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Abstract 

Cooperative Extension plays a vital role in supporting rural communities during crises and in building 
community resilience. Studies report that during the COVID-19 lockdown, producers in the USA reported 
concern about the demand for their fresh produce and needed information on marketing, digital 
marketing, community engagement, and collective marketing and distribution of products. Extension 
continued to support its clients and their changing demands during this dynamic time. However, the role 
of Extension in responding to its clients’ evolving needs regarding marketing produce during the COVID-
19 lockdown has not been explored. Using a capabilities-based organizational resilience model, this study 
aimed to understand the anticipation, coping, and adaptation capabilities of Florida Cooperative 
Extension (FCE) during the COVID-19 lockdown, particularly focusing on response to marketing 
challenges of producers. A narrative research approach was used, and data were collected through Zoom 
interviews with Extension agents (n = 9), and Extension leaders (n = 6). The six-step thematic data 
analysis process resulted in four major themes. Participants described FCE as unprepared to deal with 
the challenges of lockdown. FCE’s response to the challenges of producers was reactive, and it primarily 
helped producers market their products by connecting producers with consumers through online 
platforms and setting up farm stands. After the lockdown, Extension agents made some changes in their 
Extension programs, however, no higher-level changes were found. Our findings suggest strengthening 
adaptation capabilities by including reflective activities to take lessons from this event, which could also 
be incorporated into future crisis planning to enhance resilience. 
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Introduction 

The COVID-19 pandemic and the lockdown have affected agriculture and farming populations in 
multiple ways. The most significant challenge faced by producers during this time was marketing their 
produce (Sapbamrer et al., 2022), i.e., harvesting, storing, processing, and transporting produce (Mthembu 
et al., 2022). The lockdown further added to the challenges that small-scale producers already faced in 
marketing their products. The challenges include limited understanding and knowledge of product 
marketing, entering new market channels, adhering to food safety regulations (Schofer et al., 2000), locating 
and accessing markets (Cantor & Strochlic, 2009), and unpredictable consumer purchasing behavior 
(Zamudio et al., 2016). The supply chain disruption, a shift in demand for agricultural products (Hobbs, 
2021) and changed marketing and sales regulations during the lockdown (Eng et al., 2021) caused losses 
of vegetables and fruits (Ali et al., 2020; Cagle, 2020), financial losses (Sapbamrer et al., 2022) and stress 
among producers (Cheang & Lynn Yamashita, 2020). Because the biggest consumer of fresh produce, the 
food service industry, was closed during the lockdown, producers were concerned about the demand for 
fresh produce (Cagle, 2020). A study with producers in Hawaii showed the need for additional information 
on digital marketing to transition their businesses online (Eng et al., 2021). The study indicated that 
agricultural producers sought help with marketing information, community engagement, and networking 
opportunities to facilitate collective marketing and distribution of products (Eng et al., 2021). In 
Mississippi, 42.6% of producers indicated an interest in participating in Extension programs focused on 
social media marketing (Moreno-Ortiz et al., 2021).  

The estimated COVID-19-related loss for farmers and ranchers in the USA was $40 billion, 
indicating a significant reduction in net farm income (Congressional Research Service, 2020). The 
lockdown in Florida was from April to June 2020 (Phase I) and June to September 2020 (Phase II). This 
was the peak harvesting season in spring in Florida, so there was an excess supply at the producers’ end 
(Court et al., 2023). Due to challenges in harvesting and shipping the produce, the estimated fresh produce 
worth $523 million was lost in Florida during the lockdown from March to May 2020 (Congressional 
Research Service, 2020), with vegetables, melons, and potatoes accounting for a loss of $129 million, which 
represented 48.41% of the total planted acres (Court et al., 2023).  

During a crisis, Extension plays a crucial role in meeting the needs of its clients (EDEN, n.d.; Grove et 
al., 2020). Studies report that in the past, Extension agents have served in enhancing awareness, sharing 
vital information, and helping in recovery efforts (Cathey et al., 2007) by developing tools for disaster 
response and offering emergency guidance (Murray, 2017). However, they reported needing support in 
disaster preparedness and require materials and equipment for disaster readiness (Koundinya et al., 2020). 
Also, Davis et al. (2021) reported that Extension agents needed education beyond technical topics on 
subjects like coping during a crisis.  

While there are several studies describing disaster preparedness and the response of county Extension 
staff to several disasters and crises, Extension’s response in addressing the marketing challenges of 
producers during supply chain disruption is not explored. Further, the studies so far have only focused on 
the response at the county level. Exploring the organizational response, i.e., the response of staff at all levels 
of Cooperative Extension could provide greater insights into the organizational process of sense-making of 
challenges posed by the crisis, strategies adopted to cope with it, and learnings from it. Literature suggests 
that different approaches adopted during the crisis compel organizations to rethink their practices, 
potentially leading to the redesign of traditional methods (Mitroff, 2004; Van Woerkum et al., 2011). This 
results in the development of innovative and efficient practices to achieve the organization's goals. Taking 
lessons from unprecedented events like the lockdown is an important proactive measure (Koronis & Ponis, 
2018) for Extension to be better prepared to address the needs of clients in case of future supply chain 
disruptions. By exploring the knowledge base for anticipating threats, the resources to cope with them, and 
the power and responsibility to adapt to future uncertainties (Duchek, 2020), the resilience capabilities of 
Extension could be understood.  
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Duchek (2020) emphasizes that a resilient organization possesses a broad knowledge base for 
anticipating threats, the resources to cope with them, and the power and responsibility to adapt to future 
uncertainties. Crisis anticipation, coping, and adaptation are three phases of organizational resilience 
capability (Duchek, 2020). This study aimed to explore these three organizational resilience capabilities of 
the FCE organization as a whole, i.e., responses of lower and upper administration level, particularly to 
address the marketing challenges faced by producers in Florida during the lockdown. The specific 
objectives were:  

1. Describe the capability of FCE to anticipate and prepare for marketing risk for producers before 
the COVID-19 lockdown. 

2. Describe the capability of FCE to address the marketing challenges of producers during the 
COVID-19 lockdown. 

3. Identify the learnings of the FCE and changes adopted in Extension services for the marketing of 
agricultural produce after the lockdown to describe the adaptation capabilities. 

Conceptual Framework 

Capabilities-based organizational resilience model given by Duchek (2020) guided this study. This 
model was chosen as a foundational component because it describes the phases an organization goes 
through to achieve resilience and the drivers and precursors of organizational resilience, providing a clear 
and complete overview of the process and underlying dynamics of organizational resilience. Duchek (2020) 
describes resilience as a process involving anticipating threats, coping with these threats, and adapting and 
learning from experience to be better prepared for future uncertainties or crises. The resilience process 
includes three stages: anticipation, coping, and adaptation.  

The anticipation stage occurs before a crisis and involves proactive measures to identify the 
likelihood of a crisis occurring (James & Wooten, 2005; Mitroff, 2004; Scoblic, 2020). This phase involves 
cognitive action, such as environmental scanning, market research, end-user surveys, and monitoring 
internal and external developments to recognize potential threats, as well as behavioral actions aimed at 
minimizing the adverse impact of a crisis, such as emergency planning, staff training for crisis management, 
and resource allocation for crisis response. In the context of this study, the anticipation period refers to the 
time preceding the lockdown phase in Florida, and anticipation corresponds to the cognitive and behavioral 
actions taken by FCE before the lockdown to minimize the adverse impact of COVID-19 on producers, as 
shown in Figure 1.  

The coping stage occurs during the crisis and necessitates concurrent actions to address it (Koronis 
& Ponis, 2018; Williams et al., 2017). Cognitive and behavioral actions in this phase include accepting the 
crisis and implementing solutions to address it. In the context of this study, acceptance refers to FCE's 
ability to comprehend the challenges faced by producers in marketing their products and the recognition 
that FCE must respond to those challenges. Similarly, implementing solutions means developing strategies 
to address the problem and the ability to put these solutions into practice to resolve marketing challenges. 

The adaptation stage is a reactive phase that occurs after the crisis, where organizations learn from the 
crisis and adjust their operations to mitigate the adverse outcomes of the crisis or similar events in the 
future. Reflection and learning and change are the cognitive and behavioral actions in this phase (Duchek, 
2020). Reflection and learning involve a careful analysis of activities conducted before and during the 
crisis to draw insights into developing future strategies. Change refers to the organization's ability to 
implement new knowledge gained during the crisis management process. In the context of this study, the 
period after the lockdown phase is considered to be after the crisis. Reflection and learning refer to FCE's 
learnings after dealing with the marketing challenges of producers during lockdown. Change refers to the 
modification of Extension programs to include marketing-related topics for producers.    
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Figure 1 

The conceptual framework for the study adapted from (Duchek, 2020)  

 

Duchek (2020) described that knowledge base, resource availability, social resources, and 
power/responsibility play pivotal roles as the major antecedents and drivers of organizational resilience. 
The diversity of experiences, personalities, skills, and perspectives fosters constructive conflict within the 
organization, leading to increased creativity and innovation in problem-solving. These attributes 
collectively enable the organization to make more informed decisions, particularly in times of crisis 
(Pregenzer, 2014; Xiao & Cao, 2017). Similarly, having timely access to resources—financial and human— 
are vital for strengthening organizational resilience. Social resources, characterized by the organization’s 
network of relationships with various stakeholders, play a critical role in enhancing an organization’s coping 
capabilities through information sharing, resource exchange, and cross-functional collaboration (Heifetz et 
al., 2009; Duchek, 2020). Power, based on expertise and shared responsibilities, is another significant factor 
contributing positively to organizational resilience, as it fosters the development of adaptive capabilities 
(Duchek, 2020).  

Methods 
Research approach 

This was a retrospective study in which participants were asked to reflect on their experiences 
bound within a specific time frame of April to June 2020 (Phase I) and June to September 2020 (Phase II), 
coinciding with the lockdown period in Florida. Qualitative research, using narrative inquiry as described 
by Connolly and Clandinin (1990) was used to collect and describe data in this study.  
 
Data Collection 

Two semi-structured interview guides were prepared, one for Extension agents directly working 
with farmers and another for Extension leaders and upper administrators at higher levels to gain a 
comprehensive understanding of the organization's response to the marketing challenges of farmers during 
the lockdown (see Appendix). To ensure credibility and dependability, the interview guide went through an 
expert panel review, and the revised interview guide for the Extension agent was pilot-tested to further 
assess trustworthiness (Lincoln & Guba, 1985). All the comments and suggestions from the pilot test 
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participants were included in the interview guide to enhance its clarity. Similarly, the interview guide for 
Extension leaders was also revised, although no pilot testing was conducted due to the small sample size of 
leaders in Florida and the lack of access to retired leaders and leaders of other states. Once the study 
received approval from the institutional review board (IRB) at [University], data collection commenced.  

 
Participants were recruited for the study via email, utilizing purposive and snowball sampling 

techniques. Data was collected through individual interviews from March 2023 to June 2023. All 
participants had more than five years of experience working with FCE at the time of data collection. The 
participants included Extension agents (n = 7), CED (n = 2), DED (n = 4), and upper administration (n = 
2). This encompassed two Extension agents from the Northwest district, one Extension agent and one CED 
from the Northeast, two Extension agents from the Southwest, one Extension agent from Central, and one 
Extension agent and one CED from the Southeast. The inclusion of all FCE districts in Florida provided a 
comprehensive overview of the FCE’s responses to the marketing challenges faced by farmers during the 
lockdown throughout the state. 
 
Data Analysis 

The interviews with participants ranged from 23 minutes to 1 hour 25 minutes. All the Zoom 
meetings with the participants were recorded and then transcribed using online software called Otter AI. 
The transcripts obtained were validated by the researcher by reading every transcript in its entirety to make 
sure it was readable and correct. Then the transcript was sent back to the respondents for member checking 
to ensure that all the things conveyed by them were accurately presented (Lincoln & Guba, 1985). During 
the member-checking process, further questions were asked for clarification. This also allowed participants 
to define and modify their narratives. Many participants revised their original transcript to enhance clarity 
and improve the flow of reading. One participant edited the transcript significantly stating that, after reading 
the transcript, he felt that he did not adequately answer the questions during the interview. He explained 
that some of the examples that he shared were activities that he was not directly involved with during the 
lockdown. Because of the retrospective nature of the study, the challenge of recalling the experiences during 
lockdown was expected.  

 
The six-step thematic analysis process given by Braun and Clarke (2006) was followed in NVivo 

(version 14, Lumivero) to analyze the data. The steps included (1) familiarizing the researcher with the data 
by reading and re-reading the transcript; (2) generating initial codes using inductive and deductive 
approaches; (3) searching for themes by sorting and combining codes developed in the previous stage; (4) 
reviewing themes, i.e., refinement of themes developed in previous stage; (5) defining and naming themes; 
and (6) producing the report/ manuscript.  
 
Representation of Findings 

After analyzing the data, the researcher arranged the developed themes on the plot structure based 
on Freytag's model (Hong An, 2021), which includes exposition, conflict, climax, and resolution, adapted 
by the researcher to enhance readability and the flow of the story. The findings are presented as collective 
narratives of the participants. The narratives developed by the researcher were inserted in ChatGPT (GPT-
3.5, OpenAI) to enhance their grammatical accuracy and overall quality. The suggestions provided by 
ChatGPT were reviewed by the authors and appropriate changes were made. 

 
Additionally, verbatim short stories shared by participants are included in text boxes (referred to as 

Box). These short stories are provided to show the experiences of participants as narrated by them. The 
stories have been lightly edited to ensure a smooth flow. To protect participant confidentiality, pseudonyms 
have been used in place of participants' names, and identifying information such as their county of work, 
position, and specialization has been removed. 
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Trustworthiness of Data 
To reduce the biases of researchers and maintain the reliability of data, interpreting data in 

a trustworthy manner is important (Langenbach et al., 1994). In this study, the researcher employed a variety 
of methodologies to ensure the credibility of the study. Firstly, the researcher addressed her biases that 
might affect the inquiry through the subjectivity statement (Creswell, 2013). The researchers performed 
member checking by sharing and requesting a review of transcripts from the participants. Direct quotes 
from the participants were also added to the findings to make the study rich and thick and validate the 
conclusions. Similarly, to verify the study's confirmability, a detailed audit trail was kept that documented 
all the work done during the study period (Lincoln & Guba, 1985). 
 
Researcher (first author) Subjectivity Statement 

I worked as an agriculture instructor for two years. Pursuing my interest, I chose to teach the course 
on agricultural Extension and was given the responsibility of teaching agri-business management. The 
integration of marketing topics into Extension programs and farmers' interest in learning about them was 
quite interesting to me. Due to this interest, I chose to pursue my master's thesis on understanding the 
response of FCE in marketing agricultural products during lockdown. Other reasons for choosing this topic 
included my interest in learning about the cooperative Extension system in the US and its role in marketing 
agricultural products. However, during the data collection process, I learned that marketing of agricultural 
products is highly privatized in the US, and farmers' interest in learning about related topics is very low. 
Consequently, there is minimal involvement of Extension in marketing education. This was a surprising 
finding for me; nevertheless, I continued the data collection because my research focus was on the response 
of Extension during the lockdown period. This was a time when the private sector could not viably procure 
agricultural products from farmers, and farmers were turning to Extension agents for help in finding outlets 
for their products. It was interesting to observe the involvement of Extension in marketing during this 
unique situation. 

Findings 

Characters: Ana, Cindy, Gem, Jenny, Jimmy, Lily, Mary, Rin, and Tina are either Extension agents 
or CEDs in different regions of Florida. Amanda, Andy, Billy, Paul, Sam, and Tom are either DEDs in 
different regions of Florida or the leaders (Upper administrators) of FCE.  

Exposition- Situation During Lockdown 
The state's announcement of a lockdown in response to the surging COVID-19 cases in Florida 

abruptly halted the essential services affecting the daily lives of individuals in unexpected ways. Travel 
restrictions and the abrupt closure of the food service industry adversely affected food distribution. At this 
time, Southern Florida was in peak harvesting season for almost all the vegetables, while Northern and 
Central Florida were in the middle of the vegetable production season. Fast food giants like McDonald’s® 
and Taco BellTM, as well as local restaurants, were no longer operating, causing farmers to panic as the 
reliable market vanished overnight. The distributor stopped collecting produce from producers. The packing 
house closed, and the picking-up trucks did not show up.  

 
Baffled with the new lockdown regulations and supply chain disruptions, producers were uncertain 

about the ways to sell their produce. “Hey Jimmy, do you know if my U-pick farm still counts as essential? 
Can I continue my business as usual? Is farmers’ market considered essential?” Jimmy, an Extension agent 
in Northern Florida, recalled her conversations with producers in the early lockdown phase. Not only the 
beginning and small farms but those farming for generations and well versed with the systems at the federal 
level reached out to local Extension agents for solutions.  

“Rin I have 20,000 pounds of cabbage. If I can't get rid of this in two days, I gotta plow it under.” 
Rin, a County Extension Director in South Florida, shared his conversation with a large grower. Upset to 
learn this, Rin tried to look for connections that might help the producer; but he did not have enough time. 
The producer had no choice other than to plow the cabbage. 
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Jenny, an Extension agent in South Florida, described that farmers were not harvesting the produce 
because they could not afford to compensate the laborers as there was no market to sell them. On the other 
hand, those who managed to harvest their produce were grappling with the task of finding a buyer (see Box 
1) and packaging their produce or ways to give away their surpluses. Farmers had to face financial losses, 
some had to temporarily and others had to permanently close their farm operations. Rin, having many years 
of experience with agriculture in Florida, realized the two problems leading to this situation. “We really had 
two ‘breakages,’ one in the greatly diminished volunteer force/labor force and, then, the break in crop 
transport from farms to local sites.” 

 
The DEDs and Extension leaders learned this challenge through the Extension administration 

meetings that were organized daily during the initial days of lockdown.  
 

Box 1. Artichoke producer’s struggle to find a market 
I had one farmer who was growing artichokes, for the first time, approximately seven acres of 
artichokes. And he was growing them specifically because we had done the trials of artichoke varieties 
in [place] at our research facility. He had a market secured; it was a local market within a 60-mile 
radius of his farm. It was restaurants or something that closed during COVID. He lost his market and 
the opportunity to sell those specialty crops to the restaurant chains. And that was the first time he had 
grown them, so it definitely was a hard hit for him.  
He was very hesitant. He didn't really repeat it the following year, which was unfortunate because I 
think it would have been a crop that would have been really beneficial for him to start growing. 

- Ana 
 
Conflict – Problems that Extension Agents were Going through During the Lockdown 
 
Lockdown Not Anticipated 

For farmers, the lockdown came across as an unexpected storm that disrupted their way of selling 
produce. It was also unexpected for the Extension agents. Jimmy described it as a “black swan event” 
happening out of the blue. Cindy, a County Extension Director in a county in Northern Florida candidly 
revealed, “I serve on the emergency management team in my county, and we prepare for hurricanes and 
other disasters. But we had never prepared [for lockdown].” 

 
Not thinking about and preparing for a lockdown as a potential problem for FCE clients caused 

Extension agents to take time to respond to the situation. Amanda, a DED, described that it took almost two 
weeks for Extension agents to figure out the situation and help producers find a place to sell their products. 
She elaborated, 

 
We had situations where producers had to dump milk. But within a matter of less than two 
weeks, Extension agents came up with ways to make it work; they were putting together a 
drive-through farmer market, where people could bring produce to an area, and people 
could drive by and collect it. So, it wasn’t being disposed of, it was actually being sold, 
which was good for the producer and the consumer. 
 
The situation during lockdown was changing rapidly making it both difficult and crucial to make 

decisions and act. While Extension agents made independent efforts to help the clients to the best of their 
abilities, they expected guidance and proactive support to better tailor and implement their plans. Gem 
expressed,  

 
It wasn't like there was anyone at [University] that was kind of spearheading a response to 
this from the marketing perspective. It seemed to me from my perspective, each of us at 
our county level talking with our growers, and the consumer side, seeing what was needed 
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and responding to that. And I think having, someone or an office that was able to take a 
proactive approach would only be helpful. 
 

Professional and Personal Challenges for Extension agents 
COVID-19 had a multidimensional effect on Extension agents affecting their personal and 

professional lives. Transitioning the Extension services from in-person to online was not without hurdles. 
The older Extension agents faced the challenge of learning and adopting this new technology. Cindy, a 
seasoned CED recounted, “It was hard for some agents because we had to learn technology that we had 
never learned before. And we kind of had to pick up and run with it for programming.” Clients’ reluctance 
to accept the transition was also a significant roadblock. On top of this, the lack of reliable internet services 
intensified the client’s apprehension.    

 
While the lockdown policy was issued statewide, some of the rural counties in Florida didn’t 

impose lockdown and expected their employees to be in the office. Cindy recalled the difficulty Extension 
agents had in balancing the different rules of the university and county, “Extension is governed by both the 
university and the county. And so those two policies and procedures during COVID-19 were a little bit 
different. It was hard [being] both county employee and university faculty to follow both guidelines.” 

 
Andy explained that Extension leaders worked to find a common ground between the different rules 

and issued a guide for Extension agents to continue their work (Box 2).  
 

Box 2. Navigating the Maze of COVID-19 Rules 
The governor was issuing executive orders, specifying things related to lockdowns, or what you could 
and couldn’t do. Some of those orders were a bit up to interpretation. The [University] was making its 
own rules. And our county agents work in county offices, so county governments were making their 
own rules. The challenge for someone like me [Upper administration] was to try to figure out how they 
all kind of work together and or what rules do we follow and issuing some guidance documents, about 
working in the office, working from home working with clientele, traveling, size of the groups in a 
room. It was about trying to be able to do your job to some degree, maybe not the way we used to do it, 
but to some degree. Some of the counties never shut down and people were expected to show up to 
work no matter what. But we created policies to say it was okay to work from home, so many days a 
week.  
In this overarching lockdown situation where information was coming from different sources about 
what you should or shouldn’t be doing, [we were] trying to interpret that and create something that our 
faculty could live with.  

- Andy 
 
The drastic reduction in the number of volunteers to help with Extension efforts was another 

challenge Extension agents faced in conducting programs. On a personal level, concern for sick family, 
friends, and clients, the death of acquaintances, and the inability to mourn the loss in a desired way during 
the lockdown caused emotional distress. Additionally, Extension agents faced significant challenges to 
strike a balance between their remote work duties and their responsibilities at home, particularly for 
households with children.  

Climax- Coping with Marketing Difficulties for Producers 

The challenges brought by the COVID-19 lockdown for the marketing of products were not 
anticipated by Extension agents and leaders. They adapted to it as it happened. “In the beginning, when we 
had COVID-19, and it was almost like, you’re building a plane while flying it.”, Sam recalled. Paul and 
Lily described the work of Extension as adaptive as they were able to find a way to work during the adverse 
situation. Extension agents helped producers with the marketing of products in different capacities.  
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Taking Action 

Convener. Extension agents kept their clients up to date on current regulations and policies on 
running direct-to-consumer outlets (Box 3). They assisted clients in marketing their produce by connecting 
producers with consumers, farmers' markets, online selling sites, and processing plants.  

Box 3. Quest for Selling 
But for small farms, [farmers] asked for contacts. Do you know who I can sell my squash to? Like 
contacts? Is it okay, if I sell this on the side of the road? Do I need a permit for that? What is Florida 
Department of Agriculture and Consumer Services saying about this? I need to do this but there is 
nobody to do that, is that okay if I do it? Logistical questions about selling. What to sell, how to sell, 
how to reach people? 

- Tina 
 
Lily, with the assistance of IT personnel in her county, created a GIS map of local produce outlets 

available for consumers. Similarly, Jenny used the local food branding website created by their office to 
promote local producers. Gem’s office organized virtual food systems networking meetings once a month 
during every growing season of the pandemic, which were attended by producers, food pantries, sometimes 
community gardens, farming organizations, the Florida Fruit and Vegetable Association, the United Farmers 
of America, and others and were crucial in making connections between distributors looking for specific 
products and farmers. Rin and Lily shared information about farm stands established by producers with 
consumers. Mary wrote articles about farmers' markets to inform consumers. In Ana’s county, the local 
processing industry did not shut down during the lockdown. She connected producers with this processing 
industry. For products that could not sell or had no market or buyer, Extension agents connected such farms 
with food banks and food pantries to help food-insecure and food desert communities. 

Establishing Farmers' Markets and Farm Stands. Extension agents helped producers in setting 
up farm stands and getting permission from different governmental agencies to run farmers’ markets. Lily 
helped a large-scale farmer operate his farm stand following COVID-19 safety rules. She also helped to run 
a virtual farmer’s market (Box 4). Jenny helped to create a pop-up farmer’s market. Jimmy helped the older 
farmers to find and set up a farm kiosk that did not need to be manned.  

Box 4. Running a Virtual Farmer’s Market 
The large farm was asking them [volunteer group] if they had any way to sell the produce online 
through our farmer’s market. So, what the farmers market did was they had a volunteer who knew how 
to do web applications, and he created an online market. And then I connected the growers who were 
losing their crops, with the farmer’s market. And what we would do is have a weekly basket that they 
[producers] could say how much product they had available. And then the farmers market would put 
that up like a grocery shopping cart item that people will come in and shop from. And what the farmers 
market would do is say [to producers], well, how much do you have to sell for this week? And the 
farmer would say, well, this week I have 50 quarts. So, the farmers market would put 50 quarts online. 
And then as the consumer would shop, that number would whittle down until there was zero left.  
That one Saturday, we had the virtual farmers market that was online, we would get together all of 
those products in one staging area. Their current distribution system did not allow small vehicles to 
bring products from the farms into the farmers’ market. So, what I would do on Friday, as we were 
staging, I'd go out in the county truck, and I would pick up all of those orders for the week and bring 
them into the farmer’s market. Then there was a group of about 10 volunteers and myself. It's part of 
that Saturday morning we would have everything bagged up and then literally hand people their orders 
and as they drove through, so that's we, the Extension, got involved in COVID when everything shut 
down. 

- Lily 
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Extension leaders described all the efforts of Extension agents in supporting producers in finding a 
market as ‘unusual’. They emphasized that marketing programs were not the primary focus of FCE. Paul 
elaborated, 

We offer some marketing that could be part of the marketing education program, but primarily FCE 
focuses on production aspects, selecting varieties, insect disease control, and optimal time of harvest for 
quality or quantity. Not a lot of effort on marketing. 

Resources 

Social Resources. Support of FCE leaders, connections with farmers and local stakeholders, and 
newly built connections with local organizations helped Extension agents respond to the challenges brought 
by COVID-19. Communication between FCE leaders and Extension agents was frequent, which ensured 
that everyone was singing the same song Jenny explained,  

The Deans did a good job at keeping in communication with what was happening at the 
state level and even the federal level, but particularly the state level of what's our 
Department of Agriculture doing, what's our Farm Bureau doing and how do we make sure 
that we're all getting on the correct page so that our response to the problems are somewhat 
streamlined. 

Similarly, DEDs and Upper administrators explained that conducting regular meetings with CEDs 
and Extension agents and actively listening to them made them aware of their needs and they provided 
Extension agents with needed assistance and moral support. “If I knew people, I gave them names and 
numbers. I’ve been in Extension for a long, long time.”, Billy shared. Moreover, collaboration with other 
Extension agents and the Research Education Centers of [University] helped to gather information, serve 
clients, and enhance scholarship. Gem described making connections with other Extension agents, and 
faculty from [department] to write a grant about the promotion of the farmer’s market. Tom described, 

Our human resources is probably number one. We’ve got a huge network. It’s very well 
structured. Using the communication channels was very helpful for information going 
bidirectional; information going out to the organization across the state, and then coming 
back from the various counties about what they were doing and how they were doing 
things.  

Rin, Lily, and Tina expressed having an improved relationship with producers and other 
stakeholders after the lockdown. Extension agents collaborated with organizations like the Florida 
Department of Agriculture and Consumer Services, Farm Credit, Florida Farm Bureau, EDEN, Local Farm 
Workers Association, Local County Farm Bureau, Small Farm Alliance, USDA Farm Service Agency, and 
others to gather information or to deliver services. Additionally, Extension agents made significant new 
connections with volunteer organizations, regional food banks, and gleaning service providers, during the 
lockdown which extended the reach and impact of their efforts.  

Organizational Resources. Take-home resources like computers, webcams; [University] Blogs, 
Electronic Data Information Sources of FCE, [University] Communication, [University] IT, and other 
people with different skills and expertise were helpful for Extension agents in taking action during the 
lockdown. Regarding the availability of experts in marketing to anticipate the threats of events like 
lockdowns and prepare for them, Jimmy, Mary, and Gem think that FCE has such experts, while Lily and 
Tina share a different view. Tina explained that, 

Florida is a very diverse state, you get many different crops for which there is not a market 
developed yet. There might be a demand, but there is no organized effort to know what the 
breakeven cost is. What are the prices that I can do? 
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Resolutions- Adaptation to Extension Programs After Lockdown 

Learnings from Lockdown 
Extension agents described having realized the importance of local agriculture after lockdown. Extension 
leaders learned the importance of having a thorough understanding of the existing food systems, and local 
supply chains to be better equipped to take practical steps to prevent adverse effects of potential marketing 
issues in case of future supply chain disruptions. Sam expressed, “I think we need to do a comprehensive 
assessment of what systems are in place and what more should be done pragmatically to potentially avoid 
marketing issues."  

 
Paul believes that agriculture marketing programming is a need for producers, and it was so before 

COVID-19. However, producers do not want to share their information. Amanda thinks that FCE needed 
to find a way to gain the trust of producers to encourage them to share the information and to better design 
marketing programs. She explained,  

 
There are things out there [possible virtual methods for people to market], but are they 
safe? And are they going to help the grower? Because a lot of people are really concerned 
about is, how much of my information should I give? And is it a trusted resource? Finding 
a trusted resource that would help them market their materials would be really good. And 
the thing is, a trusted resource is usually going to be a land grant university or someone 
that they feel they already have a connection with, rather than some entity that just started 
up. 
 
Paul emphasized the need for more support and assistance in activities related to agricultural 

economics and marketing by increasing the number of state specialists and faculties to provide guidance 
and leadership on such efforts. He elaborated, 

 
We shouldn’t wait until we have another disaster of some kind to increase our marketing 
education efforts. Many states have a focus for all faculty on marketing. Also, we need to 
hire faculty that have a direct assignment for farm management, which includes marketing. 
So, increasing specialist focus areas in marketing from the different commodity areas, 
having county faculty with assignments that directly focused on farm management and 
marketing, something that we have not made a priority for an Extension in Florida. 
 
Further, DEDs identified a need for doing blue-sky disaster planning and developing a continuity 

of operation plan (COOP) for farms. Billy elaborated on blue-sky disaster planning, 
 
I think we adjusted and there may have been some things that we might have done faster. 
All of our disaster training had been focused on hurricanes. And not a blue-sky event. I 
think that was really our lesson learned is that all disasters don’t come with cloudy weather. 
And that we do need to be prepared for other kinds of needs as well. 
 
Similarly, Andy compared the current situation with hurricane amnesia and shared that producers 

might have already forgotten about the impacts of COVID-19. He suggested having a COOP plan for farms 
would be good for handling similar events in the future. Building strong connections with residents and 
local businesses and doing timely communication with all stakeholders are other lessons learned by the 
Extension leaders after the lockdown for effectively navigating and responding to supply chain challenges.  
 
New Extension Programs for Marketing After Pandemic 

Most Extension leaders described that no new Extension programs for marketing agricultural 
products were designed or developed after the lockdown. While Extension agents shared several programs 
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that were introduced. Some of the marketing-related Extension programs described by Extension agents 
were risk management programs for producers and ranchers that included topics on farm record keeping, 
preparing business plans, and farm diversification; virtual program promoting local produce, which 
expanded after the lockdown with additional grant support; urban farmer entrepreneurship program that 
includes topics like direct marketing, community-supported agriculture, maintaining food safety practices 
in farmers' markets, and others; collaborating with [University Center] to create a marketing workbook for 
growers to develop a marketing plan; and expanding a one-day event for beginner farmers to a two-week 
program consisting of three courses, with one course being ‘marketing for your small farm’. An Extension 
agent described having more resources related to marketing to share with producers than they had before 
the lockdown.  

 
Besides these, an Extension agent shared that she was applying for grants for establishing a food 

hub to address the issue of refrigeration and storage of surplus agricultural produce and another was doing 
the same to understand food resiliency in the local region to identify best practices to take during unexpected 
events like COVID-19.  
 
Resources required to improve FCE’s efforts on marketing 

To address the marketing problems, Extension agents pointed out different resources to improve 
on. Tina and Gem feel that having more faculty and specialists in proactive planning for events like 
lockdown would help the Extension agents in better addressing producers’ questions and concerns. Jenny 
shared that studies aiming to understand the local food system are important and expressed interest in 
working on this topic. Rin feels that during an event like lockdown, using the county vehicle or having a 
partnership with transport companies like U-haul or Home Depot would be helpful to collect the surplus 
produce. However, both Rin and Lily explained food distribution to be out of the boundaries of Extension’s 
responsibility. Lily recommended developing a separate webpage including all the lockdown-related 
information. She elaborated that many Extension publications were produced related to the impact of the 
lockdown on agriculture and producers, streamlining all those and having them in one place will make the 
research easier for the Extension agents in case of the next lockdown. 

 
Discussion 

Before the Lockdown: Anticipation capability 
Both Extension agents and leaders shared that they had never anticipated or prepared for a 

lockdown or supply chain disruptions. Extension’s lack of influence on the supply chain or marketing of 
agricultural products, marketing education not being the priority Extension service of FCE, and a shortage 
of faculty with expertise in marketing could be the reasons behind it. Leaders’ perception of proactive 
activities, commitment to resilient practices, role in detecting early signals, and sensemaking of adversities 
are important for strengthening the anticipation capabilities of organizations (Vakilzadeh & Haase, 2020). 
In the case of FCE, leaders were not able to detect the early signals of lockdown and its effects in other 
states or other countries. Though leaders support resilient and proactive behavior for predictable and 
recurring crises, like hurricanes, they do not seem to encourage the anticipation of the unthinkable 
(Koundinya et al., 2020; Mitroff, 2004; Telg et al., 2008) and be prepared for unprecedented events. Some 
studies reported that Extension agents are not well prepared to deal with recurring crises like hurricanes. 
Telg et al., (2008) reported that Extension professionals were not prepared to deal with professional 
challenges and emotional characteristics of clients during a 2004 hurricane in Florida. The authors further 
reported the need for training on disaster preparedness, application of subject matter expertise, and assisting 
coworkers to cope with stress for Extension faculty. Similar findings were reported by (Koundinya et al., 
2020) in California.  
 
  



Joshi et al.  Resilient Extension for Resilient Client… 

Journal of Agricultural Education  13  Volume 66, Issue 1, 2025 

During the Lockdown: Coping Capability 
Our findings show that FCE was actively involved in solving clients' problems two weeks after the 

lockdown. The unpreparedness for the lockdown, marketing not being the primary focus of FCE, as well 
as the uncertainty caused by the quickly changing environment, might be the reasons behind this delay in 
response. Extension faculty not only had to address clients' changing needs but also navigate the rapidly 
changing environment impacting their personal and professional lives. While attempting to respond to the 
changed situation, Extension agents developed cues from the environment and had to do active sensemaking 
(Kundra & Dwivedi, 2022), which helped them to respond to the challenges of producers. Extension leaders' 
regular communication, information sharing, and moral support to Extension faculties during this time 
helped create a positive environment and comprehend the changing situation (Breshears & Volker, 2012). 
Research shows that fostering a positive organizational culture and reinforcing adaptive leadership 
techniques (Heifetz et al., 2009) helps to manage the crisis.  

 
Extension agents helped producers in marketing their products by identifying places to sell and 

promoting their products, i.e., place and promotion of the marketing mix (McCarthy, 1960). Collaboration 
with several institutes within and outside of FCE helped the Extension agents and leaders to stay updated 
on changing situations, make informed decisions, and take action to address the challenges of producers. 
Studies describe that building productive relationships, cultivating trust, maintaining open communication 
(Koronis & Ponis, 2018), and fostering collaboration among response teams are crucial for effective crisis 
management (Commonwealth of Australia, 2015; Duchek, 2020; Xiao & Cao, 2017). 
 
After the Lockdown: Adaptation Capability 

After a crisis, resilient organizations engage in activities like risk evaluation and impact analysis to 
learn from past mistakes and develop solutions and preparedness plans (Koronis & Ponis, 2018). Active 
and ongoing learning processes through experiences, feedback, and interpretation help organizations 
prepare resources and plans for the future (Commonwealth of Australia, 2015; Williams et al., 2017; Xiao 
& Cao, 2017). In our study, while both Extension agents and leaders described learning from the lockdown, 
only Extension agents described putting their learnings into action by enhancing their Extension programs 
to include marketing-related topics after the lockdown. Most Extension agents included marketing-related 
education programs within their existing programs. Only a few Extension agents have developed full 
courses related to marketing or have been involved in writing grants to promote local foods digitally or 
establish food hubs. But no changes were made at the higher level; Extension leaders described that there 
has been no increased focus on marketing education after the lockdown. The minor changes in Extension 
programs to make producers aware of marketing-related risks indicate single-loop learning, i.e., making 
minor adjustments to address the problem without addressing its causality (Argyris, 1976). The absence of 
recognizing the need for marketing education for producers as a crucial aspect of sustaining local food 
systems, and the lack of strategies to promote marketing education in Extension programming, indicate no 
double-loop learning in FCE (Argyris, 1976). The limited number of experts on agri-marketing, coupled 
with its low priority within the organization, might have resulted in a lack of initiative for change after the 
lockdown. This also indicates a lack of reflection and learning of the impact of lockdown on producers and 
evaluation of the potential role of FCE in this scenario.  

 
Conclusions 

Our findings show that FCE swiftly responded to the needs of producers during the lockdown and 
helped them in finding alternative marketing outlets for their products, prevent financial loss, and reduce 
food wastage. Extension agents were flexible and adapted to the changes brought about by the lockdown 
and continued to provide services. They utilized existing technology, structure, and resources, as well as 
combined and recombined them (Sutcliffe & Vogus, 2003) to address producers' problems, demonstrating 
the mindful action and adaptive capacity of Extension (Davis et al., 2021). The adaptive leadership traits of 
the Extension leaders in supporting county faculties and providing a positive working environment also 
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contributed to the defensibility and flexibility of Extension agents. However, the findings show that FCE 
needs to strengthen its anticipation capability (Duchek, 2020) regarding supply chain disruption and its 
impact on clients. Extension's lack of influence on the supply chain or marketing of agricultural products, 
with marketing education not being the priority service of FCE and a lack of faculty with marketing as an 
Extension appointment, could have contributed to this. Consequently, no higher level of learning was 
reported in FCE after the lockdown regarding dealing with supply chain disruptions (Argyris, 1976). This 
suggests that among the three capabilities of organizational resilience (Duchek, 2020), FCE’s coping 
capabilities were efficient. Adaptation capabilities were partially executed with FCE making changes at 
ground level but not at the top and anticipation capabilities required further strengthening.  

Implication and Recommendations 

Extension can play a crucial role in building resilience for its clients only when it enhances its crisis 
anticipation, coping, and adaptation capabilities. Disruption of the supply chain is not a one-time event but 
rather a frequent occurrence (Atkinson et al., 2020). Cooperative Extension should consider this as a 
significant potential challenge for farmers and farm families and proactively work on preparing 
management plans to anticipate possible threats and develop strategies to deal with them. Federally, the 
U.S. Department of Agriculture (USDA) has been increasing efforts in promoting direct-to-consumer 
marketing to reduce the overdependence on existing food distribution systems and contribute to the 
development of resilient local food systems (Congressional Research Service, 2021). Even though ‘the 
financial security of individuals, business enterprises, and communities’ and ‘increasing the sustainability, 
profitability, and competitiveness of agricultural and horticultural enterprises’ have been identified as super 
issues and priority areas, respectively for FCE in its Extension Roadmap, Extension leaders continue to 
consider marketing and farm-business as unprioritized area for FCE.  

Cooperative Extension is well-positioned to collaborate with other entities to establish and manage 
local collection, storage, and value addition of agricultural produce and to promote community marketing 
initiatives. For example, partnering with food hubs and providing educational programs for producers on 
using food hubs, agri-products desired by consumers, and post-harvest practices (quality control, packaging 
and delivery; Matson et al., 2013). FCE can also draw lessons from the Extension efforts in other states and 
their endeavors in marketing local agricultural products to better prepare the producers for coping with the 
crisis. For example, Delaware State University hosts an annual "Profiting from a Few Acres" conference 
for producers, addressing a wide range of pertinent topics for small farms, including risk management, 
diversification of enterprises, and effective farm management. Similarly, Idaho’s "Small Acreage Program" 
provides valuable resources and information on sustainable production techniques, direct marketing, and 
value-added opportunities for specialty crops and livestock (USDA NIFA, 2012). Iowa State University 
offers extensive educational programs that are particularly relevant to the numerous small farms in Iowa. 
These programs encompass various areas, such as farm entry, transition, and land tenure; farm business 
planning, agricultural entrepreneurship, and strategic management; financing and risk management for 
small farms and beginning farmers; alternative crops and diversified enterprises, among others (USDA 
NIFA, 2012). 

Short and transparent supply chains are vital for local communities to endure crises and supply 
chain disruptions. Taking lessons from the lockdown and promoting the integration of educational topics 
on local marketing strategies in FCE’s Extension programs is an important step toward resilience. Using 
reflection practices and performing learning-related tasks (formal presentations, informal meetings, and 
discussions) could help to enhance learning from lockdown. A shortage of Extension agents and state 
specialists dedicated to small farm consultation and farm business and marketing is another challenge at 
FCE. To enhance FCE’s coping capability with supply chain disruptions, it should train the Extension staff, 
particularly food systems agents and those with marketing as part of their Extension appointments, on 
supply chain fragility, and market disruptions, in addition to training on crisis preparedness, coping, critical 
thinking, and problem-solving. To improve the anticipation capabilities for crises, FCE should establish an 
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organizational culture of mapping and planning for random possible events and developing strategies for 
them. For this, techniques like wheels of crises, designating internal assassins (top executives role play as 
internal terrorists to cause abnormal conditions in the organization), using mixed metaphors, simulating spy 
games, and adopting a mindset akin to controlled paranoia could be used (Mitroff, 2004).  

Limitations 

This was a retrospective study where participants shared their experiences during the lockdown, 
which took place almost three years ago, so participants may have had some recall errors during the 
interview process. This could have led to an underestimation or overestimation of the response of FCE to 
the marketing challenge. Lastly, the lack of pilot testing with Extension leaders is another limitation that 
might have affected the scope and yield of this study's findings.  
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Appendix 
Informed Consent and Interview Guides 

Time of interview:  
Date:  
Place: Zoom 
Interviewer: [First Author] 
Interviewee:  
Position of Interviewee:  

Welcome, and thank you for your participation today. I genuinely appreciate you taking the time 
for this interview. My name is [First Author], and I am a graduate student at the University of Florida. I 
am conducting this interview for partial fulfillment of the requirements for the master’s degree program. 
This interview will take about 60 minutes and will include … questions regarding your experience of 
working during the lockdown period and strategies adopted for marketing difficulties for farmers. 

Your participation in this interview is completely voluntary. If at any time you need to stop, or 
take a break, please let me know. You do not have to answer any question you do not wish to answer. 
You may also withdraw your participation at any time without consequence.  

If you have questions about your rights as a research participant, please contact the [University] 
IRB Office at [number].  

Do you voluntarily consent to participate in this study?  

I would like your permission to record this interview so I may accurately document the 
information you convey. If at any time during the interview you wish to discontinue the use of the 
recorder or the interview itself, please feel free to let me know. All your responses are confidential. Your 
responses will remain confidential and will be used to develop a better understanding of how FCE 
responded to the marketing problem for farmers during the lockdown period.  

Do you agree to record this conversation? 

If yes, thank you! Then, with your permission, we will begin the interview. 

If not, thank you for letting me know. I will only take notes on our conversation.  

Before we begin the interview, do you have any questions? 

As I mentioned earlier, we would be talking about the marketing problem of vegetables during 
the lockdown. For this study, marketing is defined as “all activities required to move agricultural products 
from producer to consumer including harvesting, storage, processing, transporting, and transferring 
possession at different levels of the supply chain.”  

I would also like to clarify that the word "organization" in this study refers to your Florida 
Extension County Office and/or Florida Cooperative Extension. 

Table A-1. Interview guide for Extension agents 
Rapport building 1. What are the major marketing related problems of agricultural 

enterprises that you often help with?  
• How did it change during COVID-19's lockdown?  

Anticipation 2. Have you or your Florida Extension County office considered any 
problems that might occur in growers’ marketing of vegetables?  
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 Have you ever considered an event like lockdown? 
 Risk predicted in the business aspect of farming. 

• If yes, how did you/ organization predict risk? 
• How did you/ organization prepare to deal with it? 

Acceptance 3. How did you/ organization recognize the marketing difficulty of 
vegetables for farmers during the lockdown?  

When was it (right after the lockdown (Phase I) or a few months later (Phase II)?  
Phase I – April to June 2020 
Phase II – June to September, 2020 

Implementing 
solutions 

4. How did you/ organization help farmers cope with this marketing 
problems?  

• What were the immediate actions? 
Resource 

availability 
5. What organizational resources helped you respond to the marketing 
problems of farmers during lockdown? (computer availability, access to the 
internet, skilled people to use technology, available market data) 

• What resources did the organization already have in place that 
helped it respond quicker? 
• What resources did the organization arrange during lockdown to 
respond better? 
• What resources are lacking? If lockdown is announced again, 
what resources should the organization arrange that it doesn’t have now? 

Social resources 6. What problems did you face while responding to the marketing 
problems for farmers?  

• How did your team and Extension leaderships help you deal 
with this marketing problem for farmers? 

Knowledge base 7. What was the expertise and experience of the people that helped you 
deal with the marketing problems of farmers during lockdown? 
• Where are these experts located? (county Extension offices, research 
centers, main campus)? 

• Experts from other organization? 
• Do you think Florida Extension has enough experts with experience in 
marketing to anticipate and help with the similar problems if it arises again 
in the future? 

Power and 
responsibility 

8. While responding to the challenges of marketing during the pandemic, 
how did your responsibility change? (New boss to report to, new 
responsibilities, new projects to run, new people hired) 

Adaptation/ 
Changes 

9. What new Extension practices related to marketing of agricultural 
products were introduced after lockdown?   

• What changes (knowledge, skills, attitude, awareness) have you 
been through after dealing with this marketing problem for farmer? 
(Change at individual level) 
• What changes were implemented at team level in your county? 
(Making market risk assessment team)  
• What changes were implemented at organizational level? (More 
funding for marketing related Extension program for farmers) 

10. What are the future plans of the organization to better deal with 
marketing related problems for farmers? 

• What changes would you like to see in the organization that you 
think can help to better deal with a similar situation in the future? 
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Concluding thought 11. Based on your response to farmer’s marketing challenges, what are you 
most satisfied with? 

What are you not satisfied with? 
(Was there anything that you wanted to do but were not able to do? What was 

that?  
• What kept you from doing this?) 

 
Table A-2. Interview guide for County Extension Director 
Rapport building 1. Does your office develop need-based programs for farmers or residents 

in your area? What is the major marketing-related services that you provide?  
• How did it change during COVID-19's lockdown?  
• What services were farmers seeking during that time? 

Anticipation 2. Have you or your Florida Extension County office considered any 
problems that might occur in growers’ marketing of vegetables? 

• Have you ever considered an event like lockdown? 
 Risk predicted in the business aspect of farming. 

• If yes, how did you/ organization predict risk? 
• How did you/ organization prepare to deal with it? 

Acceptance 3. How did you/ organization recognize the marketing difficulty of 
vegetables for farmers during the lockdown?  

• When was it (right after the lockdown (Phase I) or a few months 
later, (Phase II)?  

Phase I – April to June 2020 
Phase II – June to September, 2020 

Implementing 
solutions 

4. How did you/ organization help cope with this marketing problems? 
What were the immediate actions you/ organization took? 

• For farmers 
• For Extension agents 

Resource 
availability 

5. What organizational resources helped you respond to the marketing 
problems of farmers during lockdown? (computer availability, access to the 
internet, skilled people to use technology, available market data) 

• What resources did the organization already have in place that 
helped it respond quicker? 
• What resources did the organization arrange during lockdown to 
help respond better? 
• What resources are lacking? If lockdown is announced again, 
what resources should the organization arrange that it doesn’t have now? 

Social resources 6. What problems did you face while responding to the issue marketing 
problems for farmers? How did your team and Extension leaderships help 
you deal with this marketing problem for farmers? 

Knowledge base 7. What was the expertise and experience of the people that helped you 
deal with the marketing problems of farmers during lockdown? 
•  Where are these experts located?  (county Extension offices, research 
centers, main campus)? 

• Experts from other organization 
• Do you think your office or organization has enough experts with 
experience to anticipate and help with the marketing problems in the future? 
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Power and 
responsibility 

8. While responding to the challenges of marketing during the pandemic, 
how did the responsibility change? (New boss to report to, new 
responsibilities, new projects to run, new people hired) 

• For you 
• People working under you 

Changes 9. What new Extension practices related to marketing of agricultural 
products were introduced after lockdown?   

• What changes (knowledge, skills, attitude, awareness) have you 
been through after dealing with this marketing problem for farmer? 
(Change at individual level) 
• What changes were implemented at team level in your county? 
(Making market risk assessment team) 
• What changes were implemented at organizational level? (More 
funding for marketing related Extension program for farmers) 

10. What are the future plans of the organization to better deal with 
marketing related problems for farmers? 

• What organizational changes would you like to see that you 
think can help to better deal with a similar situation in the future? 

Concluding thought 11. Based on your response to farmer’s marketing challenge, what are you 
most satisfied with? 

What are you not satisfied with? 
(Was there anything that you wanted to do but were not able to do? What was 

that?  
• What kept you from doing this?) 

 
Table A-3. Interview guide for Upper administration and DED 

Rapport building 1.  What were the challenges that clients faced during COVID-19 
lockdown? 

What were challenges that Extension agents faced during COVID-19? 

Could you elaborate on the problems of marketing agricultural products for 
producers? 

Acceptance 2. When do you get to know about this problem (Phase I or Phase II)? 
How? 

Phase I – April to June 2020 

Phase II – June to September, 2020 
Implementing 

solutions 
 
 
 
Resources 

3. To deal with clients' marketing problems during the pandemic, what 
changes did you implement to help the employees better address this 
problem? 

• How did you respond to it? 
 

4. What organizational resources made it easier to bring about these 
changes? 

What, if anything, made it difficult to bring about these changes? 
Changes/ 

Adaptation 
5. Are you aware of any changes made in Extension and outreach programs 
to better address marketing problems when they arise again in the future? 
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Learnings 

 
6. In your opinion, what should be done to manage marketing problems 
better in the future if a disruption happens? 

 How many of these strategies are already in place at Florida 
Extension?  
 What needs to be added? 

Looking back at how you responded to the needs of Extension agents during the 
lockdown, what are you most satisfied with? 

What are you not satisfied with? 
 

Is there anything else, you would want to share about this topic? 
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