholders. Use feedback from stakeholders
to continuously refine and improve digital services. Demonstrating
a commitment to addressing their needs will foster a sense of
partnership and collaboration.

From Table 2 it can be observed that the mean (172.87) of
scientists was top, followed by farmers (169.23), extension
personnel (166.37) and input dealers (165.23). The Kruskal Wallis
test used to identify any significant differences between that
stakeholder’s attitude. The H value was found to be 27.916 which
is greater than the H critical value at both 5 pe cent (7.82) and
1% (11.34) levels of significance. Hence, it can be concluded that
thereis a significant difference in the attitude levels of stakeholders
towards digital agricultural communication. The significant
difference in attitude levels among stakeholders towards digital
agricultural communication could be attributed to various factors.
Scientists, likely more technologically oriented, may have higher
expectations and appreciation for the benefits of digital
communication. Farmers, primarily recipients of information and
services, tend to be content and satisfied with the content and
system responses. In contrast, extension personnel and input
dealers, who actively engage with these digital systems, report
subpar experiences, leading to lower attitudes. These varying roles
and experiences contribute to the observed differences in attitudes.
Recommendations to bridge the gap in attitudes toward digital
agricultural communication among stakeholders include tailoring
communication strategies, customizing content, and fostering
collaboration among scientists, farmers, extension personnel, and
input dealers. Providing digital literacy training, creating feedback
mechanisms, and raising awareness can be instrumental in achieving
this goal.

From Table 3 it was observed that age and professional
experience was found negative and significant relationship with
attitude towards digital agricultural communication and services
among famers sample. The results are supported by Mahajan et
al., (2022) and Chandra et al., (2023). The variable IT savvyness,
orientation towards digitalization, innovativeness, achievement
motivation, self-confidence, economic motivation and risk
orientation was found positive and significant relationship with

attitude towards digital agricultural communication and services
among famers sample. The results are in support with Prasad &
Pradhan (2019) and Chandra et a., (2023). R? value was found
0.789 in farmers sample indicating that, the 78.90 per cent variation
in the attitude towards digital communication and services was
explained by selected independent variable.

The variable age, orientation towards digitalization,
innovativeness and economic motivation was found significantly
contributing to attitude levels of farmers was observed in regression
analysis. Based on the observed results, it is suggested that include
promoting digital literacy and innovation among farmers improve
their attitudes toward digital agricultural communication.
Encouraging achievement motivation, self-confidence, and economic
incentives can enhance their positive disposition. Tailoring age-
appropriate training and addressing risk concerns should also be
considered to further boost attitude levels. The variables age and
professional experience was found negatively significant
relationship and innovativeness was found positive and significant
relationship with the with attitude towards digital agricultural
communication and services in the input dealer’'s sample.R? value
was found 0.805 in input dealers sample indicating that, the 80.50
per cent variation in the attitude towards digital communication
and services was explained by selected independent variable and
leaving rest to extraneous. The variables innovativeness and
economic motivation was found significantly contributing to
attitude levels in regression analysis among input dealers. Based
on the results for input dealers, it is recommended to emphasize
and nurture innovativeness as a key attribute. Additionally,
incentivizing economic motivation can enhance their attitudes toward
digital agricultural communication and services. Addressing age-
related concerns remains crucial for optimizing their positive
disposition towards digital tools and services. The variable
innovativeness, achievement motivation and self-confidence were
found positive and significant relation with attitude towards digital
communication and services. R?value was found 0.720 in extension
personnel sample indicating that, the 72.00 per cent variation in
the attitude towards digital communication and services was
explained by selected independent variable and leaving rest to
extraneous. The variable IT savvyness, orientation towards
digitalization, self-confidence and economic motivation was found
significantly contributing to attitude levels was observed in
regression analysis.

The variables IT savvyness, orientation towards digitalization,
innovativeness, achievement motivation, self-confidence, economic
motivation and risk orientation was found positive and significant
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Table 3. Relationships and contribution of profile characteristics towards attitude levels of stakeholders (n
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relationship with attitude towards digital communication and
services in scientist sample. R?value was found 0.870 in scientist
sample indicating that, the 87.00 per cent variation in the attitude
towards digital communication and services was explained by
selected independent variable and leaving rest to extraneous. The
variable Innovativeness was found significantly contributing to
attitude levels was observed in regression analysis and results are
supported by findings of Chandra et al., (2023).

From the above overall results, it is suggested that develop
training programs that cater to different age groups, addressing the
negative relationship between age and attitude towards digital
agricultural communication. Provide targeted training resources that
take into account the preferences and learning styles of various age
segments, fostering their confidence and skillsin using digital tools
effectively. Offer workshops and resources that focus on improving
IT savvyness and fostering adigital orientation among stakeholders.
These initiatives can help overcome the negative impact of age and
professional experience on attitudes, ensuring that participants
feel more comfortable and enthusiastic about adopting digital
agricultural communication and services. Design campaigns that
highlight the positive relationship between innovativeness,
achievement motivation, and attitudes. Showcase success stories
of farmers who have embraced digital tools to achieve remarkable
results in their agricultural practices. Encourage a culture of
innovation and celebrate the accomplishments of tech-savvy farmers.
Recognizing the positive correlation between self-confidence and
attitudes, implement programs that aim to boost the self-confidence
of stakeholdersin using digital tools. Offer skill-building workshops
and mentoring sessions that empower individuals to navigate and
leverage digital platforms effectively. Leverage the positive
relationship between economic motivation and attitudes by
introducing incentive-based programs that highlight the potential
economic gains from using digital agricultural communication
services. Offer rewards, discounts, or access to exclusive benefits
to motivate stakeholders to adopt and engage with digital tools.

CONCLUSION

Digital agricultural communication and services offer the
potential to providereal-timeinsights, expert knowledge, and market
trends, empowering farmers and promoting sustainability. As
technology and agriculture converge, bridging information gaps,
enhancing communication, and refining decision-making processes
become paramount. Understanding stakeholders’ attitudes towards
digital agriculture is vital. Farmers predominantly hold favorable
views, with a substantial portion highly positive. Input dealers and
extension personnel display positive attitudes, albeit varying.
Scientists exhibit the most highly favorabl e perspectives. To enhance
stakeholder attitudes, focus on personalization and responsiveness
in digital toolsis essential. Tailoring services and ensuring prompt,
personalized responses boost satisfaction. Promoting innovation,
addressing age-related concerns, and offering targeted training can
bridge attitude gaps, fostering enthusiastic adoption of digital
technologies. Fostering positive attitudestoward digital agricultural
communication is crucial astechnology and agriculture harmonize,
ushering in an era of informed choices and sustainable practicesin
Indian agriculture.
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