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ABSTRACT
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{NTRODUCTION

search is @ recent in-
troduction in the field of agricu\tura|
extension in this country and more 8O
in Tamil Nadu which gives new
dimensions tO extension activity. This
study was under taken to study the
development of opinion leadership
among farmers who had direct experi-
ence with AR trials. opinion leader-
ship is the characteristic of a person to
influence his peers in the adoption of
farm innovations. The conpect of
ion leadership OF 1he two-step
unication was first for—
mulated by Lazersfeld, Berelson and
Gaudet (1948). In the course of their
analysis of 1940 election, they disco-
vered that personal contacts appear to
be more effective than the mass media
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in influencing yoting decisions. From
special study conducted as t0 how far-
mers came 10 adopt new farming prac-
tices, it was found that many people
appear to be more crucially influenced
by influentials” of opinion leaders.
Katz (1957) stated that opinion leaders
and people whom they influence arée
very much alike and typically pbelong to
some primary groups of family, friends
and co-workers. He aisO concluded
that influence is related, amongd other
fhings, to the personification of certain
values of the group to which the leader

and his followers belong.
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investigation. Pretested structured
interview schedule was administered
for this  study. There are three
main methods  of measuring opi-
nion leadership v/z., (i) sociometric
technique (ii) keay informants method
and (iii) self designating technique.
In the present study the ‘Self Designa-
ting opinion leadership scale” design—
ed by Rogers (1962) was used to eva—
tuate the opinion leadership of the
farmers. In this method, the indivi-
vidual’s estimate for, his influence on
others is deemed sufficient to designate

him as influencial.  The efficiency of”

this method depends on the accuracy
with which a respondent can assess and
report his self image on opinion leader—
ship. The scale dealt with two compo-
nents (i) the respondent’s self image
as an opinion leader and  (ii) the res—
pondent’s percepiion of his past beha-
viour when interacting with others. The
available evidence indicated that the
six items self designating opinlon |ea-
dership scale is reliable; valid and uni-
dimentional.

RESULTS AND DISCUSSICN

The farmers who have iaid out the
trials may be a leader or not. The ex—
perience gained through AR triais would
have helped the farmers to become
opinion leaders or increased the quality
of their opinion leadership. To know
whether AR trials have any influence
on opinion feadership it has been inclu—
ded in the present study. The farmer’s
responses were obtained as prior to and
after the trial to identify the difference
in opinion leadership as perceived by
them. The scores were summated both
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for ‘before’ and ‘after’ seperately. The
result is presented in Table 1.

Table 1. Mean opinion leadership score before
and after adaptive research

]
b Total score Mean Score
Sy " value
Qo & Before Afier Before Afier
Z - 0
69 317 406 4.69 5.88 ChlTA

** Gignificant at 0.01 level

The 't’ value being highly signifi-
cant, clearly denotes that there was
tangible difference between the scores
obtained prior to and after AR expe-
rience as perceived by farmers. This in
turn reveals that AR had influenced
the opinion leadership of the farmers.

Percentage of increase in scores
between ‘after’ and ‘prior' to AR was
computed into different categories.
The details are furnished in the Table 2.

Table 2. Development of opinion leadership

Percentage in.
crease in opi-

nion leader Frequency Per cent

ship
Nil increase 21 30.43
16.33 16 23.19
EENGD 10 1649
50.00 ghets Ly
65.33 6 871
81.33 5 2,24
100.00 4 5
69 100.00
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It is seen that more than 67 per
cent of the farmers did not enhance
their opinion ieadership by their invol—
vement in AR, even though the percen—
tage of increase ranged from 16 to cent
per cent. There was no increase in
opinion leadership among 30.43 per
cent of the farmers in spite of their in—
volvement in AR programme. This can
be due to the fact that these farmers
were already established opinion jea—

ders.

Opinion leaders and their fo-
llowers: Opinion leaders are farmers
who receive message and in turn pass
it on to other fellow farmers. To know
whether there is any two step flow of

1,0 e 3. Categories of tarmers to whom opinions
were given by respondent farmers

No. of farmers
said to have

Categories given opinion Percentage
(N=69)
// 5 o DI
Neighbours 66 95.65
Friends 57 82.61
Relatives 49 71.01
Others 35 50.72

information and if so the audience to
whom it is communicated, this aspect
was taken up. The data are presented
in Table 3.

It is found that 95.65 per cent of
opinion leaders had passed on the in
formation to the neighbours followed
by 82.61 per cent to friends, 71.01 per
cent to their relatives and 50.72 per
cent to the farmers of other villages.
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Opinion leaders and message :

Through AR, the influentials would
have known about the cultivation and
technical aspects of new varieties of
rice. But the message passed on 10O
the followers may vary according to
the needs of the followers. Subjects
on which opinions were given are pre-
sented in Table 4.

Table 4. Subjects on which opinions were offer-
ed by farmers in the order of magnitude

——

No. of farmers
said to have

Subject given opinion Percentage
(n=69)

_asbeal poinion oW BRARE_—Te= T
Plant Protection 65 94.20
Seeds and sowing 63 91.30
Fertilizers and its applica-
tion 61 81.41
Season 38 55.07
Marketing aspects 31 44,93
Loans and advances 25 36.23
Harvesting 17 24.64
Cultural practices 13 18.84
Irrigation 9 13.04
Soils J 10.14

The perceniage analysis showed
that the subjects on which opinion was
given by more number of opinion lea—
ders were in the order of plant protec—
tion, seeds and sowing, fertilizer appli-
cation and seasons. AR trials though
laid out with an idea of taking the
suitability of the new varieties or prac-
tices had attracted other farmers als@
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