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ABSTRACT

This study examined how University of Cape Coast, Ghana final-year agribusiness students used social media to
promote their brands during their supervised agribusiness project, a required practical training course. The results
show that using social media to promote agribusinesses helped the students to strengthen their brands and raise
awareness of their products. Poor internet network access and expensive internet data costs were challenges that hin-
dered Agribusiness promotion on social media, hurting entrepreneurs and their capital bases. The study highlighted
that sex, monthly income, household size, and revenue source affect agriculture social media training and security.
The study found that student agribusiness social media use was crucial to product marketing. The study recommends
that the University of Cape Coast should increase internet access to allow agribusiness students and others to build
and market their company concepts into competitive brands. The university should also provide social media train-

ing for their students and wider University Community.
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RESUME

Cette étude a examiné comment les étudiants en agribusiness de derniere année de 1'Université du Cap-Vert, Ghana,
ont utilisé les réseaux sociaux pour promouvoir leurs marques au cours de leur projet agribusiness supervisé, un
cours pratique obligatoire. Les résultats montrent que I'utilisation des réseaux sociaux pour promouvoir les
entreprises agricoles a aidé les étudiants a renforcer leurs marques et a sensibiliser le public a leurs produits. Un
acces internet et un réseau médiocres ainsi que les cofits ¢levés des données internet étaient des défis qui entravaient
la promotion de l'agribusiness sur les réseaux sociaux, affectant négativement les entrepreneurs et leur capital.
L'étude a mis en évidence que le sexe, le revenu mensuel, la taille du ménage et la source de revenus influencent la
formation en agriculture sur les réseaux sociaux et la sécurité. L'étude a trouvé que l'utilisation des réseaux sociaux
par les étudiants en agribusiness était cruciale pour le marketing des produits. L'étude recommande que les
universités augmentent l'acces a Internet pour permettre aux étudiants en agribusiness et aux autres de développer et
de commercialiser leurs concepts d'entreprise en marques compétitives. Les universités devraient également fournir

une formation aux réseaux sociaux a leurs étudiants et
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a la communauté universitaire au sens large.

Mots-clés :

utilisation des réseaux sociaux

Introduction

Agribusiness can be defined as the business of agricultural
production, trade, and distribution, and is a significant sec-
tor in many economies worldwide (Chavas, 2008). In re-
cent years, the use of social media to promote agribusiness
ventures has become more popular. Facebook, Instagram,
X (formerly called Twitter), and LinkedIn which are social
media sites provide agribusiness owners with an opportuni-
ty to showcase their products, engage with potential cus-
tomers, and build their brands (Zhao et al., 2011). The use
of social media is particularly relevant for final-year agri-
business students who are transitioning from academia to
the business world. These students may lack the financial
resources to advertise their business brands and can, there-
fore, leverage on social media tools to promote their busi-

nesses at a lower cost.

According to Zhao et al. (2021), social media has emerged
as a crucial platform for businesses in establishing and
maintaining relationships with customers. The investigation
further notes that businesses interact and communicate with
customers and potential customers, respond to inquiries,
and obtain feedback on their products and services. In the
agricultural industry, social media has been used to estab-
lish relationships between farmers and consumers. Farmers
also have the opportunity to share information related to
farm produce and communicate directly with potential cus-
tomers (Cui, 2014).

Booth and Matic (2011) evaluated how the use of social
networking sites has become increasingly prevalent in this
era, with individuals and businesses alike leveraging on
these platforms for various purposes including marketing
and branding. Other uses such as identifying and using so-
cial media influencers to help impact how people perceive

business brands have been acknowledged as successful
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pathways for small businesses and startups. In the con-
text of agribusiness, social media can serve as a valua-
ble tool for promoting business brands and connecting
with potential customers (Adegbola ez al., 2018). Social
media platforms have altered how we seek and con-
sume information and have become an important part
of our daily activities, and its impact has been felt
across different industries, including the agriculture
sector. In recent years, there has been a significant in-
crease in the use of social media as a marketing tool for
promoting various business brands.

Farmers and agribusiness owners have begun using
social media platforms to advertise their goods and ser-
vices, continuing a trend that has been seen across in-
dustries (Birner ef al., 2021). According to Birner et al.
(2021), the integration of social media into the ecosys-
tem of agribusiness has the potential to transform the
sector by expanding the market options available to
farmers and agribusiness owners. According to the
study, social media sites like Facebook, Twitter, Insta-
gram, and LinkedIn have gained popularity as tools for
promoting agribusiness brands. As a result, students are
increasingly using these sites to build brand recogni-
tion, attract leads, and boost sales for their start-ups and

business initiatives.

A number of investigations have looked at how social
media is used to promote companies in various indus-
tries. For instance, a study by Bilgin (2018) found that
social media marketing has a positive impact on cus-
tomer and satisfaction.

loyalty, Similarly,

Rauschnabel et al. (2016) showed that social media

trust,

marketing could enhance brand awareness, generate
leads, and increase sales. Adegbola ef al. (2018) also
provide valuable insights into the use of social media

by agribusiness students to promote their business
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brands. The study highlights the importance of social me-
dia in the promotion of agribusiness brands, and how ag-
ribusiness students can leverage social media to create a
competitive advantage in the industry. The use of social
media by Nigerian final-year agribusiness students was
examined by Katz ef al. in 2021. According to the study,
most students promoted their enterprises on social media.
The two platforms that students use the most frequently

were Facebook and WhatsApp.

In addition, the students use a variety of techniques to
market their brands, including developing interesting con-
tent, working with influencers, and collaborating with
other companies. Some of the benefits the students de-
rived from using social media to promote their brands
included increased sales, brand awareness, and customer
engagement. The study also identified some challenges,
such as the difficulty of standing out in a crowded social
media landscape and the need for digital marketing skills.
These findings suggest that social media marketing can be
an effective tool for agribusiness students to promote their

business brands.

The Department of Agriculture Economics and Extension
of the School of Agriculture at the University of Cape
Coast, Ghana, trains agribusiness students to develop the

knowledge, attitudes, and skills to conceptualize, develop

and establish agribusinesses on campus (cf.https:/
daee.ucc.edu.gh/programmes/agribusiness, 2023). The

students develop and establish their agribusiness enter-
prises through a program known as Supervised Agribusi-
ness Projects (SAPs).

The SAPs provide the students with a six-month business
mentorship program where the capacities of the students
are built to conceptualize, develop a business plan, estab-
lish a business, and promote the business to drive sales of
the products or services. This is one of the challenges
faced by agribusiness students is promoting their new

brands on campus in order to drive sales.

Research has revealed that using social media to pro-
mote their businesses can have significant advantages
for students at other colleges. However, little is known
about the ways in which agribusiness students in the
Department of Agriculture Economics and Extension

at University of Cape Coast,

Ghana are using the various social media platforms to
advertise their agribusiness businesses. This study
therefore explored the use of social media platforms by
agribusiness students to promote and brand their busi-
nesses. The study contributes to the understanding of
the use of social media by students to advance their
businesses. It also adds to the field of agribusiness and
social media studies, which investigates how synergies
between academia, pedagogy, and industry might be
affected by the emergence of social media. The find-
ings of this study have implications for policymakers
at the Department of Agriculture Economics and Ex-
tension of the School of Agriculture in the University
of Cape Coast, to fashion out courses and programs on
social media use for promoting business brands. The
study also provides empirical data to help agribusiness
educators with the social media strategies they can
adopt to enhance the marketing and promotion of their
business brands, whilst improving their teaching meth-

ods.

Theoretical Framework. Use and Gratification
Theory. Social media-related studies have been in-
formed by different theoretical frameworks according
to literature. This study drew upon the use and gratifi-
cation theory developed by Harold Lasswell in the
1940s and later expanded in 1970 by Jay G. Blumler
and Elihu Katz as the theoretical framework. The use
and gratification theory was developed in psychologi-
cal and communications research. The theory is a mass
communication theory that explains why people utilize
media channels to meet personal needs (Katz and

Blumler, 1974). The theory posits that media users are
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not passively utilizing, however, actively use media
to meet individual needs (Katz et al., 1973).

The use and gratifications theory takes an audience-
centered approach to understand "what people do
with the media?" as opposed to the conventional
research that puts the emphasis on "what media do
with the people?". Thus, the theory demonstrates
what consumers of media do with media rather than
what media does to them (Katz et al, 1973). The
theory operates on five assumptions which are: me-
dia consumers are active and goal-oriented; audience
select media based on their expectations and the
ability of media to meet their needs; the social con-
text in which the said media is used, as well as per-
sonality influence their choice; audience attention is
competed for by various media available; and audi-
ence are not influenced by media since they play an

active role in what they consume (Katz et al., 1973).

The use and gratifications theory has been used to
inform several studies. Rubin (2009) utilized the
theory to understand how audiences use mass media
types which include television, radio, print media,
news, and many more. Shao (2009) applied the use
and gratification theory to study user-generated me-
dia (UGM). User-generated media allows individu-
als to create content that may not be directly linked
to professional responsibilities and shared via social
media platforms. Ray et. al. (2019) underpinned
their study with the use and gratification theory to
investigate the reasons why people use food delivery
applications (FDA). Food delivery applications
serve as a conduit through which consumers can
purchase food and have it delivered to them with
less stress. To investigate how women farmers in the
United States perceive social media use, Daigle and
Heiss (2021) adopted the use and gratification theo-
ry. They discovered that women farmers use social
media platforms like Facebook, Twitter, Instagram,

and others to connect with consumers of their
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agricultural products. Social media is used by farmers
to connect with other farmers emotionally and to look
for agricultural facts. This paper adopted the use and
gratification theory to understand how agribusiness
students developed user-generated content via social
media to promote and market their business brands and

products.

Purpose and objectives. The importance of social me-
dia in enhancing communication in the 21* century
cannot be overemphasized. Several social media plat-
forms are being utilized especially in the agricultural
sector for marketing, sharing agricultural information,
branding, and reaching out to farmers and consumers
(Wagler and Cannon, 2015). With social media, infor-
mation can reach the masses within the shortest possi-
ble time. The purpose of this study is to assess how
final-year agribusiness students in the Department of
Agriculture Economics and Extension at the University
of Cape Coast used social media in promoting their
agribusiness brands during their supervised agribusi-
ness project. To address the purpose of the study, the
following research objectives were used to guide the

study:

1. Assess the student-related characteristics of agri-
business students at the Department of Agriculture
Economics and Extension at the University of Cape
Coast

2. Examine the benefits of using social media for pro-
moting agribusiness products among final-year Ag-

ribusiness students at the University.

3. Investigate the barriers impinging on the use of
social media for promoting agribusiness products
among final-year Agribusiness students at the Uni-

versity.
Methods

This inquiry deployed a quantitative research technique
via survey design to elicit the required data from re-

spondents. The population included final-year
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Agribusiness students in the Department of Agriculture Eco-
nomics and Extension at the University of Cape Coast. As
part of the curriculum, Agribusiness final-year students are
tasked to design and implement a business idea through
SAPs. Students are guided by faculty from the conceptual-
ization of the business idea, through the development of a
business plan, implementation, monitoring, and evaluation.
The study population included final-year students in the
2022-year group who completed their SAPs within the year.
The final-year agribusiness students were selected for the
study because they used social media as a central tool in pro-
moting marketing and brand projection. The study used a
census technique to survey all 32 students of the 2022 co-
hort.

Data collection and instrumentation. Data were collected
in the month of April 2023. The data collection process oc-
curred when these students had completed their supervised
agribusiness projects. Prior to data collection, ethical clear-
ance was obtained from the University of Education, Winne-
ba Ethical Review Board. In addition, respondents were
asked to confirm their voluntary involvement in the research
without any compulsion. A questionnaire was administered
to students after attending major classes during the month.
The researcher met with respondents, explained the purpose
of the study to subjects, and sought their consent after which
the instrument was distributed. The research instrument's
design was divided into three sections. The first part elicited
data on students and their business-related characteristics.
These included their gender, mode of sales of products, em-
ployment status, sources of income, and social media use.
The second part of the questionnaire consisted of the bene-
fits of using social media for promoting agribusiness prod-
ucts among final-year Agribusiness students. Eleven items
were developed to ascertain the benefits students derived
from using social media to promote their products during the
SAPs. These items were measured on a scale of 1 = Very
low agree to 5 = Very high agree and 0 = not applicable. The
final part of the instrument measured the barriers encoun-

tered with the use of social media for promoting their

agribusiness products during the SAPs. The measurement
was on a scale of 1 = Very low agree to 5 = Very high
agree and 0 = not applicable. Two lecturers with back-
grounds in agricultural extension and agribusiness devel-
opment ensured both the face and content validity of the
instrument. The instrument was vetted to ensure that the
items listed on it measured the objectives of the study.
The reliability of the validated instrument was then as-
sessed prior to use with 20 third-year agribusiness stu-
dents from the department. The Cronbach's Alpha coefti-
cient was calculated for the Likert-type subscales using
IBM Statistical Package for Social Science (SPSS). For
the benefits and barriers, respectively, Cronbach's Alpha
confidents of 0.79 and 0.82 were observed, indicating
that the instrument was reliable and could be used for the
main study (Pallant, 2016). The final year agribusiness
students were then given the trustworthy and approved

tool to collect data.

Data analysis. Using Microsoft Excel, the collected data
were inputted, cleaned up, and processed before being
exported into IBM's Statistical Package for Social Sci-
ence (SPSS). STATA 13.0 was an additional piece of
analysis software that was used. As part of the analysis
for the various goals, the University of Cape Coast agri-
business students' characteristics as students were exam-
ined using descriptive statistics including frequency, per-
centage, mean, and standard deviation. The benefits and
barriers of using social media to promote agribusiness
products among final-year Agribusiness students at the
University of Cape Coast were analysed using mean,
standard deviation, and rank-based quotient. Further
analysis of the barriers encountered when using social
media to promote agribusiness products among final-year
Agribusiness students was analysed using skewness and
the standard error of skewness. Lastly, the factors influ-
encing the barriers were analysed using robust regres-

sion.



Model Specification

Robust regression is a form of regression designed to over-
come the challenge of outliners, and influential observation in
a dataset to minimize the impact it could have on the regres-
sion coefficients (Khan et al., 2021). The advantage of robust
regression over other forms of estimation procedure is the reli-
ability of estimates and inferences made for unknown parame-
ters even in the presence of outliners. The robust technique
uses other features that are less influenced by unobserved ob-
servation to replace the sum of square residuals of the ordinary
least square (OLS). The robust regression and the OLS regres-

sion models used in this study was specified as;

The dependent variables of the study, thus, connectivity, secu-
rity and training, and customer relation are linearly related to

the independent variables in the matrix notation given as

Yi=Xi I?+EE'

Where Y- Dependent variable with vector n*1

X- Independent variables in the form n*p

g . .
— Unknown regression parameters given as p*1 that

needs to be estimated Hence, the estimated the ~ is given by;

The g

ing the residuals of the OLS equation (sum of square residu-

is estimated to be close to the true value by minimiz-

als). This can be written mathematically as;

Bors ing S, 12 (8
OLS _prg ming Y=, 1 (8) 4

Due to the influence of outliners, the study used the use of

minimizing the sum of absolute values of the residuals rather
than the sum of squares. This protects the regression against

vertical outlines;

ming X, |¥; — (X;6 )]
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Due to the M-estimators unbounded influence be-
cause of its failure to account for leverage, the study
used the Generalised M-estimator (GM-estimator) as
it accounts for both vertical outliners and leverage.

The general GM class of estimators is defined by

g

}x;

n T, . 5 .
i._lﬂz{.x:}ip{y(x[}ﬁe

-0 6

r.
L

Where v is the score function, and the weights

v; ... .
and ° initially depend on the model matrix X from
an initial OLS regression fitted to the data but are
updated iteratively.

Rank Based Quotient (RBQ) is a scientific scoring
technique that assigns arbitrary points based on the
relative importance of certain limitations and re-
wards. This study like other studies by Nisha and
Vimalrajkumar (2019),

Meena et al. (2022), and Malarkodi et al. (2020) cal-
culates RBQ with the following steps;

1. Compiling a list of barriers to using social media
by consulting subject-matter experts, responders,

literature, and personal experience.

2. Respondents were made to rank the barriers/
benefits identified from the most serious barrier/
benefits to their social media use to the least serious

barrier/benefits to their social media use.

3. Based on the assigned ranks provided by the re-

spondents, the RBQ was calculated as;

T filn+l-i)

RBQ=  m *100 7

Where fi-the frequency of students (respondents)
for the i rank of the barrier/benefits

N — the total number of students respond-
ents) (32)  n- the number of ranks (20)

4. The barrier with the highest RBQ value was
considered the most serious barrier/benefit to

the respondents.
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The variables of the study are captured in Table 1.
Table 1. Description of Variables

Variables Measurement Unit Expected Direction
Dependent
Connectivity Continuous variable (0-5)

Security and Training
Customer Relation

Continuous variable (0-5)
Continuous variable (0-5)

Independent

Age Age as at last birthday -
Sex 0-female 1-male +/-
Joining Social Media (JSM) Years +/-
Monthly income (MI) Ghana Cedis (GHs) -
Income source (SI) 1-Parents 0-Others -
Sales Point(SP) 1-Online 0- Others -
Employment status (ES) 1-Employed 0-Others -
Household size (HS) Number of people under a roof +
Social media use (SMU) 1-Yes 0-No -

Source. Author Construct (2023)
Results and Discussion

Assessing the student-related characteristics of agri-
business students in the University. The results from
Table 2 indicate that majority of agribusiness students
were males (75%) and the remaining females (25%).
This reflects the educational distribution in Ghana ac-
cording to sex. The Ghana Statistical Service (2021) re-
ports that the country has a population of males in school
that is greater than that of females despite the gap being
better than the previous census. According to Aziato
(2016), the low numbers of females in tertiary institu-
tions has to do with poverty and its ripple effects, and the
demand of families that places them outside the class-
room. Similarly, Akyina et al. (2015) in examining the
cause of low female choice of agriculture science pro-
grams revealed that the lack of guidance and counselling,
financial constraints, lack of female role models, fear of
studying mathematics, and difficult nature of agriculture
programs are major reasons why females do not prefer
agriculture programs from the senior high school level to

the university level.

The mode of sales of their supervised agribusiness pro-
jectis also presented in Table 2. The results indicate that
close to 6 in 10 agribusiness students (59.4%) used
online platforms to sell their products. The remaining 4

in 10 sold their products either offline (25%) or using

both offline and online platforms (15.6%). The nature of

consumers and good interaction predict the point of sale.

For consumers those who are readily available and are
less in tune with Internet base marketing are less likely to
purchase online (Punj, 2011; Campbell, et al, 2014).
However, Andrews et al. (2016) added that for popula-
tions that are dispersed, mobile-based marketing becomes
very effective and convenient to both the consumer and
seller. Similarly, due to the huge and dispersed nature of
students, it becomes increasingly difficult to sell to them
offline. Additionally, online sales introduce the product to
a wider audience (close and far), implying high sales and
income, according to Ghose and Yao (2011). Intuitively,
online sales reduce the pressure on students’ academics as
they can easily combine academic work with promoting

their agribusiness brands (Baines et. al., 2017).

Additionally, 65.6 percent of students were unemployed
while 28.1 percent were self-employed, and the remaining
6.3 percent were employed in the formal or informal sec-
tor. This result can be attributed to the fact that the agri-
business program at the undergraduate level is a full-time
program with loaded schedules which makes working in
the private or public sector difficult. For the few who are
self-employed, they sell student-needed items, such as
credit cards, data bundles etc, to supplement their income
and pay their bills. According to Hodge and Lear (2011)

and Sanchez (2011), students are unemployed because



they lack the competencies to engage in active employment.

Table 2 also presents the sources of income of students. It re-
veals that students obtain income from two main sources, from
family (71.88%) or through their own business (21.88%). A few
obtain income from both family and own businesses (6.24%).
This supports the results of employment status which reveals that
students are unemployed, hence their dependence on their fami-
lies for sustenance. To diversify their incomes, students are like-
ly to add a business to their academics to reduce their dependen-

cy on family and pay their bills.

According to Houle (2014), the disparity in education is due to
student incomes, as poor students are less likely to enjoy school
services. The author identified parents’ income, parents’ educa-
tion, and student support services (Student loan) as determining

the amount and source of students’ income.

On the use of social media by agribusiness students (Table 2), it
was revealed that 87.5 percent were social media users. The
large number is due to the majority of students using
smartphones and the need to connect with family and friends.
Similar studies conducted by Lau (2017) and Lacka et al. (2021)
on students’ social media use showed that almost all students use
social media tools either for their research, purchases, advertise-
ment, and other personal activities such as reaching out to family
and friends. However, there were differences between the two
authors about how effectively students used social media. Lacka
et al. (2021) did not find a statistically significant relationship
between social media use and efficiency, contrary to Lau (2017)
who claimed that students who use social media were less pro-
ductive. However, for the purposes of this study, students used
social media platforms to advertise their brands to customers
rather than to maximize the effectiveness of their academic

achievement.

The average age of agribusiness students was 24 years (SD-
2.00). The minimum age was 20 years and the maximum was 29
years (Table 2).

This shows that the study respondents were relatively young

within the Ghanaian school-going age for tertiary institutions.
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According to Ghana Statistical Service (2021), the edu-
cational age for tertiary institutions is as low as 16
years for entry into public universities and averagely 30
years for young students entering public universities.
Also presented in Table 2 is the experience of the stu-
dents on social media. The results indicate that aver-
agely, students had eight years (SD = 3.32) of social
media use and experience. This shows that students
started using social media before entering the universi-
ty. The results indicate that on the whole respondents
had relatively few years of social media use and experi-
ence. Social media years of experience result in satis-
faction, according to Lee and Ma (2012). Thus, using
social media for a longer period of time has more ad-
vantages. Table 2, also shown the monthly earnings of
students. Monthly salaries for students ranged from as
little as GHS 100 to as much as GHS 1000. GHs
485.94 (238.69) per month, which is the average stu-

dent income, is consistent with this.
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Benefits of using social media for promoting agribusi-
ness products among final-year Agribusiness students
at the University. The benefits of using social media to
promote agribusiness products among final-year agribusi-
ness students at UCC is presented in Table 3. The results
indicate that the major benefit derived by the students
from using the online platforms for promoting agribusi-
ness products are its helpfulness for brand promotion
(Mean-3.844, SD-1.417), making people aware of the
agribusiness brand (Mean-3.813, SD-1.176), and offering
support to the band (Mean-3.719, SD-1.486). Other bene-
fits highlighted by the students with moderate influence
include the introduction of the brand to new business part-
ners (Mean-3.375, SD-1.476) and increased sales’ (Mean-
3.469, SD-1.545).

According to Rodriguez et al. (2012) and Paniagua and
Sapena (2014), using social media by firms boosts busi-
ness performance, which in turn boosts revenue and prof-
its. McCann and Barlow (2015) further stated that effec-
tive social media use boosts sales, lowers marketing ex-
penses, increases customer service, raises brand aware-
ness, and strengthens business ties. Our study's findings
concur with those of Ahmed et al. (2019), who reported
that social media was essential to business promotion and

enhanced sales and profits.

The barriers of social media use to promoting agribusi-
ness among final-year Agribusiness students at the Uni-
versity. Despite the benefits from social media use, it has
associated barriers that hinder its use for promoting agri-
culture businesses. Table 4 presents the barriers to the use
of social media for promoting agribusiness products. The
results indicate that the major barrier to the use of social
media for promoting agribusiness products among students
are ‘poor network connectivity’ (Mean = 3.906, SD =
1.174) ‘high cost of internet data’ (Mean = 3.438, SD
1.413) and

cerns’ (Mean = 3.281, SD = 1.326).

‘inability to address compliance con-

On the other hand, the students perceived the following
barriers, lack of control on social media handles (Mean =
2.469, SD = 1.545), restricted communication with cus-
tomers (Mean = 2.469, SD = 1.344) and ‘social media as
an unfriendly (Mean = 2.156, SD = 1.322) as having low
effect on social media use for promoting agribusiness. Ac-
cording to Rahardjo ef al/. (2016) limited internet facilities
affect knowledge and willingness of social media usage
among students. On the other hand Elghannam et al.
(2017) indicated that the major barrier to social media use
in promoting business is the need for businesses to connect
and create a brand image for their product. Our findings do
not differ from the finding of these studies but also indicate
that connecting to consumers within the social media space

can be achieved.

Table 3. Benefits of social media use for promoting Agribusiness

Benefits of Social media use Mean SD RBQ Rank
Social media services are helpful to my brand 3.844 1.417 96.875 1
Social media has made people aware of my brand 3.813 1.176 90.909 2
Social media has offered support to my brand 3.719 1.486 81.818 3
Social media has helped to acquire new customers 3.688 1.378 72.727 4
Social media has improved relationships with customers 3.688 1.491 72.727 4
Social media reduces marketing cost 3.656 1.232 54.545 6
Social media has improved my customer and audience engagement  3.594 1.456 45.455 7
Social media has given my brand a competitive intelligence 3.563 1.480 36.364 8
Social media has improved my product reputation 3.531 1.414 27.273 9
Social media has increased my sales 3.469 1.545 18.182 10
Social media introduced my brand to business partners 3.375 1.476 9.091 11

Source: Author Construct (2023) n-32 Min. - 0 Max-5



when network connectivity is favourable to both the producer and
consumers. This is easily achieved when there is proper network infra-
structure and data packages are cheaper. This shows that for students
to optimize the full potential of social media, the barriers to its usage

need to be removed.

Social Media Barriers Components. Table 5 outlines the different
groups into which the social media barriers might be divided. It re-
veals that the barriers to the use of social media as identified by re-
spondents in Table 4 can be grouped into three (3). The categories
were connectivity, security and training, and customer relation which
had four (4), fourteen (14), and two (2) variables respectively. Addi-
tionally, it was revealed that the mean score values show that connec-
tivity (Mean = 3.305, SD = 0.983) was the major barrier to social me-
dia use. Connectivity was followed by security and training (Mean =
2.842, SD = .1.028) and customer relations (Mean = 2.313, SD =
1.148).

Table 4. Barriers to social media use in promoting Agribusiness

AMETEPEY ET AL.

However, all the components were negatively
skewed (connectivity -0.544, security and train-
ing - 1.228, and customer relation-.376) showing
that the barriers were mildly severe to restricting
students from using social media to promote their
agribusiness products. Additionally, the standard
error of skewness was uniform across all compo-

nents as 0 .414.

Factors influencing the barriers to social media
use in promoting agribusiness among final year

Agribusiness students at the [University].

Table 6 shows the factors influencing the barriers to
the use of social media for promoting agribusinesses.
The results were placed under three (3) categories
connectivity, security and training, and customer rela-
tions. The model summary for the analysis revealed
that the number of respondents were the same across

both the OLS and robust regression analysis.

Barriers to Social media use Mean SD RBQ Rank
Poor network connectivity 3.906 1.174 100 1
High cost of internet data 3.438 1.413 95 2
Inability to address compliance concerns 3.281 1.326 90 3
Risks associated with social media 3.188 1.378 85 4
Violation of privacy 3.219 1.408 80 5
Lack of knowledge of some social media features 2.938 1.390 75 6
Technical support difficulties 2.938 1.458 70 7
Lack of training on social media usage 2.875 1.264 65 8
Lack of internal resources to support social media 2.906 1.279 60 9
Poor reliability on social media 2.875 1.238 55 10
Cultural sensitivity to social media 2913 1.378 50 11
Issues of mistrust towards social media marketing 3.031 1.282 45 12
Difficulty in constantly updating products on social media 2.688 1.330 40 13
Untimely provision of information 2.844 1.394 35 14
Difficulty in understanding the language used on social media  2.656 1.494 30 15
Poor organisation of social media pages 2.406 1.434 25 16
Difficulty in understanding concepts on social media 2.531 1.436 20 17
Lack of control on social media handles 2.469 1.545 15 18
Restricted communication with customers 2.469 1.344 10 19
Social media environment is unfriendly 2.156 1.322 5 20
Source: Author Construct (2023) n-32 Min. - 0 Max-5

Table 5. Social Media Barriers Components

Components Items Mean SD Skewness Std. Err of skewness
Connectivity 4 3.305 983 -0.544 0414

Security and training 14 2.842 1.028 -1.228 0.414

Customer Relation 2 2.313 1.148 -0.376 0.414

Source: Author Construct (2023) n-32 Min. - 0 Max-5
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The results of the robust regression across the three (3) cate-
gories revealed that they were significant at p<0.05, while
only connectivity showed significance at p<0.05 for OLS. The
results show that the robust regression output was better than
that of the OLS.

On security and training (Table 6), it was revealed that only
sex of students, monthly income, household size, and social
media use were significant at p<0.05. The results further show
that females were more likely to have issues with social media
security and training compared to males Similar studies con-
ducted by Antonio and Tuffley (2014) revealed that females
were more likely to experience security and training barriers
to social media use due to exclusion from technology educa-
tion and design, limited free time, social norms, and financial
and institutional constraints. It is challenging for females to
receive training on social media security issues because of
these limitations. As a result, online bullies and scammers
violate the safety and privacy of women. Similar to the study
of Mohamed and Ahmed (2012), females, despite being more
likely to be concerned about privacy information, are less
likely to adopt privacy protection due to the uniqueness that
social media exerts on females and the low training received
on social media use. This view is shared by other researchers
in the field (Laric et al., 2009; Hoy and Milne, 2010).

Again, Table 6 shows that agribusiness students with low
monthly income were more likely to experience security and
training challenges by 0.08 percent. This indicates that when
students’ incomes are low, they will be less likely to pay for
training programs or security features, which will protect them
in promoting their brands on social media compared to stu-
dents who have high monthly incomes. Additionally, students
who belong to smaller households are more likely to experi-
ence barriers of security and training by 96.8 percent com-
pared to students with large household sizes. This indicates
that students from large households are more likely to be
trained in social media use and value security more. This is
because students who belong to large households are likely to

have low incomes from their parents or guardians (all other

things being equal), and therefore their access to ser-
vices such as social media serve as extra cost to be in-
curred for their businesses. The cost element of these
students will be high compared to students from low
household size. Hence, they will take the leisure of se-
curing and training in social media. Lastly, on training
and security, students who use social media are 134.40
percent more likely to experience security and training
challenges than students who do not use social media
for their SAPs. This is so because students who do not
use social media will not have issues with social media

security and will not require training on social media.

On connectivity (Table 6), our results show that age
and sex are the only significant variables that predict
connectivity as a barrier to social media use in promot-
ing agribusiness products. As students age, the proba-
bility of them experiencing the barrier of connectivity
in promoting their products increases by 22.54 percent.
This shows that aging students are more likely to have
difficulties with connectivity on social media. This is
embedded in the fact that younger students are more
likely to be abreast with social media issues than their
older counterparts are. The findings of Karimi and Neu-
staedter (2012) agree with the findings of our study
which revealed that older students are less receptive to
new technology and social media pages due to the diffi-
culty and changing nature of these sites. Hence, they
prefer to be more isolated and have offline communica-
tion with people. Similarly, Anderson and Jiang (2018)
reported that younger people use social media as a form
of communication and building of relationships, which
creates the opportunity for them to show new creations
to a wider audience. Additionally, older people stay
away from social media platforms to avoid social media

theft and value social media isolation to its use.

Secondly, the results in Table 6 show that female stu-
dents are more likely to have difficulty with social me-

dia use in promoting their agribusinesses compared to
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Table 6. Factors influencing the barriers to social media use in promoting agribusiness

males. This can be attributed to the limited accessi-
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Kietzmann et al., 2011). Additionally, as the monthly income
of students increase their chances of experiencing customer
relation barriers increase. This is because as student entrepre-
neurs earn more, they become more reluctant to ensure cus-
tomer relations through their social media handles. This caus-

es most of them to lose clients.

Kietzmann et al. (2011) noted that as entrepreneurs improve
their customer relationships even with an online customer
base, they improve their brand and sales volume. In addition,
agribusiness students who obtain income from other sources
other than their parents are more likely to experience customer
relation barriers in social media in promoting agribusiness
products by 127.56 percent. This is because students who do
not receive income from their parents have irregular income
inflows, which makes it difficult to address customer relations
issues such as refunds, hence becoming a barrier to effectively
using social media to promote their businesses (Khamis et al.,
2017). Lastly, agribusiness students who do not promote their
products through social media are 118.61 percent more likely
to experience customer relation barriers. According to Rokka
et al. (2014) and Dwivedi et al. (2021), social media some-
times reduces the contact the business owner has with a client
which provides the business owner time to do research and
address client concerns compared to business owners who

have direct contact with clients.

In order to understand how people use media channels to meet
their personal requirements, our study relied on the use and
pleasure theory (Katz and Blumler, 1974), a utility mass com-
munication theory. The findings offer empirical support for
the usefulness of the use and pleasure theory for evaluating
the advantages and disadvantages of social media use among
final-year Agribusiness students in building their brand identi-
ties. Our study revealed that the Agribusiness students relied
on the benefits of various social media platforms to address
the need to make people aware of their brands, acquire new
customers and clients and reduce marketing, promotion and
advertising cost. Our results also show that Agribusiness stu-
dents depended on the assumption of the use and gratification

theory that, media users are active and goal-oriented, select
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media based on their expectations and the ability of media to
meet their needs, the social context in which the said media is
used, as well as personality, which influences their choices. The
Audience attention is competed for by various media available
and audience are influenced by media since they play an active

role in what they consume (Katz et al., 1973).

Conclusion and Recommendation

Exploring how university students are leveraging the potential of
social media to promote entrepreneurship is critical in this inter-
net-driven era. This is because the internet has made it easy for
business owners to connect with customers and clientele virtual-
ly for transactions to transpire. The insurgence of social media
serves as a catalyst for connecting to new and existing customers
using varied mediums such as short videos, audio, use of flyers,

and many more.

The study sought to assess the use of social media among final-
year agribusiness students at the Univerity of Cape Goast, Ghana
in promoting their business brands. Most of the students in-
volved in the study were males as compared to females. Students
utilize several mediums to promote their agribusiness enterprises
which include online and offline mediums with the majority be-
ing unemployed. Additionally, students mainly obtain their in-
come from two identified sources namely family income sources

and income from sales of products from personal businesses.

A sizeable portion of the students in the study use social media
primarily on smartphones. The promotion of corporate brands,
raising awareness of corporate brands, and supporting students'
corporate brands are three major advantages of social media use
among students. The main obstacles to using social media that
were found in the study were poor network access, hazards relat-
ed to using social media, high internet costs, and the inability to
address compliance issues. Furthermore, connectivity, security
and training, and customer relations were the factors that influ-
enced social media use among final-year agribusiness students

involved in the study.



It is recommended that interventions that promote females’
involvement in agriculture be established to encourage more
female students to participate in agribusiness education. As
such, universities should prioritize providing systems
(agribusiness hubs) with proper internet connectivity and
needed logistics to enable agribusiness students to have the
flexibility to develop and promote their business ideas into
brands. Again, efforts should be made by the university and
the department to address the barriers associated with social
media use among students by connecting with service pro-
viders to provide students with high-quality internet services
at reasonable prices to encourage students to use social me-

dia to promote their agribusiness competitive brands.

The University of Cape Coast through the Department of
Agriculture, Economics, and Extension should organise so-
cial media training for students to improve their social media
skills. The scope of this research is limited to final year agri-
business students at the UCC, thus further students can con-
sider investigating all college students engaging in entrepre-
neurial activities while in school. Again, a further study can
assess students’ social media use in all universities across the
country to ascertain any variations among schools, students,
and location of institutions. Educators, policymakers, and
industry players within the field of agribusiness and social
media ecosystem will need to factor in the results of this
study, to advance the development of course content in the
field of agribusiness practicum and trainings. Policy decision
making and pedagogy experts will need to further support
similar studies across universities to validate and further un-
derstand the phenomena unravelled as shown in the results

culminated from this study.
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