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Table 1 - Statistical population and number of samples selected in each province

Ol Sl A W BH
Province Frequency Percentage

Ol ¢ Tehran 39 13.5
ool Fars 75 26.0

S Olwl,s East Azarbayjan 82 28.4
Olgao! Isfahan 53 18.3
olask Mazandaran 40 13.8
g Total 289 100.0
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Table 2 - Knowledge of Extension Experts about chemical products

il Ol Sl A 53 e de 5
Knowledge Frequency Percent Cumulative percentage
Very low VS P 9 3.1 3.1
Low VS 18 6.2 9.3
Intermediate b g0 77 26.6 36.0
High aL) 120 41.5 77.5
Very high sb) s 65 225 100.0
Total g 289 100 -
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Table 3 - Knowledge of Extension Experts about organic products

e M3 e y3 Sl @t Ol s
Cumulative percent Percent Frequency Knowledge level

5.6 5.6 16 Very low oS

19.8 14.2 41 Low VS

61.8 42.0 121 Intermediate b g

94.4 32.6 9% High 3L

100.0 5.6 17 Very high 3 ks

- 100 289 Total fngl

Table 4 - Suitability of cost incensement of agricultural organic products Vs others.

P Ay Loy Sl A 0591 ol Ol 5o

Cumulative percent Percent Frequency Suitability
17.3 17.3 50 Less than 10 EW ST K RNy
56.7 39.4 114 10.1-30 \RVARA K]
78.2 21.5 62 30.1-50 Ye/\-00
100 21.8 63 More than50 4,5 0+/\ 31 YL
Av = aiy \ = &S AR VAL S WP YWY = 5 Kike
Max =80 Mean = 27.07 SD =16.9 Min=1
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Table 5 — Ranking of factors affecting consumers attitude to organic products

?‘ 5 3
o £
LY 3
;L 5 —; 2 3 = e i ¥
N . 33
) > v =
0.166 074 4.47 C:lla,.»tl,slJ;JLaoLo,aupU,,&‘5\;‘5,1..;.3u:.a_l}él,65),Li5,;J,wéu;}s,fwJ,@bl},«b\g,l;,yﬁ‘,’b)@&bl 1
Diffusion of information about chemical materials and its relation with diseases
0177 078 439 Y gazme cpl Sla 5 5 2Lk sl L3 BB US55 Calex (sl 5l S 2
Policies for supporting productions and farmers
0.181 071 45 sl 51 g0 el sosles Q\J‘,«a:u “© dngchs_bf.dA ol o 3 sy ‘_;)L:g.w' slow! 3
Promoting technologies and facilities for organic products
0.183 0.8 439 Uls:‘,su‘wlsMJ}@%J#&Wé‘yﬂulﬂ.&»'J}-\aVJL&&'M;‘}AQW&'L.M':)}AJAJL&)C%‘ 4
’ ’ i Developing awareness of agricultural producers about pesticides effect on public health and national food safety and food healthy
0188 082 437 wlr g2 S Ve S S o
Improving consumption patterns with education
0189 082 434 b 358 51 6ol (50LaS Y puams 4 o OB AT S pan 4385 5581 55 5 (LK S 6
: ) i Establishing appropriate mechanisms for marketing of AOP through an AOP supply supermarkets
0197 084 428 2ge 5ol 5008 S puazms by B Doy g0 4 Do
: ) i Appropriate pricing of AOP with coordination of producers, consumers, and other stakeholders or their representative
0197 083 421 SSE ) oY gz A 5 s 53 (65,5 Y s A 5 e Okl b ) s s
: ) i Coordinating governmental bodies and other stakeholders in process of production, marketing
0200 084 419 Y guazs ad o (el 43 aliond 315s 5 6)le (63,5LES SN pamue 4 5 0 gm0 B30 9
i ) : Improving supplying AOP in markets and stations
0201 0.85 423 .,\.'Jlgb|_,:.9;_,g_llg&h%ﬁsbl:d&glf,la\lfam:)y):dxgwuyé;a_lﬁj 10
Implementation of packaging and labeling
0215 089 415 B gz ol dolgh aine 53 OB AS D uan glaialy cgr SGE 1 DY guases 4 0 Kl )3 Olamasiis | gz 1
Education of consumers in markets by agricultural experts
0.224 093 416 el 3 g 3 g5l (55,50LiS OV guazs &)1 s s (.._‘5:...0 slo,l "
Public direct monitoring to AOP
0238 094 3.94 Aol andllas |y (g jni Ilae panas IS 4 aluly opl 5o el g go oS (ga0 31 g5lwelST (gl Ol gl b S 5 Ll 13
publishing and delivering extension materials on AOP to families
bend 3190 51 (g le DY guaza  eslizal sLise 5,90 53 sl OG) sl u.."&)",a] sLelE 8 6,158
0.241 0.97 4.03 Organizing a national information movement (based on information and communication and information 14
technologies) aimed at increasing public awareness about usefulness of AOP
0.247 0.95 3.86 u‘.":"&":‘;‘}“ﬂ 6)\.9 6})}[«‘&5 QY}MAA"ﬂ LS‘J'.' wﬂw‘f-’au)' oalazal 15
Facilitating private sector entrepreneurial investment in production and market chains of AOP
0.269 1 371 ol 045 ez 5538 53 W3 oS st Y gaames b OV guames 465 cpl 42,8 5T 16
Supplying AOP with new products
0272 105 387 Lol ch.w 23 SSE 1 g5,5LaS Y guazue slaol g 6,158 17
Appropriate Public advertisement of AOP through public media
0287 1.01 182 &L-“"l‘:‘ slge 3 sole Gy lrow & Jl Gy, K gebas db (psled glacs > 18
Allocating one day or week per year to AOP or safe food based on AOP consumption as a symbolic cultural affair
0313 117 372 &L_w.,i:|y}ld)lﬁd})3\$su\1}.¢m4§bld|ﬁJd}:‘;ﬁu.}h:\i&a‘ 19
i ) : Facilitating public sector investment in production and market chains of AOP
SLrssS 5 pgamm 3,28 Sl 5 S, (65,558 Lls 3,50 53 Gosn s ol el o 52 ol a8, (6,058
0.63 2.74 433 $oasleS 55 alens 20

Organizing workshops in education centers
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Table 6 - Ranking preferred information delivery methods for promoting AOP

2 S il

sl Kl Sl A ©f 4
O ot Sl

Rank Mean F Item Rank

Cv SD

0.093 0.45 4.86 275 TV and radio Ospol 9 a3l 1
0.240 0.93 3.86 273 Internal contact (3K ben 5 3L L2T) 835 g sl 2
0.248 0.97 3.91 278 Poster and tracts Sbds slacSt g g b e b g g 3
0.289 1.02 3.54 275 Workshop d.i:)",»i ske§ 18 4
0.297 1.02 345 274 Magazine LBy 5
0.308 1.06 3.45 275 Web-based information/ Internet oS 6
0.475 1.87 3.95 278 Newspaper 4l 7
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Table 7 - Ranking different AOP delivery methods and places

oSl
e Bl . .
) gla,  Slalp le Sy, 4l
Ol i S
Mean F Methods and places Rank
Ccv SD
Rank
S e e o gz p i Sl as s 1
0.17 0.78 4.46 259
Special labels
Syl D) g0 4 420 2
0.21 0.86 4.17 282
Special packages
a.\.iu.a;'a:.ﬁ}u.ou‘_;ua@}})éwf 3
0.24 0.98 4.00 283
Identified special markets
.\S‘A.\JcJ,!}S";lwﬂyle«sdy}.am)tsjaué‘;}a”)é 4
0.30 1.09 3.64 279
Selling AOP at the same place as conventional products
Sl 5 5o 5 g os ol 53 a0 5
0.31 1.13 3.64 275
Farmers markets
bbb oo 4 as s 6
0.41 1.20 2.94 277
Roadside stand
(u\s_gjg.:»_gABJd'u,gu'j6@5@}},#)dlﬁ:‘yw,ﬁg)kdhug.&}} 7
0.74 3.19 4.33 280

Chain supermarkets

wﬁ\.ub.&p)a;a}lj)‘.&nﬂﬁaQJAU,AAM)J:S.Z' 6\.&}_.'.&.‘&—/\55}4?

Table 8 - Extracted factors, Eigen value, Variance percentage and cumulative percentage of effective factors in AOP diffusion

o gibisls des s oebsls Ay oy oA
Factor Jml.e

Cumulative percentage Percentage Eigen value
22.36 22.36 4.70 Factor 1 Jdyl Jele
38.62 16.26 3.41 Factor 2 po° Sl
49.35 10.74 2.25 Factor 3 o Sl
59.17 9.81 2.06 Factor 4 (a,l.g.t Sl

AR
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Table 9 - Extracted factor from factor analysis

1
sl A3 s Jole b
Factor Effective Factor Factor
load
0.834 OB AS G e 4 (6355158 Y grame A5 53 alend slasyS 5 S po b pan Ol pan 3,00 53 B Gl
’ Diffusion of information about chemical materials and relation with diseases
anal s S N praes b puan Kia i)
0.802
Improving consumption patterns with education
- u.‘e_l.«;-
0.788 Y pazs 45,8 psbe 5o ol 310 51 5Hle (555U DY suams 45 0 6 o8 A30bLe i
’ Building national polices for developing AOP chains including production, processing, marketing and consumption it
SO Y paams W g5 ey 53 (5550US Y eas W5 I lallele b g
0.615 Educational —
Coordinating governmental bodies and other stakeholders in process of production, marketing .
. . L . . _ _ . supportive
0.642 b 390 51 (5l (65,9L8S OV gz (5 g 4 OB AIS O pean 4385 (50X 550 9 (SR 3
) Establishing appropriate mechanisms for marketing of AOP through an AOP supply supermarkets, networks
0.503 &L_w.,iﬂ_,»jld)l;d})_,us;;\l}amqb@wdﬂabbiwﬁnslﬁéw.squl
’ Establishing appropriate mechanisms for marketing of AOP through an AOP supply supermarkets, networks
0.559 Aled adlas 1 (g 2d Jlae prvass SG 4 dal)y cpl s Ll g5 0 45 (g 3 SolweT $lpOlge b SL S el
55 - ] d d
Publishing and delivering extension materials on AOP to families
0.699 bend 3190 51 gHle ) B 4 Jlu g, S polas | A (psled saeS >
) Allocating one day or week per year to AOP or safe food based on AOP consumption as a symbolic cultural affair
3 py— ;,ulJ Q‘;—h"} &3@)' 5})_%—.’&5 .A—_l“_,& 340 93 t-’:'J-’H} ;ft').’-‘i U,a)h\_ﬂ ch_w).\ W:')-”J 6l—hu\j)l5 ‘5)‘}3}3
1o9WeS Hs glewd las
0.738 [C35) 22 & sl sS o
Integrating specific syllabus related to food safety and importance of AOP production and consumption in .-7‘3 =
»n
related curriculum of formal and informal education institutions _‘;\) é
3 &
0.661 Lsoten 5 G300 53 sloed L3S 5 p s B pan Oliee BLI,I 350 53 Sl Y E
’ Diffusion of information about chemical materials and relation with diseases
0.637 le.\_,s JAS J.i) 9 M BL] J‘L:Q-:\:' .:‘y )" salaw! Q_;.Aa rJLw ;;L‘” .:‘y Jj.d.ﬂ C~_.~.h| )80 93 JL‘"’JC%‘
’ Developing awareness of agricultural producers about pesticides effect on public health and national food safety and food h
ot ch.w BL) &_3@)‘ ‘5)')_9L$5 QY}M dl#u)‘}'—i.? 5)‘}5}3
0.754 Organize a national information movement (based on information and communication and information
technologies) aimed at increasing public awareness about usefulness of AOP
0.74 &L_w.,i:|y}ld)lﬁd})}\$so\l_}a~4§bld|ﬁL;’J_;.:Ji:iu.}h:&’.ul
' Facilitating public sector investment in production and market chains of AOP »
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Table 10 - Attitude of extension experts about AOP (T-test)
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Sig. level t SD Mean Gender
e
-1.74 12.24 86.99
Men
0.315
5
-1.91 9.87 89.87
Women
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Table 11 - Attitude of extension experts based on literacy
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20.32
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The study of extension experts' attitudes about effective factors

in consumption of organic products in Iran
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Abstract

The main purpose of this descriptive — survey research was to study extension experts’ attitudes
about effective factors in consumption of organic products and in Iran. The main population
consisted of 1200 extension experts in Iran. 289 samples of extension experts’ were selected through
randomized sampling to answer the questionnaire. The validity was cheked by a panel of
agricultural extension experts the university of Tehran. Reliability was measured by Cronbach's -
alpha formula and o = 0.92 showed the reliability of the questionnaire was acceptable. SPSS Win
Software was used for data analyzing, and factor analysis method was employed in this research.
According to the results the main communicative channel was TV and radio and the main supply
method was labeled organic products in the markets. The results of factor analysis showed that
effective factors explained 59.17 percent of the whole variance. In conclusion, four factors extracted,
the first factor was educational — supportive, as the first factor, broadcasting, constructive-
institutional and infrastructure factors. Also the result of t- test showed that was not different
between women and men attitudes.

Key words: Attitude, Extension Experts, Organic products

*

- Ph.D. Student of Agricultural Education, Department of Agricultural Development and Economic, University of
Tehran, Tehran - Iran (E-mail: akbary2008@gmail.com)

** - Former M.Sc Student, University of Tehran, Tehran - Iran

** _ Associated Professor, Department of Agricultural Development and Economic, University of Tehran, Tehran - Iran
*** _ Ph.D. Student of Agricultural Extension, Department of Agricultural Development and Economic, University of
Tehran, Tehran - Iran

koo

- M.Sc Student., Agricultural Extension and Education, Faculty of Agriculture, Tarbiat Modarres Uni., Tehran - Iran



