Session 2: Extending the reach of advisory
services

1.

Tom Deane: Aspirations & motivations of hard to reach
drystock farmers

. Joanne Masterson: advisory tools & methodologies for

hard to reach drystock farmers

Sean Mannion: Key ingredients for learning at KT events

Aisling Molloy: Engaging with and empowering farm
women
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Study title: “Categorisation of hard to reach drystock

farmers according to their aspirations, intentions and
motivations”

Tom Deane

Supervisors: Dr. Karen Keaveney (UCD), Aidan
Murray M.Agr.Sc (Teagasc)

Study location: Roscommon & Longford
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Literature Review

Research objectives/Questions

Identification of
hard to reach
farmers

Advisor Focus
Group

Semi-structured interviews (n=30)

: Categornisation of
Data analysis hard to reach
farmers




Findings: what is a hard to reach
| iy farmer?

Acucuurums aso Fooo Divevorase Avrsoscry

 Contact made but does not apply information
available

e No desire to seek out and utilise technical
information

 Mainly interested in agricultural schemes as opposed
to technical information

 Reluctant to change: ‘entrenched in their own ways’




Categories of Hard to Reach Farmer
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from this study
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Category Name Definition

Future Positivers (FP) | Future Positiver hard to reach farmers have a progressive and
positive attitude towards farming and as a result they are always
keen on improving their farm systems and profits through
various means.

Winding Down Winding Down Retirer farmers are older farmers who are close
Retirers (WDR) to retirement and have little motivation to develop and progress
their farms, which is why they seek to steadily reduce their
workload until they retire.

Lifestylers (LSR) The Lifestyler farmers are middle aged farmers who are
motivated by neither productivity nor profitability, as they value
their farms mainly as a continuance of a tradition and an
enjoyable working lifestyle.

Downbeat The Downbeat Traditionalist hard to reach farmers are
Traditionalists (DT) somewhat reclusive and express a sentiment of frustration
towards farming in general which was reflected in their
unwillingness to develop their farms and improve their farming
methods.




Key Findings & Recommendations

 Farm size, age and education levels have an effect
on the information seeking habits of hard to
reach farmers

e Continuance of family farm tradition has a strong
influence on farm planning decisions

e Large cohorts of hard to reach farmers have little
desire to be reached (WDR, LSR, DT)

— Reaching these types of farmers would require a
proactive role from extension specialists



Key Findings & Recommendations

* Future Positiver category of farmer would
benefit most by being ‘reached’ as they are
open to new ideas and methods

— This category appears to be the easiest to reach

 The needs of each category of hard to reach
farmer need to be addressed individually in
order to determine the best methods in which

to provide for them



Thank you for your attention
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Review of advisory tools and methodologies to
engage with ‘hard to reach’ drystock farmers
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Study Rationale
* 18,733 ‘Club Contract’ clients nationally

* Potential to increase profitability and efficiency on
Irish farms

* There is a section of Teagasc clients who do not
participate in Discussion Groups & have low
engagement with advisory services
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Research Questions

+* Establish the awareness of key knowledge transfer
programmes which Teagasc provide.

** Where are ‘hard to reach’ drystock farmers sourcing
information on specific farm topics & which technologies are
they adopting on their farms

** What influence is the Beef and Sheep BETTER Farm
Programme having in a local area

+* ldentify the supports that may be required by advisors in
order to facilitate delivering K.T. Programmes.

I e———,0
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Methodology

Study population and sample:

+** Specialist beef and sheep farms in the Longford/Roscommon
Region

** Targeted Teagasc ‘club contract’ clients as “hard to reach”

** Sample size 1,480 club contract clients in region — 73 specialist
sheep, 1091 specialist beef

4

L)

* For survey — 35 sheep farmers and 65 beef farmers sampled

L)

4

L)

* Interviews — 30 interviews — Discussion group involved with
Beef BETTER Farm (15) and Sheep BETTER Farm
(15) — were once ‘hard to reach’

L)

¢ Focus group — Advisors in region
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Farmer Profile of Teagasc ‘Club Contract’ Clients

 Average age — 53 years (beef), 57 years (sheep)

e 57% of beef respondents & 64% of sheep respondents
part-time farming

e More than half of beef & sheep respondents had no
formal agricultural education

 Average Herd Size — 44 cows
e Average Flock Size — 120 sheep

e Average Farm size — 31 Hectares (beef) & 28 Hectares
(sheep)
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Key Study Findings — Sources of information
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Awareness of Teagasc Services
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Preferred method of learning
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Influence of the Beef & Sheep BETTER Farm
Programmes

* High uptake of reseeding adopted by local beef
discussion group & farmers in surrounding area — Joe
Murray’s Beef BETTER Farm

 Farmers learn & get advice from BETTER Farm
Participants

e Farmers benchmark themselves off BETTER Farm
participants in the local area
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Influence of the Beef & Sheep BETTER Farm
Programmes

* Increased stocking rate — future target for beef
farmers

 Improved grassland management — future target for
sheep farmers

e More media presence needed to promote the Sheep
BETTER Farm Programme

e Advisor is key in getting farmers involved with
discussion groups
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Supports Advisors require to facilitate
delivering K.T. programmes

e Smaller client base — lack of time affecting service to
clients — not enough time for one to one meetings

* Want more focus on technical role rather than scheme
work duties

e Advisors feel that ‘Club Contract’ clients lack technical
confidence — more one to one contact with advisors
using their technical role may assist with this.
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Implications of study

 Awareness of Teagasc services — some services have more
awareness than others — e-Profit Monitor less awareness

e Maedia and neighbours have an influence on where farmers
source information

e Discussion Group method of learning is less popular with
this study population, one to one method most popular

Interviews:
e Advisor has an influence on farmers — pushes farmers on

 |Impact of BETTER farm in local area — positive in particular
for reseeding practices.

 Farmers benchmark themselves against BETTER Farm

Nov 4th, 2016 K.T. Conference 20
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Study title: Key ingredients for effective farmer learning through

knowledge transfer events
Student: Sean Mannion
Supervisors: Anne Markey - UCD

Mark Gibson - Teagasc

Office location: Athenry
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Introduction

Teagasc Knowledge Transfer Events

Farm Walks/Demos

Meetings/Seminars
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Objectives

1. To establish key criteria for effective farmer learning through KT events

2. To review current best practice used in the planning and
implementation of KT events and farmer learning

3.To examine attitudes and practices of Teagasc staff in planning and
implementing KT events

4.To identify farmers’ knowledge, attitudes and practices with respect to
Teagasc KT events

5. Identify ways Teagasc can evaluate KT events in the future
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Methodology

Literature Review

Research objectives/questions

Major events Regional events

* Beef BETTER farm events X 2
= Sheep BETTER farm events X 2
= Dairy Monitor farm event

Mooreparkl5 - Dairy Exit poll
Sheep2015- Sheep Surveys

Interviews with follow up
Farmers

Interviews with Teagasc staff -
—
cengnsc
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Profile of attendees

e Attendees from 26 counties

e 70% are full-time farming

e 83% are the main decision makers on farm
e 64ha was the average farm size

 64% are current or past members of DG

e 67% were between 36-64 years of age

cftcrgns;{:
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Findings

e 98% stated that the events  Farmers who attend events
met (52%) or exceeded (46%)| are farming more land, are
their expectations. more likely to be full-time

farmers, and have more

breeding animals than the

e Farmers with a positive .
national average

attitude towards learning,
learned more at events
 No single model is sufficient

« Greater farmer learning was by itself to facilitate farmer

found at events with fewer learning
learning objectives
| I T 00
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Key ingredients for events

1. Best practice guide for events including evaluation
2. Specific and limited number of objectives at event

3. Event timing to maximise attendance, especially for part time

farmers
Other ingredients identified:
e Seeing practices and technologies * Representativeness of host farm and
e Event layout must be systematic farmer
 Adequate & reliable sound systems * Information needs to be understandable
e Take home information and digestible
| I T 00
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MAZgrSc Innovation Support Programme
2015-2017

*Study title:

*How Teagasc advisory services can improve engagement
with and empowerment of farm women

*Student: Aisling Molloy
eSupervisors: Dr. Monica Gorman, UCD
. Ms. Jane Kavanagh, Teagasc

*Office location: Enniscorthy, Co. Wexford




> Are farm women ‘drivers of innovation’?
(EU SCAR report, 2012)

» Do female-operated farms have more output per Ha?
(Dwyer, 2015)

» Farm women’s KT needs are unknown
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Wexford
Women
Who Farm

Case Study

Questionnaires

1) Wexford
farm women

2) Advisors*

Key
Informant
Interviews

Methodology

Observation, Questionnaire (n=16), Focus
group (n=12)

Wexford farm women (n=233) via public &
private clients, postcard, press, radio, online

Farm women, DAFM women'’s group, former
Farm Home advisor, Aurivo manager

Wexford farm women (n=11)
Advisors*




Objective 1: Brief Profile of
Farm Women in Co. Wexford

** Average age: 41-55 years
¢ Average farm size: 51-100 acres
¢ Working on farm:
= Full time: 29%
= Parttime: 45%
% 43% involved with farm through marriage



a Objective 2: Knowledge & Learning Needs

\/

** Respondents want to learn more about:

= Succession and inheritance
" Personal development
= Cash-flow planning
= Soil fertility & applying fertiliser
** Mainly through:
" Training courses (24.1%)
= Online courses (15.6%)
s* And after 6p.m. on weekdays (21.9%)



Tillage

A Teagasc Advisory Newsletter
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Bean production seminars
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1)

2)

3)

4)

Key Conclusions

Establishing contact with farm women is challenging

Farm women are largely unaware of advisory services
provided by Teagasc

Farm women are interested in engaging with advisory
services

Scope to pilot female discussion groups







