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ABSTRACT

Social media provides huge opportunities and incentives that could ease promotion of agricultural extension, facilitate
real-time service delivery and enable wider farmer coverage. Ineffective dissemination approaches, expanding farmer
population, low staffing, and aging agricultural extension agents continue to negatively affect the provision of
agricultural extension services in Kenya. Despite the social media potential in agricultural communication, lack of
awareness and low usage in the rural areas of developing countries have been documented. This study sought to
establish the level of social media familiarity among smallholder rural farmers with the aim of exploring the
possibility of usage in agricultural extension. The study was undertaken in Thika Sub-County of Kiambu County on
140 farmers through a researcher administered semi-structured questionnaire. Probability-proportional-to-size
sampling method was employed to derive the sample size from existing extension farmer groups. Simple random
sampling technique was further used to identify the actual respondents from each group. A low level of social media
familiarity was established among the farmers with education, age and gender having significant influence. The study
recommends awareness creation initiatives to promote social media familiarity with a particular focus on women who
form the bulk of the farmers but with the lowest level of social media knowledge.
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INTRODUCTION

The agricultural sector in Kenya is dominated by
smallholder farmers who are concentrated in rural areas
(KIPPRA, 2017). Uptake of new agricultural knowledge
among farmers is low due to poor linkages between
research and extension advisory services (KALRO, 2016).
Low staffing, increasing farming population, physical
distances to be covered as well as limited access to new
information have been listed among major challenges
impeding the effectiveness of extension advisory services
(GoK, 2012). Wabwoba & Wakhungu, (2013) report
1:1500 as the extension to farmers’ ratio in Kenya against
the ideal ratio of 1:400 (GoK, 2012). Success in agriculture
and rural development is attributed to the action of
millions of rural families whose decisions are influenced
by the information, knowledge, and technologies at their
disposal (FAO, 2015). Social media, a recent addition to
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ICTs is transforming the way people find news and
information thus enabling the creation of informed rural
communities for improved agricultural progress (Jijina &
Raju, 2016). In Africa, where access to agricultural
outputs generated in public research organizations is a
challenge, social media has the potential to enhance the
search for, sharing of the new
technologies (Chisenga, Kedemi, & Sam, 2014). In Kenya
for instance, a number of social media innovations

distribution and

including platforms like Mkulima Young, Young Farmers
Market, Digital Farmers Kenya and Mkulima Hub Kenya
have been developed with the aim of enhancing
agricultural productivity (Kipkurgat, Onyiego, &
Chemwaina, 2016). The platforms are aimed at educating
and informing farmers on agricultural related matters
through sharing of information links and news articles as
well as
(Kipkurgat, Onyiego, & Chemwaina, 2016). In addition to
the platforms mentioned above, most agricultural
institutions in Kenya have incorporated social media as

making inquiries and obtaining feedback
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part of their information systems. The Kenya Agricultural
and Livestock Research Organization and the Agricultural
Information Resource Center for example use, Twitter,
YouTube, and Facebook platforms as well as blogs.
However, low social media usage among farmers has been
attributed to lack of awareness (Rhoades & Aue, 2010).
The study objective was therefore to assess the status of
social media familiarity among smallholder farmers in
Thika Sub-county of Kiambu in Kenya with the aim of
understanding whether they were likely to benefit from
the existing and emerging social media innovations for
increased agricultural productivity.

METHODOLOGY

Study area and design: This study was carried out in
Thika Sub-County, an administrative unit of Kiambu
County in central Kenya region. Thika Sub-County
comprises of five agricultural wards namely Ngoliba,
Hospital, Kamenu, Township, and Gatuanyaga. The wards
are further categorized into urban, peri-urban and rural
setups. To ease agricultural extension service delivery,
farmers in the wards have been organized into small
extension groups. Some of the groups were formally
registered under the social development department
while others were in the process of registration. The
groups heterogeneous in and
membership size. A formal survey entailing face to face

were composition
administration of a semi-structured questionnaire was
conducted where quantitate data were generated. The
research team under the leadership of the extension
service providers in every ward visited the farmers
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during their scheduled group meetings thus enabling
interactive sessions. The data were subjected to Analysis
of Variance (ANOVA) using the Statistical Program for
Social Sciences (SPSS) version 20.0. Chi-square test for
independence at a 5% confidence level was used to
establish relationships between the variables.

Sampling Technique and Sample Size: Thika Sub-
County was purposively selected for two reasons, first
due to the diversity of the farming community which is
categorized into urban, peri-urban and rural farmers.
Secondly, the study area lies within the environs of the
researcher’s agricultural research Institute hence the
interest in understanding whether the farmers could use
social media to access research results. Through the
guidance of the Ward Agricultural Extension Officers and
based on level participation in agricultural matters at the
time of the study, two groups from each of the five wards
were again purposively selected. The ten groups of
heterogeneous membership selected from the five wards
had a total of 218 members. To determine the sample
size, the survey adopted 95 percent certainty level for
estimating the true population value, 50 percent as the
expected proportion of the population with the attributes
of interest and 5 percent confidence interval, resulting in
139 farmers. Using Probability Proportional to Size (PPS)
technique, a sample of 140 farmers was drawn from the
218 farmers of the 10 extension groups (Table 1). After
establishing the number of farmers to be obtained from
each of the ten groups, simple random sampling was used
to select the actual respondents from the membership list.

Table 1. Probability Proportional to Size Sampling of Respondents.

Ward Group Name Total population % Population  Sample size per ward
Ngoliba Duke Farmers Group 50 23 32
Ngoliba United Farmers self-help group 25 11 16
Hospital Happy Valley Farmers Group 15 7 10
Nanasi Farmers Group 15 7 10
Valley Land Self-help group 20 9 13
Kamenu Vision self-help Group 20 9 13
Township Athena Horticultural Self Help Group 18 8 12
Karibaribi Farmers Group 15 7 10
Gatuanyaga Athi Gravity Farmers Group 20 9 13
Munyu Kio Farmers Group 20 9 13
Total 218 100 140
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RESULTS AND DISCUSSION

Socio-demographic characteristics of respondents:
The target population was majorly smallholder farmers
where the majority, 58 percent possessed less than one
acre of land, 38 percent owning between 1 to 5 acres with
only 5 percent having more than 5 acres (Table 2). Female
farmers formed the majority of the respondents in the
study area at 60 percent. This corresponds with a report
that the participation of women in agriculture compared
to men is higher in sub-Saharan Africa with over 50
percent reported in East Africa (SOFA & Doss, 2011). The
position is further supported by FAO, (2011) who confirm
that the percentage share of women in agricultural
activities in most rural setup of developing countries was
higher than that of men.

Table 2. Land size occupied by farmers.
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The farming activities majorly involved middle-aged and
elderly farmers where 69 and 11 percent were found to
be in the 36-64 and over 65 years age brackets
respectively, while only 20 percent fell under the youth
category of 18-35 years (Figure 1). This is an indication
that agriculture is yet to be attractive to the youth, a
position held by Afande, Maina, & Mathenge (2015) who
view the poor state of youth involvement in agricultural
activities in Kenya as a matter of great concern among
stakeholders including researchers and
policymakers. The findings corroborate those by Oto &
Shimayohol, (2011) who in their study on the extension
communication channels’ usage and preference by
farmers in Benue State, Nigeria reported minimal
participation of youth in agriculture.

various

Land acreage Frequency Percent
<1 Acre 81 58
1- 5 acres 53 38
>5-10 acres 5 4
> 10 acres 1 1
Total 140 100.0

11%

R 9% %

s -‘

T18-35 . 36-64  =over 65

Figure 1. Frequency age distribution of farmers.

In terms of education (Figure 2), the study established
that a vast majority of the farmers, 52 percent,
possessed primary school level, 35 percent had
secondary level with 9 percent having attained a tertiary

level. However, a relatively small proportion of 4

percent did not have any formal education.
Level of social media familiarity: Though, a vast
majority of farmers in the study area recorded some
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Figure 2. Distribution of farmers by education level.

degree of familiarity with social media only a small
proportion had a high understanding. The illustration in
Figure 3 shows that a relatively small population, 22
percent of farmers responded to being very well versed
with social media, while a vast majority, 51 percent
recorded superficial understanding.

A comparative 18 percent were completely ignorant of
the technologies while 9 percent were not sure of their
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level of knowledge.

The study did not find any significant association
(p=0.17) between social media awareness and the three
Sub-counties setups of urban, peri-urban and rural
areas. This means that farmers in the target area were
found to be more or less similar in terms of social media
awareness irrespective of where they came from.
However, as discussed below, both descriptive and
inferential analysis revealed that education, age, and sex
of the respondents played significant roles in influencing
familiarity. More educated farmers registered a higher
level of familiarity compared to those with little or no
formal learning while younger farmers were found to be
more familiar with social media compared to older
farmers. Similarly, in relation to gender, men were also
better versed than women.

Education and social media familiarity: A majority, 75
percent of farmers who had attained post-secondary
education had a thorough knowledge of social media
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compared to 18 percent and 9 percent of those with
secondary and primary education respectively (Figure
4). Correspondingly, all the farmers lacking formal
education had never heard of social media. An analysis
of association using Pearson Chi-Square revealed a
significant difference (at p<0.007) in familiarity with
social media between farmers with higher levels of
education compared the less educated (Table 3). This is
further explained in Figure 5, which indicates that male
respondents in the study area were more educated than
their female counterparts constituting 82 percent of
those who had attained tertiary education, 59 percent
and 66 percent of those with secondary and primary
levels respectively while only 18 percent had no formal
learning. It is also worth noting that out of the youthful
farmers, 74 percent had attained either secondary or
tertiary education compared to 65 percent of those
above 36 years thus explaining the reason why the age
bracket recorded a higher level of familiarity.

u Never heard of

Somehow

1 Not sure

¢ Very well

Figure 3. Level of familiarity with social media among farmers.

Table 3. Comparing respondents' education level and familiarity with social media.

Familiarity with Social Media Total
Never heard of Not sure Somehow Very well
Education Not educated 16 20 36 7 79
Educated 4 14 25 18 61
Total 20 34 61 25 140
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Figure 4. Comparing familiarity on social media with farmers’ level of education.
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Figure 5. Comparing education level by sex of respondents.
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Figure 6. Comparing sex of respondent versus the level of familiarity with social media.

It is, therefore, appropriate to conclude that education is level of formal Ilearning increased the more
a key factor in influencing the levels of familiarity with knowledgeable they tended to be. It can, therefore, be
social media among the respondents such that the as the interpreted that more educated farmers are likely to use
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social media more than those with lower levels of
education. The men who are more educated and better
versed with social media have a lower contribution to
agricultural activities in the study area. The need to
address the education gap while developing any
in agricultural
activities among this farming community cannot be
overemphasized.

Gender and social media familiarity: Male farmers
demonstrated a higher level of familiarity with social
media at 68 percent compared to their female
counterparts at 32 percent (Figure 6). Women further
comprised the majority in the categories of farmers who
had not heard of social media, those with superficial

initiatives to deploy social media
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familiarity as well as the ones not sure of their
knowledge at 65 percent, 60 percent, and 79 percent
respectively.

Pearson Chi2 test confirmed that a significant positive
relationship (at p<0.005) existed between the sex of
respondent and familiarity with social media where
male farmers were found to be more familiar compared
to the women as illustrated in Table 4.

The higher familiarity among the male respondents was
further supported by the fact the men in the study area
were more educated than women (Figure 5) considering
that education had been found to have a positive
influence social media knowledge level (Table 3).

Table 4. Comparing association between sex and familiarity with social media.

Awareness of Social Media Total
Never heard of Not sure Somehow Very well
Sex Female 13 27 36 8 84
Male 7 7 25 17 56
Total 20 34 61 25 140
Chi2, 14.658 Df, 4  P<0.005.

Despite women forming the vast majority of the farming
population in the study area, their level of social media
familiarity appeared below than men. This, therefore,
calls for special attention towards awareness among
women to ensure that the farming community leap-frogs
from the existing and emerging social media agricultural
related initiatives considering that contribution women
to agriculture is higher than that of men.

Age of farmers and social media familiarity: The
study important factor in
determining the farmers’ level of familiarity with social

identified age as an

media. Younger respondents recorded a higher level of
social media familiarity as opposed to older ones as
shown in Figure 7 where 44 percent of those in the 18-
35 years category and 13 percent of the ones in 36-54
year bracket responded to being very well versed with

social media. Conspicuously, none of the respondents
above 65 years portrayed a high level of familiarity with
the farmer category recording the highest proportion 29
percent, of those who had not heard of social media.
Evidently,
decrease as the age of respondent increased. As
illustrated in Figure 7, 44 percent of the farmers
belonging to 18-35 age bracket exhibited a high level of
social media familiarity compared to only 13 percent of
those between 36 and 64 years and zero percent of
those above 65 years. This is further confirmed through
a test of relationships using Pearson Chi-Square which

familiarity on social media seemed to

established a significant positive association between
age and familiarity with social media (at p<0.001) where
the younger farmers were found to possess a higher
level of knowledge compared to the older ones (Table 5).

Table 5. Relationship between farmer age and familiarity with social media.

The familiarity of Social Media Total
Never heard of Not sure Somehow Very well
Age Young 0 5 9 13 27
Older 20 29 52 12 113
Total 20 34 61 25 140
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Figure 7. Comparing social media familiarity with the age of respondent.

Farming activities in the study area are majorly carried
out by the older people, their limited knowledge on
social media obviously prevents them from benefitting
from the dynamic technologies. It is therefore important
for agricultural extension stakeholders in the study area
to put in a lot of effort in educating this key category of
farmers on how to utilize social media to enable them
real-time access to useful information for their daily
activities. On the other hand, the youth who are well
versed with social media participate less in agricultural
related activities. The high level of social media
familiarity among the young people could be tapped to
attract more youth to agricultural activities through the
promotion of the existing social media innovations as
well participatory development of new programmes that
are friendly to this category of farmers.

CONCLUSIONS AND RECOMMENDATIONS

Social media has been around and taking the
communication industry by storm for about two
decades. The technologies have demonstrated their
impact on the promotion of extension programs by
facilitating real-time interaction with clients, enabling
outreach to new audiences, and promoting the
development of relationships among actors in the
agricultural sector ( (Cornelisse, Hyde, Raines, & Kelley,
2011). However, social media familiarity among the
smallholder farmers in the study area is limited thus
denying the farming community the benefits associated
with the robust technologies. Education, age, and gender
greatly influence social media familiarity among farmers.
More educated respondents recorded a higher social
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media familiarity level, and so did the younger farmers
in relation to the older one. The men were also better
versed compared to women. Social media awareness
campaigns and other initiatives targeting rural areas are
highly recommended to increase technology literacy
among farming communities. Such efforts could only be
successful if the farming community was segmented by
education, age, and gender to ensure that social media
needs of all the farmers are addressed. Particular
attention on the awareness creation should be directed
towards women who form the bulk of the farmers but
unfortunately have been found to be with minimal
knowledge on social media. Participatory youth friendly
farming programmes could be designed and
implemented through social media platforms to attract
this category of farmers to agriculture. Training
smallholder rural farmers who dominate the agricultural
sector in Kenya on the importance of social media gives
them a voice and an opportunity to be able to directly
connect with the relevant stakeholders in agriculture
thus enhancing access to critical information and
technologies for increased productivity.
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