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ABSTRACT

The two papers that comprise this document focus upon
the communication process in extension work. The first paper aims to
create greater awareness of the change agent?!s communication
behavior, to maie strategies of changing people more into an object
of conscious deliberation and less of an art by discussing some of
the central elements of the communication process. The second paper,
which is a revi‘sion of papers delivered at the 18th and 19th
International Course on Rural Extension, deals with aspects of change
agent behavior which affect contact outcomes. Four "do's" for change
agents are suggested: (1) Collect and use feedback; (2) Be client
oriented; (3) Use a non-directive approach, especially when
identifying your client?’s prcblems and way of thinking; and (4) Give
careful thought to the nature of proof you offer a client. (DB)
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INTRODUCTION

Ideas developed by agricultural research would be useless unless they
are applied by thousands of farmers, all of them relatively independent
decision makers. The objective of a program of planned change is, therefore,
usually to make clients adopt, or act upon, new ideas introduced via the

i

change agent. A change agent can be defined as a professional who tries to

influence the decisions of his clients in a direction deemed desirable by
, , » o+
a change agency.

Given that the success of a change program depends upon the extent to

which a new idea has been adopted by clients, the adoption of innovations,
has been the subject of a great deal of research. In Ffact, some 1700 studies
have been carried out in the Diffusion of Innovations research tradition
which has become well known through a book by Everett Raﬂ'ers, called
"Diffusion’ of Innovations". ''

In a recent and large diffision study++++ carried out in Brezil, India

and: Nigeria, in which I was involved, it was found that the sheer frequency

of contact between client and change agent could best explain the extent

to which the client had adopted innovations. That is, from am@ﬂg over fifty

* The authc»r is ”‘Wetengchappellgk Medewerker" (Assistant Prgfessar) in
the Department of E;{LénsJ.Dn Exiuc:itlczn at Wageningen.
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factors examined, such as farmeize, frequency of listening to the radio,

frequency of visitin

P

;a city, nwaber of wives married, income, fatalism,
ebe, the one characteristic whiclh was wmost stronzly related to the nuber

o new ideas which a farmer had adopted was change agent centact.

Such studies show that change agent activity is among the most important

factors affecting the productive behavior of the client.

Thus diffusion research, vhich studies the clients of the change agent

brings us right back to the change agent himself. But such research does

not tell us much about what the change agent DID to achieve his impact.
After all, frequency of contact can refer to listening to the apgent's
lectures, to watching his demonstirations -- or to eating chicken with the
agent. Thus we know that contact must talke place, but we don't know what
happened during contact, let alone that we know how to optimise the effects
of that contact.

We can, on the strength of the results of studies as the one mentioned,

only recommend change agencies to increase the frequency of contact between
farmers and change agents. This is often difficult to do, especially in
developing nations where ratios of extensicn agents to farmers of 1 to 1700
are no exception. Yet we can support the wisdom of investing in small
motorbikes for fieldworkers which would allow them to increase the frequency
of contact with their clients.

‘But apart from such recommendations, diffusion studies sometimes Luve i

little to offer the change agency in terms of recgmmeﬂdgtigns which could

lead to increasing the impact of the fieldworker. That ié;ﬁbv focusging on

the client, diffusion researahprs “have naglected the one factar wvhich they

themselves find to be most important in the change process Agg;thg;gnejfagtDr

which can be most easily manipulated by the change agency: the change agent

and his behavior in the field.

The focus on the client has another implication. This focus implies,

in effect, that the brunt of success or failure to change the farmer's

behavior is carried by the farmer himself. This implication reflects the

attltude of maﬂy chanae aﬁen21es. Eﬁpegially failures to achieve desired
~ changes arp blamed on the backmardness or traditlanallam of the farmox. 1
have even kncwn a change ag;ncy vhlch dEEldéﬂ.that @leﬁarj "bush farmers
c@uld not be relied upon to get the c@untTy s agriculture mcv1ng, S0 thau

expensive land-settlement schemes were started to do the job.

»




Given our finding that chence agent activity is of great importance

in the development process, I submit that it is time to shift the focus

of research and the locuc of responeibility for success or failure from

the client to the change agent.

I do know, ¢f course, that the change process has two participants,
the change agent and the client. I know that both, in their interaction,
determine the outcome of the change process. However, given the present
ecrphasis on the client, I believe it is time to place some emphasis on the

change agent. Let me give an example of what I mean from education:

We all know that there are clever and stupid pupils.

We all tend to place the responsibility for scholastic
success with the pupil. If he fails an exam, we accept
the fact that he has to spend another year of his lifc

in the same grade. In one American study , a psychologist
carefully tested the intelligence of a sample of the

more stupid pupils in the different grade levels of a :
school. After the study he told the teachers that he .
had discovered a number of "late bloomers" among the :
children he studied, that is, children who could be
expected to become good pupils later. He gave the names
of these "late bloomers' to the teachers.

The psychologist returned a year later to find that his
expectations had been correct: most of the children he
had designated "late bloomers' had bloomed and become
good pupils.

The catch of the study is this: the intelligence tests
were bogus. The "late bloomers' were NOT picked from
the group of pupils on the basis of intelligence tests, g
but completely at RANDOM, that is, arbitrarily. v

What made the difference in making these children bloom was 0T i
their inborn capacities which had slumbered until then, BUT THE CHANGE IN %

BEHAVIOR OF THE TEACHER toward the children after an eminent psychologist
had told him that they were late - bloomers, which led the teacher to

reinf'orce these children more, to give them extra attention, etec., which
made good pupils out of formerly inadequate ones.. | |

It is with exaﬁgles such as the late bloomers in mind, that I suggest
that it is time to shift our attention to the behavior of the change agent.
A focus on the change agént'im§liés_that‘HE carries the res?gnsibiliﬁy"
for success or failure of the change program. Such a focus also im@liés_thé
assumption: B | | |

- THERE IS ALHAYS SDME TXPE OF CHAHGE AGENT BEHAVIGR WHICﬁ WILL LEAD
- T0 EUECESSFUL;GEARGE _THE. EROBLEM IS TO F]NB AND DEVELDP THAT CHANGE AGENT

BEHAVIGR- '

Thé Exampla is based on the presentatlan of an: un@ubllshed paper. The
study was. carrled out under the ausplcés of Dr B J Sklﬂﬂer of HarVard Unlver51ty .
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I imow thhis is a somewhat exaggerated assumpticn, but I think it

a useful one after the exspggerated Tocus on the client. Therefore the

assumption will serve as the point of departure for my disecussion of the

change agent as a communicator.

FOCUS O COMMUNICATION

Development plans often state theoir goals in physical terms:

By 1980 we want a bridge across River .......,

2000 extra Jjobs in industry, 120.000 acres

of high yleldlng oilpalm, etc.
Such physical goals are achieved in different manner. The bridge can be
built by a company of experts. ALl one has to do is to order the experts
to build the bridge. However, the usuval and apparently most effective
method of getting the planned 120.000 acres of oilpalm planted is to
convince each of thousands of independent farmers to take the decision
to plant the high yielding variety of oilpalm on his few acres of land.

Thus such physical change can only come about through first changing

people.

It is as simple as that. Yet, we have in the past given great attention
to the development of high yilelding varieties, we have funded expensive
experiment stations, we have spent years om the study of technical matters.
But we have given only little effTort to studying the Jjob of changing
people. Yet changing people is a necessary condition for the applicatian
of our technical findings.

Our insufficient realization of the necessity of satisfying this
‘condition leads to unfortunate situations.

For example, it seems% that the rapid spread, in India,
of the new rice varieties, developed by the Rice Research
Institute in the Philippines, and said to be the basis

of the "Green Revolution" in Asia, has encountered a

bottlemeck. That bottleneck seems to be the extension
of the new varieties to farmérs. :

Ihe new- varletles are thére but the pea@le cannat be changgd rupldly

anaugh tc Perlt maxlmally f*an them,

* Dr!”H_‘teﬁ Have, papéf on "Green Revolution" for meeting of the
"Nationaal FAO Comité" the "Landbouwcommissie -~ hwikkelingshulp" to
prepare for the Second World Food Congress, Th. ll.igue, May 1z, 1970
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The result of ~ur lack of attention to "people change" is that we

have very few well-suppurted generalizations cn which to base the activity

of changing people. Even though I am a so-called expert on changing people,

there is little that I can recommend you wnich is based on well-established
evidence.

Similar things can be said of the change agent in the field, who
actually has the Job of changing people. He is usually well-trained in the
technical field. He knows about fertilizer, new varieties, plant disesses,

the profitability of different ventures, etc. However the change agent

normally gets little training in changing people, in the methods of affecting

the decisions people make.

One reason for this lack of training is our lack of knowledge. Another
reason is that the change azent is often only seen as a radio who does his
job if he repeats the technical message. This is called "transfer of information'.
It is assumed that the farmer will adopt a good thing if he hears of one.
However, if the change agent were indeed like a radio transferrring
technical information we would not need change agents. We wrould only need
ri.dios. But we know that such mass media as radio serve very well to create
the awareness that a new idea exists. However, the mass media, in themselves
are usually not sufficient to influence Pé@@lé to act on the new idea.+

Chaﬂge agents are emgl@yea because they perferm Gthér functions than

Let me 1llustrate thlS statement by explaining the change agent's

function of motivating people, of tying the innovation he promotes to a
desire or need of his clients, in order to get that innovation adopted.
That iS; I want to show that the chang% agent has other functions than just
(l) There are numerous cases which illustrate that an innovation 1s
not adopted if people feel that it does not serve to satisfy a desire they

have.
1n’a perlad WhEﬂ farmers in the area Dnly had llmlted
financial needs. After much prodding by the Government
the cotton was planted, but only harvested to a limited
extent, i.e., to the extent that the farmers needed the
cotton to earn money to pay taxes and schoolfees. Once
tTese were paid, the farmers had no reason to harvest more.

A, W. van den Ban, "T@e communication of new farm practlces in the Nétherlands
Sociologia Ruralls, ol. 2, number 2, l965
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Therefore, the Govermment harvested the rest with the
help of borscouts. The money thus earned was given to
the farmers. The next year the farmers refused to plant
cotton, saying that they still had enough money from
last year's harvest to pay this years taxcs and schoolfees

(2) There are numerous cases which illustrate that an innovation is
adopted rapidly by large numbers of people without the help of a change
agent once the innovation is perceived to allow the satisfaction of an

existing desire.

An example is the old Yoruba Farmer who had been the
first to introduce cocoa trees in his village in bygone
days when there was no extension service in Western
Nigeria. When I asked the old farmer why he had planted
cocoa, he said: "To make money'. When I asked him vhy
he had needed money in those days, he explained how he
had worked on the railroad near the capital and had seen
corrugated iron roofs which he had perceived as much
better than the tatched roofs used in Western Nigeria
up till then. He also saw that the ~ocoa farmers near
the capital could afford to have ccrrugated iron roofs.
Thus the link between desire and innovation was clear,
so0 he adopted cocoa. The activity of such men had made
Western Nigeria one of the world's leading cocoa pro-
ducers =-- without the help of a single change agent.

From our examples from Malawi and Nigeria, I believe that we can say
that an idea wlll only be adopted if it is clear that the application of
the idea allows the satisfaction of an existing desire. The change agent
usually promotes NEW ideas, i.e., ideas which are not yet linked to an

existing desire in the minds of his clients. Therefore, the change agent

alsohas the important function of creating a link between the new idea

which he promotes and an existing desire. It is thus not enough for the

change agent to transfer technical information. He must also show how
that technical information can help the farmer to satisfy his existing needs. ;

In performing the function of, not only transferring new ideas, but also

of linking those ideas to existing desires, the change agent must communicate.
His success or failure depends upon his ability to communicate. Thé'ghaﬂgé
agent has a special p:sblém in this reéaréerhis,elientsrare free to walk

away or to disregard his advice, so that the ability of the change agent’

to c@mmunlcate is even more 1mPartant than that of a univer51ty prcfesgar;

who has a captlve audlenca over whlch he has some degree of fate control.

| We have already seen how the researchers ﬂeglect of the behavior

of the change awent has resultéd 1n a 1ack Df kncwledge about change agent”
memunlgatlcn. We have already seen that change agents are usually 11ttle

prepared by their tfalﬂlﬂg in cammunicatlan teehnlques. You kncv that your

own caiﬁunicatian behav1ar is largely gulded.by fEEllﬂé ani exgarlence and |

not by scientific generallsatlﬂns..
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It is my purpose here {o creatle greater awareness of the change agent's

comnunication behavior, to malke stratezies of changing people inore into

an object of conscious deliberation -- and less of an art -- by discussing

some of the central elaments of tg@,@@mmun;éatian,;rscessf

ELEMENTS OF THEIS COMMUNICATION PROCESS

What is communication? We communicate all the time. I am communicating

right now. Yet "communication" is difficult to define. "What is communication?"
is the one question over which communication scholars break their heads.
This state of affairs shows that communication science is still a baby
iaméﬂg sciences.
If we cannot ansver 'What is communication?’ direcﬁly, we can say

+
speak of communication. These m;g;malmg@nditlaﬁsrcan be stated as follows:

AT LEAST TWO PARTIES (for instance the change agent and his client)
SEND PHYSICAL UNITS (messages) THROUGH CHANNELS WHICH CONNECT THE PARTIES.
EACH PARTY PATTERNS THE PHYSICAL UNITS HE SENDS TN SUCH A WAY THAT THE
PHYSICAL UNITS SERVE AS A CUE WHICH ACTIVATES THE OTHER PARTY'S REALITY
ACCORDING TO LINKAGE RULES ON WHICH THE PARTIES MORE OR LESS AGREE.

Having thus satisfied the formal requirement of defining what I am

talking about, I have, navertheless, been a bad communicator. If you do
not quite understand the minimal conditions stated it is not you, as a
client, who lacks intelligence, but I, as a change agent, who failed to
communicate effectively. But bear with me: I will make an effort to improve.

Let me deal with the elements mentioned in some detail.

1. Reality

Very crucial indeed for understanding the communication process is
the concept of reality. Many pecple call the world around the "reality".
As if reality is really out there. They forget that what they call "reality"

is nothing but their subjective mental picture of thé wzrld out there.

Eyﬁcalllng their mental _picture_ real, by rE1fylng thelr real;tJ;

peaple make trémendaus mlstakes ;n thalr cgmmunlcatlan begause} lf they

Nlels Réllng, The Evcluﬁlan @f GLVlll&ﬂﬁlDﬂ' A Thearetle Apgraach to the
Diffusion of Innovations with Special Reference to Modernization, PhD Diss.
Fast Lansing, Mlchiganf Mlchlﬁan State University, 1970. Adapted from
- D.K. Berlo, "Essays on Cammunlcatlan"g East Lansing, Michigan: Mlchlgan
State Uﬂ;vers;ty, Degartment of Communication, 1969, (mlmem)




-A-

5 easy for me, who has struggled with the concept of ?Eaﬁtij Tor

fetin

It
some time, to discuss it in a few words, but it is not easy to understand

nn

concept immediatoly. Yet 1t is of great importance for understanding

44]

tue comnunication process. Let me give apn _xar:les
A people which has lived for generations in a small
village with a limited amount of land on which crops
are cultivated with methods which have not changed for
a long time is likely to come to look at the goodies
of this world as of fixed quantity. That means: if one
man gete more, another must get less. This reality, this
view gﬁ the world is called the "image of the limited
good" , and is a useful reality to have in a situation
where the means of production are indeed limited and
do not change.
Now imagine that a change agent comes along to promote
fertilizer. Imagine that he tells the farmers that
fertilizer can increase production. Wat do you think
will henpen? Let me %tell you what happened in one West
African rural area. Farmers in this area regarded ferti-
lizer as a magic medicine which pulled fertility from
neighbouring fields to the crops of the farmer who used
fertilizer. The result:fertilimer was rejected because .
of public pressure. :

Given that one has an image of the limited good and given that one
believes that one man can only get more at the detriment of another, the
belief that fertilizer is a magic medicine pulling away fertility from
neighbouring fields is a very logical one. The change agent who does not

understand the concept of reality will not be able to see the farmers'

reaction that way. He is liable to call them stupid. What's more he cannot

B S i

be expected to adapt his'éémmunicati@n strategy, for instance to change the
farmer's image of the limited good.
Let me give one more example to try to give more life to the ccncePt

of reality:

In medieval Europe, reality had it that the earth was

the center of the universe. This reality was reified

to such an extent that, when Copernicus came to tell

people that the earth turned around the sun, he was given

a hard time indeed and his book was placed on the Index,
the list of forbidden books. Mind you, neither sun nor
earth had changed, only Copernicus developed a different
reality of the rélatlaﬁshlp between sun and earth. We
have now all adopted Copernicus' reality because that:
reality, that model of the world around us, is more - WL
useful in explalnlng the thlngs that happen ta us everydav,~
_such as sunrise aﬂd Sunset :

RS .

G-M Fo“ter, (1965) "Peasant society and the 1mage of the llmlted gcsd” '
Anm. . AﬂtLV;DQanlst ' VDL 57, . 295 315 D e e e :
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In general, one could say that science has the function of creating

seful realities and that education and extension are methods of transferrin:

]
i

useful realities tou those who do not have them yet. I could, therefore,
easily Zo on giving examples because clashes between realities and reality
change are what sclence, education and extension are all about. But let me
make the point:

Reality is our subjective model or plcture of the world around us.

No other world can exist for us because we cannot know it. Reality, our

model of the world, is not the real world, it is a picture of the world.

Other people may have other realities. If we think that our reality is

real, we become dogmatic, ethnocentric and unwilling to accept other view-
points. In short we make many mistakes.

Let us look at the implications of our discussion of reality for

Qcmmunlcaflan

1. When we communicate, we speak from our own reality and try to

affect somebody else's reality. Communication occurs between realities.

What I say to you only becomes significant to the extent that it activates

your reality, to the extent that it has MEANING for you.

My.little son does not yet know the difference between
right and left. If we cycle together on Holland's busy
streets and we come to a fork in the road, I have
observed myself %o say "Go left'. My son then looks
questioningly at me. I now shout GO LEFT very loudly.
In doing so I give proof of my belief that the meaning
is in the message, that'igg in my words and that my son
will get the meaning if I repeat the message of even .
shout it. Since the fellow does ‘not know' the dlI;SrEﬂEé
between right and left yet, my effcrts are, of course,
wasted. The meaning is not in the message but in my son.
If my £on does not have meaning for a word, saying or _»
even shouting that word will not help. If I want my

- son to go left, I will have to use angther massage, one

' far vhlch hé has mean;ng ' : '

MEANINGS ARE IN' PEDPIE AND NOT IN‘MESSAGLS AND WE MAKEiMANY COMMUEIGATTDN
ERRORS IF WE DO NOT REALIZE THAT. e ’ I S

D.K; Berlo, Pr@cess D; Cammuﬂlcatlcn, Néw Icfk*5HDlt Rlnehart andiwknstan;? 7

196@. -
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When we send a message to somebody, we hope that it will activate I'is
reality, that is, elicit meaning in him in the manner we intended. But we
can never be sure of our effect beforehand because people have different
realities and the same message may elicit different meanings in different

people. Let me give an example:

Change agents in a Dutch fruit growing area were
convinced that large, old-fashioned fruit trees were
uneconomical. They preferred small trees planted in

rows g0 that harvesting costs were minimized and thereby
profits maximized. Thus they mounted a campaign which
had, as one of its féaturés, a paster Shawiﬂg a large
The poster proved very lneffectlve because the farmers
had another reality. For them the large tree looked
healthy. They knew it could produce many apples. Thus
they felt it was foolish to cut it down.

Where the change agents used the outcome of cost-benefit
calculations as their criterion, the farmers looked at
quantity of apples+praiuced-—The poster can be con-
sidered a failure.

Thus the same message, i.e., the picture with the caption, had different

meaning to the chaﬁge ageht and to the farmer. Only if the pgrties who
communicate have somewhat overlapping meaning, only if they share meaning

for a message, do they communicate.

3. Therefore, we should orient our message to the receiver.

~ That is, we should construct our message with our receiver's reality in
mind. We should try to know our receiver and try t@ understand his reality.
- If our messages are. not hooked onto the reality of our receiver, it is a

~waste of time to send such messaves in the first place. .

I can shout GO LEFT to my san, but that is wasted éffart
‘My message is not hooked onto my sons reality. He had
‘no meaning for it. My failure to understand that meanings
‘are in people cauld even lead to an aceident. After the
accident, I would say to my son: "But. I told you to go

o left". In.saylng that I;‘once more, give evidence of

a belief that meanings are in messages Therefare, one

.. speaks of ‘the "I told: you so. fallaqz:, ~ in cases where

people try to. blame someone. else for the prablems they

-"7f,themselves have causei hy nct understandlng that meanlngs'

Vﬁ'ﬁfgare 1n people.

A J‘ UlcherS' "De evaluatle van een vcarl;chtlngscamyagne in dE Betuwa "y
Wagenlngenf;Afdellng Soc1olog1e en Suclagrafie, Lanibcﬁwhcgeschacl

e Bulletin 11, 1958. .

~D_K. Berlo,ﬁ(l960) op c1t f;f;if;;é]f

S, AT 1 e
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Even if we send .essages with a recelver, and not ourselves, in mind,
we should make clear to nurselves WHICH receiver we have in mind. Lack of
clarity in this respect can lead to serious problems. Let me give an example:

I have been acquainted with a large research prcjéct
intended Lo produce results which would be useful to
change agencies. Some of the scientists who wrote the
reports, wrote them with a specific receiver in mind:
other scientists. This they did because they wanted
to be regarded as good scientists among their peers.
This orientation led to reports full of complicated
statistics and words for which non-scientists have no
meaning. The result: the reports were useless for the
change agencies for which they were really intended.
I have seen change agents do similar things, like
wiriting pamphlets for barely literate farmers which
had clearly been written to impress superiors in the
Ministry.

L. Qur messages are never adequate in themselves. They are only

adequate when we have proof that we have the intended effect. The job of

the communicator is not finished when he has constructed a message which
pleases him. He must observe its effect and be ready at all times to change

his message if it does not have the intended effect. Let me give an example:

I may have done my best to make this presentation

into something that pleases me. But if I see a number
of you sleeping or speaking to each other, or if I find
that you ask questions which make it evident that I
have not had the effect I intended, my message was in-
adequate and T will have to change it for the next
occasion

méggages;ggd be reggyﬂﬁe-ghaﬁgé them on @hg,b§g;sfgf7thg,resultsrDf t@g

pretest, i.e., on the basis of feedback.

Feedback occurs when we receive information about the effect of our
actions. We adjust our actions on the basis of feedback until our feedback
tells us that we. have the de31red effect Let me give an examllé:

,Imaglne a warshlp shooting at aﬁienemy SD.mlles away.
fThé first shot fired is usually far off the mark - it
- is a shot in the dark, But a little plane circles over
~the enemy ship and radios to our warship:"You are too
far to the right". The next shot will be more to the left.
“ ' The little plane radlas;"Yau are too far to the left".
Tt is only after a number of such corrections on- the
-~ basis of the feedback given by the small plane that the
o shells flnally hit the énemy Sh;p o , o




Another example:

In developing a rew sced variety, agronomists usually
spend years in collecting feedback. They test the new
variety on experimental plots and vork on it until it
has the intended effect.

Then comes the extension service which ic responsible
for the acceptance of the new seed variety by thousands
of farmers. It is ny experience that the extension service
mounts a big promotion campaign, which has Leen planned
in some office and which has never beentested on its
effectiveness.

Such a campaign is a shot in the dark, as much as the
first shot of our warship.

Given the fact that we know so little about how to optimize the impact
of cur extension effort and given that the communication process is so
extremely complicated, it is vain to hope that the office is a place in

which we can develop messages which are more than a shot in the dark.

6. THE BEST FRIEND OF THE CHANGE AGENT IS FEEDBACK. THE CHANGE AGENT
SHOULD SERK FEEDBACK AND USE IT, I.E., CHANGE HIS COMMUNICATION STRATEGY
. IF_HE DOES_NOT HAVE THE INTENDED EVFECT.
There is a dif'ference between collecting feedback and using feedback.

Let me give an example:
If a speaker notices that his audience is asleep, he
collects feedback. If he changes his speech as a result
of the negative feedback he has collected, he uscs that
feedback. Many people collzct feedback but never use it,
such as the university professor who never has more than
two students in any given year, but who continues to
pull the same dusty old lecture out of his drawer.

It is easy for me to stress the need for collecting and using feedback,
that is, to stress the need For évaluatian. But I know, and you, as old hands

at the game, know that there is a pgreat luock of technlques with vhlch to

obtain adequate feedback. 7 , - o , ,
One of the problems here is to select the phenomena which will be used

as feedback.

"Example. I have used sleepiness of the audlence as an o
~ example of one phenomenon which could be used as feedback.
‘But when my audience is not sleepy and interested, all .
I kncw is that I have generatei attention. Attention: 13 :
only a cﬁndltlan for gettlng my mgssage across. But -
“sleepiness or interest may be the only indicator. of. ny.
impact. Wh*Eh can be ea311y callectea 80 that I use it
"f@r 1ack Qf better . . :
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The fact that I select as feedback a phenomenon which can be observed

easily brings us to a second problem in feedback collection: The phenomenon

one selects as an indicator of one's impact must be _easily observable.

xample: You may, after my presentation, be in deep
Lh@u&ht about the communication process, yau may go
home and discuss 'meanings are in people" with your
cclleagues, etc. But I heve no way of collecting these
phenomena (which would be good feedback) .
It may be best to discuss these problems some more this afternoon.
I have included two discussion questions on feedback. For the moment,

let me discuss one common method of evaluating the impact of one's message:

You may have played the game in which some information
is passed down a line of people. Tlat is, one man gets
the information from one neighbour and passes it on to
his other neighbour. The one who sends the information
in this game is not allowed to make sure that he has
been understood. It only takes about five people to
get a completely distorted message. There is a well-
known army rule which tries to avoid such distortion.
It requires any man who gets an order to repeat it to
the one who gave the order. However, such a procedure
is no guarantee for being understood. I can ask my son
to repeat "go left" a hundred times, but it will not
make him go left as a result of it.

More effective would be to ask my son in which direction
he intends to go after I have asked him to go left.

It is then that I will notice that I have to change my
message by, for instance, pointing in the direction.

- University professors and other teachers also agk the. - receivers of
their messages to repeat their messages in samerfarn: they give an exam.
There is, however, a difference between pr@féséérsrand change agents in
what they do with the feedhack If the exam is a failure the student 1is

flunked. The client is blamed.
If a client of a change agent "fails" by, for 1nstance, not fallow1ng

the change agemt [ ady;ce, all the chaﬂge agent can d@ ls tc change hlS

message, to use the féedback

nge change agents never d@ thlsg Df course They send th51r one shot

';1n thé dark and if it falls they blame the cllent as a backward @r trag‘ R

-d;tlsnal gcad—farsnathlng But that 15 the same as my sheutlng GQ LEFT ,
"‘and then 1eaV1ng my san ts have an accldent -- and blamlng him fDr 1t

afterwards.
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2. Messages

We have made the point that meanings are in people and not in messages.
We have seen that the picture of an apple tree (a message) can mean
different things to different people. That is, the message is the same but
the meanings it elicits are different. If meanings are not in messages,

vhat are messages?

ink, Iaélal expressions or even pieces of Gl@tﬁlngg such as a policeman's
uniform.

Thus messages are physical packages which have been put together by

their senders in such a way that the messages elicit certain meanings

in the receiver.

Which pbhysical unit will elicit which meaning is determined by a set

of arbitrary linkage rules on which a number of people agree.

Example: We have arbitrarily agreed to let the sound
"left" refer to a certain direction. My son is not yet
a partner in this agreement.
Although messages do not carry meaning in themselves and can only
elicit meaning, messages are the things through which we cammunicate.
They are the only things we can see or hear when communication occurs. |
Messages are the stuff of communication, the things we can lay our hands

on, the things that have effect. It is only thr@ugh messages_that we can

be psychiatrists, teachers, extension agents, in short, rhanﬁe agentcs.

Althaugh we éannct hear or see meanlng, we have many wgrds that

~ describe maan;ng but anly Few that descrlbe messages.

- For example, we may flﬂd someone arrogant. That is the
~impression he makes on us. But it is very difficult
to determine the phy51ca1 aspects of his messages which
- made him arrcgant in our eyes. Yet we can only have
' ﬂaglced his arrogance because of characteristics of
‘his messages. There is no other. way in which we could
have come:to.: regard him as arrogant., Yet we cannot
~ deseribe the ghy51gal aspacts of the mESSage which
: made fgr arragance.“ .

—

The dearth of wcrds W th Whlch ED descrlbe messaﬂes has an unf@rtunatefil,vx
: eansequence for our ab;l;ty tg traln chanae agents 1n the Prcpér use Gf

messages_
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For EAdWPl we speak of client versus agency orientation
of the c :nanﬁe agent and say that the chanﬁe adent should
be client oriented, that is more concerned with satis-
fying nis clients than with satisfying his boss. But
client orientation can only be expressed through messaces.
It has to be enacted tu have a beneficial effect on

the relationship between client and change agent. In
order te train change agents Lo be client oriented, we
should know the physical aspects of the messages which
characterize a client oriented change agent. It is not
enough to tell a change agent to be client oriented,

or even shout BE CLIENT ORIENTED. We should have things
to point to, types of messages that must be sent in
order to be client oriented. We find it very difficult
to do this and hcnc; very difficult to Préperly train
extension agents.

Yet communication research is making some progress. More and more

researchers are starting to focus on the message of the change agent

because they realize that the change agents message is a crucial factor

in satisfying that necessary condition for development, people change.

Let me give a number of examples:

a. An cld extension philosophy prescribes the agent
to "help people to help themselves". That is a nice
slogan but it does not tell the agent how he should
behave to help people help themselves. Of recent,
communication research has begun to make some progress
in discovering the types of behaviors which do have
the desired effect. 24@ types of agent approaches

have been discerned:

i. the directive appraach and
ii. the non-directive agprgach

‘The former approach is characterized by the agent's

rather authoritarian demeanor. He orders his clients
around, prescribes them what to do and takes decisions
for them. This appraach can lead to results rapidly.
However, clients do not become independent decision
makers. Instead they continue to rely on the agent and
do not learn to help themselves.

The latter approach does seem to lead to client. indepen-

~dence in decision maklng Communication researchers are

learning more and more about the type of messagés whlch"
make for a non .ir éctlve appraach.r_ :

Thé best we can dD is t@ traln agents by IDlE playlng Such rcle Playlﬂg

| @rléﬂtEQH Etc > thus g1v1ng thE agent a feellng f@r what is meant by thé,i; R
Vcheﬂpt e e , -

e >T.R_ Battem, The Nén—Dlrectlve Appr@aeh 1n Gr@gp and Lcmmunlty Wark,»,, e
3 Landan Qxfcrd UﬂlVéIEity Prese§ 1957 e ~ S g s
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By locking at the communication behavicr of téachgrs+;
for instance, it was found that the more the teacher
accepts ideas, questions and feelings of students, the
more he praises and encourages students in their own
actions, and the less he lectiures, gives directions or
criticisms and justiiies his own authority, the more
spontaneous contributions and acts of problem solving
are observed among his pupils and the less compliance
and distracticn.

b. The demonstration farm has been used by scores of
change agents as a tool for achlev1ng change. It is a
message which is meant to say: "Here you can see a

good thing, try it on your farm". Convinced that this

was indeed the message cf the demonstration farm, large
amounts of money have been spent in many countries on

- demonstration farms. Often these heavy investments

were meant to make a perfect showcase of what was possible,
if @nly thé farmer did his bést Nétwithstan;inﬁ Such

effect Flﬁally Somegne questlaned the assumptlans made
and found that demonstration farms often have the
following message for farmers: "Here is a demonstration
of your inability as a farmer."

The result of this message is that farmers start to
defend themselves by looking for reasons why their own
farm cannot be compared with the demonstration farm.

In fact, farmers are very clever in rationalizing away
the effects of the demonstration farm.

As a result of such findings, we now know that we should
make demonstration farms as similar as possible to local
farms and nct invest large amounts of governtont money
in them.

Although message research is still scarce and in its infancy, it is

galng in a direction which is pramlslng By dlscavering thgrkharacterlstlcs

af change agent_ messages which §ramcte déSlrablé client chan%x§; such

reseagch;ppegs,therﬁgy ta,j;alnlng cgap?e ggegts;;nigg%;é such meggagesy‘

* E.J. Amidon and J.B. Haugh Interactlan analy51s, Readlng, Mass. '
.Addlsan Wesleyg l967 2N . Ea

iH Albrecht "Die- Beéeutung von Demcnstrat;ansbetrleben als einer F@rm
-~ der- 1andW1rtschaftllchEﬂ Entwicklungshilfe; Wirkungsbed;ngun@en und
;Preblemb%relche des Demanstrlerens" (The importance of demanqtratlgn farms
- as a form of- agrlcultural develapmeﬁt aid: ecndltlgns of efflelency and
- problems in° demﬂnstratlan"), Gattlngen, Germany,‘, "tut fﬁr Ausland;sché
”Landertschaft, 1965 e | e




Where messages are physical units, they must be sent through some

physical channel to reach their destination. That 1s, channels must connect

the sender and receiver of a message for it to have effect. That is,

channels must allow soundwav s, pieces of paper with ink or other physical

units with symbolic content to pass through them.

Most communication research is channel research because channels are
the most observable aspect of the communication process. When we speak of
"communication development"” in a developing country, we usually refer to
the development of modern physical communication channels, such as radio
networks, telephone ccmnections, etc. Let me give some examples of channel

research.

Such questions as 'who listens how often to the agricul-
tural radio program?’ is a channel question. One dves
not care about the message. One only cares about the
number of people and the frequency with which each
can be reached through a certain channel.

The same can be said when one asks farmers:"How often
did you speak with the extension agent?" We saw that
the frequency with which a farmer is in contact with
the agent best explains the farmer's adoption of new
ideas. Yet frequency of contact only refers to the
frequency with which a channel existed between agent
and farmer and says nothing abaut the messages sent
thraugh that channel.

The notion that a méssage must pass through a channel to reach its
destination is deceptively simple; as simylé as thé advice té change'asénts:

Make sure that there is a channél through which ycur message can reach

the audience you have in mlnd N@ththstandlug uhe self EVldeﬂGE of this

advice, many mistakes are made by not heeding it. Let me give an e;gm le:

Result demonstrations carry a message which is supposed -
- to- ieach farmers. That message only reaches them, however, -
it they actual%y come - tD look at the aemaﬂstratlcn. In
a recent study., it was found that only 14 out of 22
,:fexten313n agents responsible for setting up- result
-~ demonstrations were-aware: that: teaching during demon-

i :; Strat1DnS’ by arranﬁl f fie ﬂ:ﬂays ani VlSltS Df farmerS,l"?i'7 .
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There ics ancother impuortant aspect of channels. The change agent often
has many potential clients aznd it is impossible to reach them all. It is
not necessary to reach them all. Diffusion research has shown that the
change agent usually has contact with about 20% of the people in a community
and that the new idea diffuses tc the other 80% more or less autanamaasly+.

This raises the question: wﬁwm%§gau£§ the agent contact to optimize his

impact on the whole community?

Some people are much better channels for reaching than other people,

That is, people whom others often ask for advice, people who have a great
many daily contacts with community members, and respected and trusted

positions within the community, i.e., opinion leaders, are much better

channels through which to send messages to the comnmunity than for instance,
isolates, even if those isolates are very progressive community members

who are eager to adopt new ideas. In developing countries, opinion leaders

) . ] .. . -
are often people who hold formal positions in the community.”"

CONCLUSION

The change agent is a professional communicator, although he is seldomly

trained to be a good communicator. The change agent communicates effectively
if he sends messages through channels which connect him with his intended
receivers, and if he puts together his messages in such a way that;théy
elicit the meanings which the change agent intended in_his,intended
-receivers. The chan@a agent can only vzrlfy ts what extent he has been
successful. by using, as. faeﬂback; the r@actléns Df his cllents tm hlEr;
messages.

The cammunlcatlan stratesy of the ehange agent is the partlcular

mix or compination of channels, messages, 1ﬁtéﬂﬂéd r3331vers and feedback‘

devices whlch the change Egéﬂt uses ta achleve a certaln gcal The chanﬂej -

 7‘aEeﬂt 5 effectlveness is determlned by tﬂe adeguacy Qf hlS strategy




DISCUSSION QUESTIONS

. What methods are used by agents of your change agency
(a) to link a nev idea to a desire clients have and
(b) to convince clients that application of the new idea does

indeed lead to the satisfaction of existing desires?

2. What phenomena does your agency use as feedback to evaluate the

performance of its change agents . the field?

5. How is feedback used by your agency in the development of its
extension campaignps?

4. What strategy do change agents in your agency use to optimize their

impact on a rural community?
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COMMUNICATION: A KEY TO SUCCESS IN EXTENSION )

2)

by Niels R8ling

The present paper is a revision of papers delivered at the 18th and 19th
International Course on Rural Extension, July 1970 and 1971, Wageningen, Holland.
2)

R&liﬁg hﬁlds an M%ﬁ in rural sacialagy and agricultural eccnamias fram the

Staie Unlver51ty, East LEDSLEE, Mlch;gan, USA. He spent four years in ngerla
studying preoblems of rural development, and 1s now an assistant professor in
the Department of Extension Education in the Agricultural University of Wage-
ningen, R¥ling is currently on a two-year leave to do extension research as a
Visiting Research Fellow in the Institute of Develépment Studies of the Unlverﬁ
sity of Nairobi, Kenya.

INTRODUCTION
Applying new ideas is a necessary condition fe: inéreasing the amount ,
of contrel a farmer has over his savironment and, therefore, the basis for
increasing his welfare. Many suitable new ideas are available from research and
experimentation. Yet a large proportion aftheﬁ are not yet applied by th@sg
who could profit from them most. OQOur efa”is, in fact, cha:asterised»by a téch_
nology gap which islaearbitated in areas which hévg only récean} béeﬁ swept .

along in the mainstream of technological giviiisatian.

The objective of rural development programs is, therefore often to

: make people apply new ideas, To achieve it, agencies promoting rural development

remplgy'ghangeragents, i;é;,_prgfeSSiégaLé'ﬁhﬁ*ﬁévé tha jﬁb af,cQﬁﬁincigg peég13 :;,'£
to adéﬁt,néwvideésr ff;s;f§l1fMiﬁiétefiéé”éf,Agriéuifuré éﬁ§1§j“éﬁiéﬁéiéﬂ=égéﬁfo f*J
whe wgrk directly w1th farmers, ermlng th% llnk batween ‘sources. af new- ideas

i_,fand thase wha can prof;tably apply them.-i¢ﬁff7f




3) For a recent overview of diffusion research, see E.Il. Rogers and F.F. Shoe-
maker, Communication of Innovations, a Cress=-Cultural and Communication
Appraaeh Naw York: HacM1llan, 1971.

knowing the sheer frequency of contacts between a farmer and change agents

will best enable one to predict the degree to which the farmer has adopted

innovations.

Thus, diffusion research, which studies the adoption of innovations
by the clients of changé agents, brings us right back to the agent ' imself:
It shows that his activity is one of the most important factors affecting the
productive hehaviéur of farmers. But because diffusion research focuses on

farmers and not on agents, it can tell us little about what agents DO to

achieve their impact. Contact must apparently occur for new ideas to diffuse,

but we,knaw;;ittlg;ahqut héw téwaptimisewthe effect Qf,cqntacti The preseht

‘comes.,

Sofar, most Studiéé have focused on thé readiness or ?esistaﬁcé to
change af farmers to expla;n success of fallure of change pragrams The present
ﬁaper assumes the more man;pulablé ﬁgent fa éarry thé bruﬁt of Sucgeag ﬂr

fallure. Stranger, it assumes that there 15 always some change agent behav1ﬂr-

‘which W111 1ead to su@cessful change. Gur prcblem is to. :ﬂent;fy and develep SR

' such suecessiul behav1@r.— e

Sin§é¥farmérS afe ré;gtiye;y”independént decisienimakérs,;i;e;'irgéf> '

;”suec'ss depends, ta large extent{Ji?;f5




ENCOURAGING CHANGE

Develorment Plans usually call for increased production of export
crops, Staple crops, high protein foods, etc. Such objectives can seldom be
achieved by contracting:+ engineering firm, but only by convincing thousands
of farmers to apply new techniques. Such development can, therefore, only
come about through changing people.

How do we change? Herbert Kelﬁané) has suggested three basic processes

— o o G e R . G T T S e e S e R Gl el R S AR S Sk Ges S S N S S D S G SO S S N S RO S e e e e e e oy i S S S G AT M S e e ——

4) H.C. Kelman, "Processes of Opinion Change', Public Opinion Quarterly, 25
by which people change as a result of others' influence:
compliance, identification and internalisation.

Compliance refers to situations in which the agent has means-control

over his client : the cliént ehsﬁges becauée‘the agant'ean punish or rewérd
him, not because he wants to perform the new behavior for its own sake.
'Therefére,:he will only perform the behavior when the agent israréund;-
Compliant change is not rare in rural development. Rinderpest inoculations

and ergsian cnntré1§ for instanﬁé, éiten result fréﬁ laﬁVEEfoceﬁéﬁt; ther :
'newbehavicrsare énéctéd béeaus§ they'are‘suﬁéiﬂisgder;étherwisefrewa:déd,
“andnafbegédse_glients arecagviﬁced Qf}théiriﬁﬁfiﬁsié ﬁSeiuiﬁéSs, Ceﬁ?liénce
methods‘arenot,universailysuitéble fér rufal'ﬁévelcéméﬁfg”ﬁﬁwgv2r; Firsﬁ;
+ho neod for suveillance make them expensive. Second, change agencios will
:wghf;fheir}cliéﬁté:t§ ﬁaEe’théiﬁJﬁwn_de;isién#_%ﬁd”impféve‘tﬁéirvdécigiéhﬁ 1; 

. making capacity. .

~Identification refers to situations in which people change to be




Internalisation refers to situations in which people change because
they want to, because they are convinced that the new behavior serves their
ends better than others. The basis of power of the agent is his credibility,
his ability to convince the client that the behavior he promotes will best serve
the client's purpose. Internalisation is not necessarily the best method of
achieving change. It seems, however, often the most suitable and pragmatic-
one. Once a client is convinced, he will continue to perform the new behavior
in the absence of the agent. It will be performed for its own sake, the best

guarantee for the success of its outcome,

INTERNALISATION AND PROBLEM SDLVING

The present paper faeuses‘cn internalisation, if only because the
kind of attractiveness which makes clients try to fit his éxpéctatiéns. The
agent must, therefare,‘rely anrhis ability to convince people.

Iﬁte:nalisatign refers, as said, to the process by which a farmer
changes because he believes that such change will increase the correspondence
betweenhis}desiresand~his actual experiénce. Whan arF ﬁer s desired and

~actual outcomes do not correspond, he is faced with a pr@blem, which~he will

'try.ta solve in a prcblémsalving process:
CDMPARE DESIRED AND AETUAL OUTCOMES
DESIRED QUTCDV # ACTUAL OUTCOME
PRQBEEM DEFINITIDN |
DIAENDSIS
| *(1.%.;‘1deﬁt1f1ﬂatlan af bcttlenecks--_vA
“which keep the farmer- from. his des;red e
 fautcomes) '{V¢f§“5"f“  u”r1‘, f ,"
E ,,_;SE;EK TECHNIQLTEE TO REMOVE BGT'I‘LENECKS

N

AEPLY TECHNBQUES

‘""*“f:"*,T;~"Q‘,,;,CDMPARE DISIRED AND NEWAEIUAL mTcGMES¥ st L




'?ijfaffact the??f:“fVWi"“ mmﬁi?qu*yl

”“fii;m§$sages?ga[i”
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An example is provided by the old Yoruba farmer who had introduced
cocoa (a new technique) into his village. When asked why he had started plan-
ting cocoa, he said that he had needed money because he had seen corrugated
iron roofs when working on the railroad near the capital and had perceived as
better than the tached roofs then used in Wester ﬁigeriag He had also seen that
cocoa farmers near the capital earned enough to buy iron rocofs and had, there-
fore, adopted cocoa. Thus the Yoruba farmer had learnt to desire outcomes other
than the ones he experienced. He had seen that he could realize his desire with
money and had found a new technique for making it. He now has a very comfortable
house.

In case of internalisation, the change agent influences the problem

solving process of his client in such a way that the new idea promoted by the

agent is accepted by the client as a technique which can remove the bottlenecks

gggpiggitﬁg,cli%n§ fr§m achiavigg his desires.

This state of affairs has implications for the behavior of the change
agent: (1) He must identify the desires (''felt needs") of the client of make
the client aware of needs. (2) He must create a stfgﬁg link between the new
idea he promotes and the desiré or need of his cliént; He can, far‘instance,
identify the @ott;énecks,kééping the fg:mer iram'realisigg hisrdesire and éhaw
that the new idea will remove those bottlenecks.

Change arientéd cammﬁnicafién éftenffallaws this pattern. Take a tygigal
TV édvertisement, férlexamplg; A‘beautifﬁi,gifiis seéﬁ‘aibﬁé‘and Sd1kingat a
party. Hor gril-friend 1o having fun with the boys (compare actual and desired
vstaté: théia is a pféﬁiéﬁ §éré); fﬁéﬁAfhé ééiefa.facﬁSééféﬁ‘fhé,gifl'széfﬁpitﬁ o
oh, Gh bgdy adﬁr (dlagna51s) The tlme 1émfiﬁe tarshéﬁ the tsghnlque (gan Qf ‘ i‘].“

jg;deodarant) that can_take away_tha bcttleneek The ad Enas w1th thé glrl happily i

rrfchaslng»frﬂm;amang he* ultars “Thanks tg thé techniqué,‘desired\and aﬂtual i

:Lautcames naw da carresgand

e

Like the advertiser;,the change agent sends mes“agesﬁfh ch hapefully




SOME_ASPECTS OF COMMUNICATION

What are the differences between taking a brick from bucket A and placing it

5)

in B, and transferring an idea from agent X tot farmer Y?

3)

The illustration has been adapted from one used by Dr. David Berlo, Chairman
of the Department of Communication, Kichigan State University, Personal
Communicaticn.

(1) After placing the brick in bucket B, A is empty. Not so in case
of ideas: they are not subject to the laws of scarcity.
(2) The brick stays the same through the transfer, while the idea,

at first existing only in X4s head, is encoded by him into a set of symbols

(message) according to certain rules. The message is receiving by Y, Whgrdgcadesrw

it into an idea according to certain rules. X hopes, ofcourse, that Y uses

the same rules he does, but there is no guarantee for this. In fact, the idea

entering Y's head may be gquite diifereﬂt §rsm'thé one X iﬁtendedg'

' (3) Unlike bucket B:;stihéad-is7by;ng;méans'émpty,befgré}receiviﬁg,thé y,ﬂ&

- message. In fact, he can only decode it because the symbols in the message

“activate: meanings”he”already hasg”“'*5*ﬁ**’*~“5'5“/‘*“ %

o An example may glarlfyfth'fmeanlng af meaning';My nePhew dees nat yet

7:~?;f kﬂGW the d errence between right and 1éft ;Cyclingrtagether 1n;H§lland 5

'?gstreets, I haVE ﬂbserved mysﬁ




get the meaning if I repeat the message or even shout it. But since he does not
The meaning is not in the message but in my nephew. If he does not have a
meaning for a word (symbol), repeating or shouting it will not help. If 1 want
the boy to go left, I will have to use another message.

G , , ] .
Yes, meanings are in people ) and the change agent can make mistakes

D.K. Berlo, The Process of Communication, New York, Holt, Rinehart and Winston,

if he does not realize it. For one, there is, again, no guarantee that the
agent's idea gets into his client's head unchanged.
What are the implications of these observations for the change agent

trying to affect his client's problem solving process?

DO'S FOR CHANGE AGENTS

(1) Collect and use feedback. Since the agent is never sure whether

his messagé will get across, sendingviﬁvis never sufficient in itself. It is
like throwing a stone in the general direction of a target and walking away
satigfied that it has hit. The agent better wait‘talcbéerve fhe resul% of his
action, wait to collect feedback. If he had missed, he gén t:y_again, now armed

- with more information about how to aim. Feedback is the best friend of the

: , ' s . : 7) . :
_changgjagent‘;s.a fgréblemEsalvingéprcgess1helpe;.V*};“whélcan_pp;yfsugceed'"'

worldview, ‘language and desires -~ -

 his client. He must know the client's
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(3) Use a non-directive approach, especially when identifying your

;liggtjs7prab;emsﬂagd;§gngfﬁthinkingi If the recording of a change agent/client

discussion yields an agent monologue, or if the agent's input, listened to in
isolation, consists of a coherent, logical sequence, the agent has used a

8
directive apprgach >. It 1mp1 es that he has not reached to client 1nputs

8)
C. Rogers, Counceling and Psychotherapy, Cambridge, Mass.: The Riverside

Press, 1942

and not listened to or questioned his client. Instead, he had bombarded the
client with what he thinks, feels and has to say. A directive approach will not
allow the client to 'cowe out", so that the agent using it makes it impossible

for himself to understand what makes the client tick.

(4) Give careful: thought to the nature of proof you fogfr§7;;ieﬁt,
The agent, who must link the new idéa he promotes to his clientés desires, can
of course, say: 'Use fertiliser and yDu;ll get a better income". But thén‘he
shéws that he bélieves that his wards offer sufficient prcsf tD créaté thé 1ink  ":
suiflclent; If 1trwera, we could replace agenté ﬁlth radlas Mﬂre praef 15
,nermally needed VSDmé farmeré éan be canvznced by egpialnlng Whj a-: techn 1ué;fv; ;”'
will solve a sertain prablem, DthérS»w11l want a man they trusf ta give a

testimonial. Many will fallcw the dlctum "see1ng is bel;ev;ng Tar them a

demgnstratian v111 be negessary. Dther ways ef afferlng prccf exlst An arsenal

Df carefully cgﬂ51dered praﬁfs 15 a must fcr every change agént




