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Introduction
The quality of services and additional outcomes provided 
by UF/IFAS Extension has been measured every year since 
1997 using the Client Experience Survey (originally known 
as the Customer Satisfaction Survey). In 2002, the UF/IFAS 
Extension performance standard was established such that 
92% of clientele will be “satisfied” or “very satisfied” with 
the quality of the service received, and although the formal 
requirement was later discontinued, 92% has continued 
to serve as the informal benchmark for Extension’s 
performance (Florida Board of Education, 2002; Israel & 
Galindo-Gonzalez, 2009).

At the state level, the perception of quality has continued 
to meet this benchmark. The 2020 survey showed 94% of 
clients were satisfied with their experience with Extension 
statewide (UF/IFAS, 2020). Recent surveys have shown 
Extension to be consistent in achieving this high standard, 
with a 95% satisfaction rate in both 2018 and 2019 (UF/
IFAS, 2018, 2019). A summary of the overall satisfaction 
of Extension clients, their perception of benefits, and other 
Extension impacts is published annually at https://pdec.
ifas.ufl.edu/satisfaction/. Additional studies have used the 
Client Experience Survey data to explore the effects of 
diversity, gender, type of contact, and agent/client homoph-
ily on overall satisfaction and outcomes (Galindo-Gonzalez 
et al., 2017; Galindo-Gonzalez & Israel, 2010; Israel & 
Galindo-Gonzalez, 2009; Strong & Israel, 2009).

Because UF/IFAS Extension strives to meet the needs and 
expectations of the diverse and modern clientele it serves, it 
does this in part through the specialization of program ar-
eas. This publication examines some of the larger program 
areas within UF/IFAS Extension: 4-H Youth Development, 
Community Resource Development, Family & Consumer 
Sciences, Agriculture, Horticulture, and Natural Resources. 
These six program areas are not all encompassing of Exten-
sion services but provide a general overview for Extension 
at the state level. Survey responses were from a wide variety 
of offered programs and services. Although they were 
grouped into six main program areas, there is still a large 
diversity of clients, program goals, and program design. For 
example, clients surveyed who interacted with Agriculture 
may have had an agent visit their property to diagnose a 
disease or may have attended a group educational program 
on integrated pest management.

This study explores the effect of Extension program area on 
the perceptions of clientele regarding their overall satisfac-
tion, perceptions of the quality of services, and benefits of 
services provided by Extension.

Client Experience Survey Methods
The Client Experience Survey is sent out via mail and email 
to selected clients who have either attended a planned 
activity such as a workshop, visited the Extension office or 
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received a site visit by an Extension agent, or contacted the 
office by telephone or email for information. The 67 coun-
ties are on a scheduled 5-year rotation, and the sample is 
structured so that about half of the clients selected attended 
a planned program or activity and the other half were 
“walk-in” and phone/email clients (Israel, 2020). The study 
described in this document utilizes 5,441 responses from 
the 2016 through 2020 surveys. Responses were assigned to 
one of six categories based on the Extension program that a 
client had contact with.

Client Satisfaction
No significant associations were found between the 
Extension program area related to client’s contact and their 
overall perception of quality of Extension services. Not only 
is UF/IFAS Extension meeting the performance standard, 
but that benchmark is being met in all program areas as 
well (Figure 1).

In addition to overall satisfaction, the survey collects 
data on the perception of quality of services related to the 
information provided by the Extension office. Overall, 
differences in perceptions between the program areas and 
specific aspects of service quality were small and nonsig-
nificant. High ratings were observed for information being 
up to date (96.6% of clients rated their experience in the 
top two categories of “mostly” or “completely”), delivered 
in time to be useful (94.2% said “mostly” or “completely”), 
and communicated in a way that was easy to understand 
the information (95.3% said “mostly” or “completely”). 
Although a large percentage of clients had a positive rating 
for information being easy to understand, those obtaining 
information in Agriculture programs were more likely to 
say “mostly” in comparison to clients getting information 
from Community Resource Development or Family and 
Consumer Sciences programs (Figure 2). Reasons for this 

difference might include the technical nature of some 
agricultural information (which makes it harder to under-
stand) and the greater involvement of state specialists and 
agents with PhDs in teaching segments of these programs 
(previous studies suggest PhDs are more likely to teach 
“over the heads” of clients; see Terry and Israel, 2004).

The perceived relevance to the client’s situation or need was 
the lowest of the indicators of service quality, with 90.9% 
of clients saying it was “mostly” or “completely” relevant; 
this varied little across the program areas. The lower rating 
for relevancy of information would most likely be linked to 
planned programs, where clients are receiving more infor-
mation that may not be relevant in timing or applicability 
to some clients’ specific situation.

Of those having the opportunity to use information from 
Extension, three-fourths of clients also reported that the 
information solved a problem or answered their initial 
question. Differences between the program areas were small 
and nonsignificant (Figure 3).

Perceived Benefits
In addition to measuring satisfaction with Extension, the 
Client Experience Survey also collects data on perceived 
benefits. Clientele were asked whether they have benefitted 

Figure 1. Overall satisfaction with Extension services in Florida by 
program area.

Figure 2. Percent of Clients who rated the information provided by 
Extension as mostly or completely easy to understand.

Figure 3. The majority of Extension clients are satisfied that the 
information they received solved or answered their question.
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in the various ways from their experience with an Exten-
sion service. Across all program areas, 92% of Extension’s 
clients felt that they benefitted in at least one way. Respon-
dents were provided with a list of potential benefits includ-
ing “saved me money,” “increased my income,” “improved 
my health and/or well-being,” “helped me conserve water 
or energy better,” and “developed my skills as a leader or 
volunteer.”

Given the wide variety of services provided by the dif-
ferent program areas within UF/IFAS Extension, there 
is an expectation for variation in the benefits perceived. 
A statistically significant association exists between the 
surveyed benefits and the Extension program area that 
a client interacted with (Table 1). Two benefits showed a 
greater degree of association with a specific program area. 
Both the increased income and leadership skill develop-
ment benefits showed stronger statistical relationships with 
program area than the other benefits.

With respect to the perceived benefit of developing skills 
as a leader or volunteer, 4-H Youth Development and 
Natural Resources led all other Extension program areas. 
For 4-H, this can partially be attributed to the high number 
of group leaders within 4-H survey respondents and the 
fact that volunteer development is a primary objective for 
4-H Extension programs. Although 4-H programs often 
emphasize healthy living principles, it is notable that 4-H 
client responses do not reflect improved health as a strong 
program benefit. However, this may also be a result of the 
4-H survey population being primarily group leaders and 
not the intended audience of healthy living curriculum. 
Meanwhile, Family & Consumer Sciences (FCS) programs 
often feature healthy living programming, which could 
have contributed to FCS leading Extension program areas 
in respondents noting an improved health benefit. These 
healthy living principles are significantly highlighted by 
the Expanded Food and Nutrition Education Program 
(EFNEP) and the Family Nutrition Program (FNP) that are 
delivered as part of this program area.

Natural Resources was the second key program area for 
clients perceiving a benefit of developing leadership or 
volunteer skills. Many of the programs within this area, 
including Sea Grant, focus on education and training to ac-
complish goals. For clients participating in volunteer-based 
training programs such as Master Naturalist and large-scale 
volunteer efforts under the umbrella of citizen science, 
the connection between personal benefit and Extension 
experience is clear. Skill development was not the only clear 
connection for Natural Resources; the program area was 
also a leader for participants noting that they were helped 

to conserve water or energy better. Horticulture was an ad-
ditional leader in this area, which can be partially attributed 
to programs working with individuals and communities on 
landscape maintenance, irrigation, and the Florida-Friendly 
Landscaping™ Program. Agriculture, although similar in an 
environmental focus to Natural Resources and Horticul-
ture, did not see this water and energy conservation benefit 
as strongly as the other two areas. Agriculture’s clients were 
more likely to note increased income as a benefit. This is 
potentially related to Extension agriculture having more 
programs aimed at industry and consultation services at the 
business level.

Conclusions and 
Recommendations
The results have shown that in overall client satisfaction, 
UF/IFAS Extension performs consistently across all 
program areas. This consistency is also present in the key 
dimensions of service quality and outcomes related to 
Extension’s knowledge distribution and accessibility goals. 
Some specialization of the program areas is present in the 
benefits perceived by Extension clientele. Clients are more 
likely to perceive the development of leadership or volun-
teer skills when interacting with 4-H Youth Development 
or Natural Resources. The perception of the experience 
leading to increased income is most likely after interacting 
with Agriculture. Family & Consumer Sciences leads the 
other program areas in clients perceiving improved health 
as a benefit to their experience.

UF/IFAS Extension is meeting performance standards for 
client satisfaction in all program areas. Expanding beyond 
traditional benchmarks is helpful for continued success and 
future growth of Extension. Perceived benefits are a key 
part of the value people see in Extension services beyond 
solving an immediate need.

Two key actions can be recommended from this study. 
First, Extension should continue to investigate the benefits 
perceived by clients at the statewide level. The Client 
Experience Survey’s open-ended question as well as ad-
ditional surveys being completed at the county or program 
level can provide data for future studies. Elaborating on the 
perceived benefits will help guide Extension leadership at 
the state and local level in how to strengthen relationships 
with clients. Current Client Experience Survey data allows 
Extension to look at perceived benefits in the short term, 
but many Extension services target extended use or long-
term solutions. Extension services are also targeted at both 
individuals as well as businesses and industry. Outcomes 
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to these client groups should be handled appropriately, as 
some benefits apply more to some individuals and indus-
tries than others. Further study on the perceived benefits 
of Extension programs will not just allow for a better 
understanding of Extension’s current relationship with its 
clientele, but also assist to identify gaps in perception and 
program design.

Second, Extension should focus on client perception within 
its communication and marketing goals. There is overlap 
between the designed outcome and educational goals of 
many Extension services and the perceived benefits on the 
Client Experience Survey. Many clients may be benefiting 
from Extension services in the way these services are 
designed, but some clients may not perceive the benefit or 
associate the connection to their experience with Exten-
sion. Additionally, the relationship between benefits could 
be better communicated with the broader public—for 
example, how conserving water can lead to saving money. 
Extension should work on communicating benefits more 
clearly to close the perception gap.
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Table 1. Percentage of clients who perceived each benefit by Extension program area.

Saved Money
Increased 
Income* Improved Health

Conserved 
Water/Energy

Developed Skills 
as a Leader or 

Volunteer* No Benefit^

Agriculture 37.3%a 17.3%a 15.3%c 19.7%b 31.5%b 7.2%

Horticulture 36.0%a 2.0%c 19.3%bc 29.1%a 24.0%c 8.2%

Natural Resources 20.4%b 4.6%bc 22.9%b 35.7%a 50.0%a 7.3%

4-H Youth 
Development

19.9%b 3.6%bc 14.7%c 7.9%c 59.2%a 11.0%

Community 
Resource 
Development

28.4%ab 2.6%bc 24.7%b 13.9%bc 36.1%b 8.8%

Family & 
Consumer 
Sciences

37.7%a 5.9%b 40.0%a 11.8%c 19.5%c 7.7%

Superscripts a, b, and c are used to denote program areas displaying similar perception levels of each benefit. For example, a program area with the superscript 
“bc” has comparable perception levels to both program areas with “b” and “c.” 
*Denotes the benefits that have the strongest significant association with program area. ^Denotes no significant association with program area.




