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Identify the Stakeholders

· Non-governmental Organizations

· Business and industry donors and sponsors

· Governors offices

· University administration (presidents and chancellors and deans)

· Teaching and research faculty

· University Boards (trustees, regents, etc.)

· New client groups

· Children, parents

· Community colleges

· Job Corps, workforce development groups

· State, federal, and local legislators and staff

· County commissioners

· Commodity groups

· Community members/citizens

· Federal partners

· Land grant universities/other universities

· Base clientele:  ag., 4-H, families

· Business and industry clientele

· Extension agenda/faculty

· State/federal/local agencies

· Social service agencies

· Farmers and ranchers

· Farmer co-ops

· Child care providers

· Home school families

· National, large-scale foundations, potential funding partners

· Geographically place-based groups/clients as well as virtual groups/audiences (ex. We provide education to eHarmony couples; mint.com)

· Public schools

· Farm Bureau

· CBO’s

· Private organizations

· Volunteers

· Faith-based organizations

· County government

· CARET

· Board of trustees

· Medical community

· Funding agencies

Stakeholders Summary:

· Legislators

· Government entities

· Families

· Business & industry & health care

· Civic organizations/community

· Education providers

· Producers and growers

· Us (Extension)

· Private foundations and organizations

Consequences

Consequences (of not being perceived as relevant)

	Positive
	Negative

	Organizational relevance as a goal makes us better; pushes us to learn about and address current issues
	Too slow to respond; missed opportunity

	Customer centered programs
	To be relevant we must be responsive to barriers:  limited funding, limited human resources

	Provide programs that truly serve
	We must give up “sacred cows”

	Ability to form partnerships and collaborative projects
	Will have reduction in funding

	Build positive image
	Constant assessment of programs

	Opportunity
	Populations not being served by CES

	More efficient allocation of resources
	Other entities taking the place we haven’t claimed (reaching audiences we are not reaching)

	Reassessment of what is currently relevant
	Lack of capital to serve traditional audiences

	Forces us to respond more quickly 
	Shrinking budgets

	Develop new partnerships and collaborations
	Clientele moving to private sector for service

	Increase in class-specific programs
	Mandate driven programs in programming

	Restructure program
	Not meeting the needs of clientele

	Change in program priorities
	Lack of broad political support 

	
	Change in program priorities

	
	Moving away from the land-grant mission

	
	Redundancy of effort

	
	Loss of external and internal funding

	
	Negative impact on rural communities


Consequences Summary:

· Negative consequences of being irrelevant (perceived)

· No funding

· No clients

· No new staff

· No opportunities

· Limited partnerships

· Can’t fulfill mission, meet needs of American population

· Increased public pressure to produce, to serve, to be accountable

· Positive consequences of being relevant:

· We will be flexible, nimble, collaborative, proactive, impactful

· No image problem from the lack of awareness

· Lots of opportunities for funding and partnerships

· Big pool of qualified job applicants who really want to work for us.

· Fewer budgetary battles

· More people coming to us

· Healthier citizens, more successful ag. & businesses, happy successful kids and families

Major Trends and Driving Forces

· Economy 

· Changing demographics

· Urban rural interface

· Decline in high school graduation

· Minority majority (diverse population)

· Pandemics (health education)

· Programmatic shifts

· Source of funding declining

· Pool of qualified graduates declining

· Redirection of audience

· University shift in administrators

· More collaborations

· Social media

· Increased need for accountability

· Low visibility/recognition among 18- to 35-year-olds

· Science & technology, workforce development

· Episodic/mobile/short-term workforce in Extension

· Increased focus and expectation/mandate on community activism, volunteerism, service

· For-profit companies doing same things we do

· Economy:

· Extension funding declining

· Audiences suffering

· More competition for funds

· Smaller workforce (not just inside Extension)

· Decline in rural populations, communities

· Climate change, energy use, energy sources

· Food safety issues increasing

· Natural disasters in combination with poverty in southern cities

· Overweight and obesity – health and well being of citizens

· Decline of newspaper publishing

· Digital divide, increasing knowledge gap

· Emergency information being delivered by email, texting, Twittering

· Competitive funding sources

· Consumer mobility (PDA’s)

· Rapid change in technology

· Politics

· Increase in urban audience

· Organic and local grown foods

· Increased diversity

· Decreased farm population

· Increased elderly population

· Healthcare availability in rural areas

· Competition for services and funding

· Need for CES services (4-H, family, community)

· Lack of organizational flexibility

· Changes in the organization of ag. “niche”

· Chasing funding

Trends & Driving Forces Summary:

· Change (socio, demographic, economic, organization of Ag., information technology

· Organization not moving to keep up with the change.  We are not building capacity to keep up with change.

· eXtension is a great example of responding to change

· Change creates opportunity

What Is Being Done and Who Is Doing It

	What is being done?
	Who is doing it?

	· Listening to clients, advocacy groups, stakeholders

· Relationship with university research, experiment stations

· Urban programming

· Limited-resource programs

· Military

· Advisory committees, annual (?) needs assessments

· Trend analysis and futures thinking

· Evaluation and impact reporting
	System-wide;

varies from state to state

	National brand study for Extension
	ECOP Task Force

	eXtension (good example of coordination)
	eXtension and all of us

	Branding work for 4-H
	National 4-H Council

	Tufts study on positive youth development
	Tufts University with Council and states

	Accountability requirements and reporting
	USDA/CSREES and states and counties

	Face-to-face education, demonstrations
	Extension specialists and educators

	SET
	4-H

	MiTT; other programming to address emerging issues
	System-wide

	Professional development training and updating of Extension people concerning relevant topics ( i.e. technology, customer issues, etc.)
	E.S.P.

Professional organizations

PSD units

	Assessment tools to be aware of issues and trends
	IT units, PSD units, eXtension, web & customer surveys, program committees

	Building non-traditional partnerships
	Varies

	Issue based programming
	Varies

	Hiring state and local faculty with different competencies minimal
	Not enough doing this

	Reorganizing
	Some organizations and programs

	Hiring lobbyist
	

	Restructuring our programs to meet current needs
	Administration 

	Need to elevate social sciences
	4-H, FCS & professional associations

	Quantify change
	Evaluation units

	Developing advisory council
	At all levels (i.e. state, federal)

	State agencies collaborations
	Varies according to state

	Increase technology use
	State, federal, etc.


*A lot is being done, but not necessarily coordinated

What is Being Done and Who Is Doing It Summary:

· Listen to clients and stakeholders and providing them programs in urban and rural settings

· Current and subject matter updates

· Adoption of all available technology

· Increase collaboration

· To use programs such as SET and MiTT to promote specific program areas.

· Elevate social sciences

· Continually to increase our research-based information

· Strategic planning to keep us focused on outcomes and potential impacts

· Targeted audiences

· Needs assessment system 

Next Steps

· Identify tools to coordinate related programs and who is doing them.

· Become flexible, nimble, and collaborative.

· Develop tools to communicate programs that are being developed so others know what they are doing.  (within the Southern Region)

· Administrative buy-in into new tools and sharing and collaboration of information across states.

· Do more things like MiTT

· Pursue and increase involvement in issue-based programming; find ways in which we can implement issues based programming.

· Identify what we are doing

· Figure out who will participate or share information

· Define what is relevance and how to assess it

· Define what is the core relevance

· We have to know what value is when implementing new programs
