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Abstract

Background: In recent times, agribusiness has continued to receive attention in the literature and
public discourse because Nigeria urgently needs to run an agricultural economy.

Objective: This study aimed to determine the role of community media in promoting agribusiness
in Nigeria.

Methodology: The researcher adopted the survey research design for the study, while a structured
questionnaire (both online and hard copies) was the instrument for data collection. The sample size
was 384 respondents, but 379 responses were valid, with 27 excluded for not running any
agribusiness. The method of data analysis was descriptive statistics using frequencies and
percentages.

Results: Local or community mass media are more effective in disseminating agribusiness news
and information than mainstream media channels. Also, more men than women engage in
agribusiness in Nigeria. Finally, people changed their perceptions and adopted agribusiness and
its practices after contacting community mass media. It was also found that offline questionnaire
copies generated more responses than online the version.

Conclusion: Community media, when properly applied could be effective in promoting
agribusiness in developing countries like Nigeria.
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Background

Agribusiness is currently receiving attention in the literature and occupying centre stage in public
discourse because of the clamour for Nigeria to return to agriculture as a source of income (Eze,
2022; Olayide, 2023). However, the journey to institute the agribusiness economy is not without
hitches, the biggest challenge being the communication strategy/tactics engaged. Many
development agents such as government, non-governmental Organisations, and other well-
meaning individuals tend to run to the elitist, mainstream media (national dailies, television, etc.)
in a bid to create publicity for agribusiness instead of using community mass media systems since
more than 70% of Nigeria’s population lives in the rural areas (NBS, 2022).

Inegbedion et al. (2021) are of the view that the government is perpetually engaging the
mainstream media, trying to create and sustain awareness for agribusiness when they should retool
the communication strategy to the ones closer to the people to whom these messages are meant
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for. In affirmation of this notion, Jongsuksomakul and Roebl (2022) agree that participatory
communication media, such as ones closer to the larger population, remain the only way to ensure
the quick adoption of agricultural practices.

This article, therefore, is interested in the urgent need for a paradigm shift in the strategic
communication employed in publicising agribusiness in Nigeria. (Mensah et al., 2023; Issa &
Kagbu, 2023; Tomasi 2020). Since more Nigerians live in rural areas than in cities, it is compelling
that agribusiness campaigns should be conveyed there using community mass media with the
instrumentality of community newspapers (Onyenankeya, 2021; Degarr, 2021; Olsen, 2021;
Yamamoto, 2011).

Defining Community Mass Media

Community mass media, popularly known as grassroots media, incorporates various
communication media used in the grassroots. These include community newspapers, local radio
stations, and, in recent times, online platforms (Olaniyi, 2020; Kobani, 2022). Also referred to as
"indigenous language newspapers, community newspapers could be traced to the colonial period
and rose to stardom with the Iwe Irohin in 1859, published by Henry Townsend, a European
Christian missionary (Onyenankeya, 2021).

Typically, these local media outlets are owned and managed by the members of the communities,
focusing on local developmental issues and concerns. A good example of community mass media
in Nigeria is the popular Oriwu Sun Newspaper published by Ikorodu indigene Monzor
Olowosago. Others include the Ikeja Record, covering the Ikeja area of Lagos State and its
environs. In South East Nigeria, there is The Record newspaper, which may be seen as a
community newspaper, too, since it covers the University of Nigeria Nsukka community,
extending to the entire Nsukka and its environs. Others include Urhobo Voice newspaper, etc. The
best way to understand community mass media is that they fill the gap which the mainstream media
created (Anyanwu, 2022; Khan et al., 2020). Community media promote economic initiatives such
as agribusiness; they also facilitate civic engagement and community communications, uphold
local culture and heritage, and give voice to the voiceless, which the mainstream media are wont
to do (Singh, 2022).

Importance of Community Media

Mdoda (2022) posits that the importance of community media cannot be overstated, especially in
the context of promoting agribusiness in Nigeria. These media outlets serve as powerful tools for
reaching rural populations, which are often the primary participants in agribusiness activities.
Community media offer a platform where information can be customised to address the specific
needs, challenges, and opportunities faced by rural communities engaged in agribusiness (Mdoda
et al., 2022). Moreover, they foster community cohesion, enabling the exchange of knowledge and
experiences among local farmers, which can significantly enhance the overall effectiveness of
agribusiness initiatives (Singh,2022).

Defining Agribusiness

World Bank (2020), says that agribusiness encompasses the entire agricultural value chain,
including the production, processing, marketing, and distribution of agricultural products and
services. The term agribusiness is a combo of the words "agriculture™ and "business”, referring
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simply to any business enterprise related to agriculture. All the steps needed to convey agricultural
goods to the market, which traditionally involves production, processing and distribution, may be
seen as agribusiness.

Agribusiness as a coinage was first used by two Harvard Economists, Johan Davis and Ray
Goldberg, in 1957. The economists used agribusiness to refer to the total of all operations involved
in manufacturing and distributing farm supplies, production operations on the farm, and the
storage, processing and distribution of farm commodities and items made from them. The import
of agribusiness, therefore, includes all enterprises derived ‘from’ and ‘around’ agricultural
production. (Kozera-Kowalska & Uglis, 2021)

Agribusiness and Rural Farmers

In Nigeria, agribusiness cannot be overlooked since many of Nigeria’s farmers and agribusiness
owners live in rural areas. (NBS, 2022) For these ruralites, agribusiness may be seen as a mere
means of subsistence living and a major source of economic empowerment. Ultimately,
agribusiness is to be seen as the enabler through which rural Nigeria adopts new technology,
market pathways, and even skill acquisition in the agro-related path (Adhi et al., 2022).

Reviewing empirical studies on agribusiness

Ariyo et al. (2023) carried out research to assess the influence of the strategies the mass media
employ in promoting agribusiness in Nigeria. The researchers found that while the strategies hit
the bull’s eye in the urban areas, they often are a mess in the rural areas as they always miss the
ruralites who are the main target of communication, which then defeats the agribusiness awareness
creation purpose sought in the first place.

Akrong and Kotu (2022) surveyed rural communities to gauge their perception of agribusiness
promotion efforts in neighbouring Benin. The researchers found that many rural dwellers,
especially the youth, felt excluded from all campaigns leveraged in the mainstream media but were
hungry for more grassroots and pro-community approaches.

On the contrary, in research titled “Youths’ Perceptions of Media Campaigns on Participation in
Agriculture in Enugu State, Nigeria,” Ezeah and Gever (2017) revealed that the youth expressed
faith in agri-related mass media campaigns only because the messages lacked believability.

On his part, Babalola (2023) investigated the influence of newspapers in building literate
communities in Nigeria. His findings highlighted higher readership and engagement rates of
newspapers at all levels as a veritable tool for promoting “critical thinking, retention of
information, problem-solving and questioning of information source,” noting the commonplace
practice where people congregate around newspaper stands and vendors, discussing newspaper
contents in every nook and cranny of Nigeria. This means that community media, through the
instrumentality of the community newspapers, has the potential to reach rural agribusiness
practitioners effectively.

Khan et al. (2020) researched the influence of mass media in developing agriculture in emerging
countries. They found that poor mass media infrastructure in remote areas hampers the
effectiveness of agricultural growth in developing countries. Despite a growing body of literature
on the challenges and opportunities related to agribusiness communication in Nigeria, limited
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studies have been conducted on applying community mass media to create and sustain awareness
of critical developmental spots as agribusiness. This study sought to address this gap by examining
how community media can promote agribusiness in Nigeria.

Theoretical Framework

The study was based on the Agenda-Setting theory, whose proponents include Maxwell McCombs
and Donald Shaw (1972). The theory affirms that the mass media always succeed in telling people
what to start talking about in real life. Hereunder are just a few key points to note when talking
about the mass media's agenda-setting impact.

1. Mass media agenda equals public agenda: The Agenda-setting theory confers too much
influence on whatever comes from the mass media, suggesting that the members of the public
determine topical issues from what they consume from the mass media

2. Audience Priming: This concept argues that the media just have a way of tweaking people’s
cognition. For example, copious media reportage of agribusiness could prime the stakeholders to
start thinking about the nation's agribusiness quest and eventual actualisation of agriculture as the
Nigerian economy's mainstay.

3. Framing: The mass media are not willing to frame stories in many ways, impacting public
perception of events. For instance, coverage of mass hunger and economic recession can be framed
as a consequence of little or no attention to agriculture, leading to the desired interpretations in the
public and even a policy preference in the area.

In this circumstance, since the agenda-setting theory implies a positive relationship between mass
media reportage and the importance of issues in the minds of the target audience, the theory shall
be used to understand whether the community media take the knowledge and adoption of
agribusiness practices to ‘agripreneurs’ across Nigeria.

Objectives of the study
This study sought to achieve the following objectives:

1. To determine the impact of community media on agribusiness skills in Nigeria.
2. To ascertain the impact of community media on the adoption of agribusiness practices in
Nigeria.

Methodology

The researcher adopted the survey research method to sample the opinion of agribusiness owners
across Nigeria to understand the mass media that work best for their information and
communication needs (Cresswell, 2011). The survey contained straight-to-the-point questions that
were designed to collect quantitative data on their awareness of agribusiness campaigns through
community mass media, their perceptions of the effectiveness of these campaigns, and their
preferences for information sources related to agribusiness. The study's population comprised all
agribusinesses across Nigeria, which stands at 100,000 (Oyaniranm 2020). An online sample size
calculator determined a sample size of 384 respondents as adequate for the study.
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A total of 384 agripreneurs were recruited through their online communities, and the questionnaire
was administered using Google Forms since studies show that Google Forms and other online
survey software are as effective as in-person surveys (Opara et al., 2021). Note that the
respondents were also encouraged to share the questionnaire with their colleagues and
contemporaries to allow for a broader reach of people who run agribusiness across Nigeria. By
using an online survey via Google Forms, the study aimed to efficiently collect data from
agribusiness owners across Nigeria, considering the constraints of time and budget associated with
travelling to conduct in-person surveys. Three communication scholars from the Department of
Mass Communication, University of Nigeria, and Nsukka validated the instrument study.
Descriptive statistics, such as frequencies and percentages, were employed to analyse the survey
responses.

Results

The study investigated the influence of community mass media in the efforts to promote
agribusiness across Nigeria. Initially, a total number of 384 participants were targeted via Google
Form (online survey). But, due to the caveat in the number one question, “if you answered No,
please DO NOT proceed with this questionnaire” and the possibility that the typical Nigerian
agripreneur is minding his business offline, the researcher grappled with the challenge of bringing
in the numbers. Consequently, the pollster then resorted to sharing the hardcopy questionnaire too,
which then resulted to a total of 379 valid responses, excluded only two respondents who declared
not being involved in any agribusiness.

Find the summary of the key findings below:

Table 1: Participants Demography

Gender Frequency Percentage
Male 262 69.1
Female 117 30.9
Total 379 100

Result in Table 1 showed that more Nigerian men than women represented by nearly 70 percent
in the table, participate in agribusiness in the country.

Table 2: Survey Response Mode

Questionnaire Mode Frequency Percentage
Online Responses 127 33.5
Physical (Offline) Responses 252 66.5
Total Valid Responses 379 100

Table 2 shows that while 33.5 per cent of the questionnaire copies were filled out online, 66.5 per
cent of the responses were obtained from physical participation in the survey.

Table 3: Community Mass Media Effectiveness
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Community Mass Media Frequency Percentage
Effectiveness

More Effective than Mainstream 369 97.4

Media (Yes)

More effective than mainstream 10 2.6

media (No)

Total 379 100

Table 3 presents results regarding the effectiveness of community media in promoting
agribusiness. The result showed that the percentage of participants who considered community
mass media more effective than elitist, mainstream media is more than overwhelming, 97.4%

Table 4: Impact of community media on agribusiness skills

Gained knowledge via Frequency Percentage
community media

Knowledge gained 352 92.9%

No change in knowledge from 27 7.1%
grassroots media

Total 379 100

Table 4 determines the impact of community media on agribusiness skills. The participants
reported that community media was effective in improving their knowledge of agribusiness skills.

Table 5: Impact of community media on the adoption of agribusiness practice

Agribusiness Practices Frequency Percentage
Adoption via Localised Media

Embraced agribusiness adoption 209 55.2

No change in behaviour 170 44.8%
Total 379 100

The results in Table 5 revealed the impact of community media on the adoption of agribusiness
practices in Nigeria. The percentage of participants who embraced agribusiness practices after
exposure to localised media is 55.2% while the percentage of participants who did not accept a
change in adoption behaviour is 44.8%. Notice the gap is apparently not too wide because a change
in behaviour has always proven to be herculean.

Discussion of Findings

The findings of this research are interesting. They shed light on the underlying forces of
agribusiness promotion via localised, community mass media in Nigeria. The poll, which
predominantly sampled 384 agripreneurs, targeted exploring the influence of exposure to
agribusiness information in community mass media on knowledge gaining and the acceptance of
agribusiness habits. Interestingly, the challenges the researcher encountered in obtaining online
participation revealed the special characteristics of the research population, who are apparently
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immersed in their farm and/or agribusiness activities, which led to a dependence on offline
questionnaires, too. This result has added a new perspective to the study of Opara et al. (2023)
who reported that online surveys are as effective as face-to-face. The experience of the researcher
in this study is contrary to that of Opara et al.

Most participants (92.9) identified as agribusiness men and women, highlighting the study’s
relevance in a situation where agriculture plays a critical role in the Nigerian economy. The limited
online presence of agripreneurs revealed the necessity of combining both online and offline poll
methods for 360-degree data collection. Also, the researcher's choice not to include responses by
non-agripreneurs (7.1%) helped maintain the research's integrity, ensuring that the outcomes were
specific to people actively engaged in agribusiness. The result of the study current study highlights
the usefulness of community media in promoting agribusiness. This result has extended that of
Tomasi (2020) who noted that localised information is needed to improve the financial literacy of
farmers but did not narrow in on agribusiness.

The people’s choice for community mass media and not mainstream media, 94.4% of participants,
reveals the indispensability of tailored information-sharing channels for this special audience. Due
to the nature of their occupation, agripreneurs tend to place more value and importance on
community mass media, indicating an urgent need for better-targeted communication tactics in the
agribusiness ‘sector.” This finding is in agreement with the first hypothesis that community mass
media are more proficient in disseminating agribusiness-related content to the target audience.
Yamamoto(2011), in a study, acknowledged that community media are essential for promoting
community development. Unlike the current study, Yamamoto did not examine agribusiness.

Indeed, this study's findings provide rich insights into localised media's proficiency in driving
agribusiness in the country. The dependence on hardcopy questionnaires and the high engagement
rate of agripreneurs in community media stress the need for more tactical communication strategies
channeled to this population's unique makeup. The positive relationship between lived experience
with agribusiness content in grassroots media and knowledge gaining and acceptance of
approaches pinpoints the potential for localised media to contribute in no small measure to the
advancement of agribusiness in the country. The current study has extended that of Singh (2022)
who examined the role of community media in social media but did not include agribusiness.

Conclusion

This study illuminates the significant role Nigerian community media plays in promoting
agribusiness. The poll, which encompassed 384 agripreneurs, proved that a significant number of
individuals involved in agribusiness actually prefer community mass media to the mainstream,
elitist ones. The challenges the researcher bumped into in obtaining online answers to the
questionnaire stresses the urgent need for a more nuanced approach that mixes both online and
hardcopy poll methods in order to cater to the peculiar characteristics of agribusiness owners, who
are busy in their farming operations.

The findings intensely support the hypothesis that experience with agribusiness content in the
localised media has positive relationship with awareness and the acceptance of agribusiness
procedures. The majority of participants reported acquiring valuable insights and know-how via
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community mass media, impacting their decision-making and gravitating to the adoption of fresh
approaches in their farming business ventures. This points out that localised media serve not only
as an information channel but also as a driver for concrete changes in the attitude of agripreneurs.

Recommendations

The research findings call for out-of-the-box thinking and unorthodox recommendations to harness
more creative methods of information sharing and engagement and support agribusiness owners
in Nigeria. By thinking outside the conventional approaches, stakeholders can encourage fresh
perspectives, contributing to the overall sustainability of the agribusiness sector. Therefore,
recommendations include:

1. Personalised communication tactics: Since agripreneurs prefer community mass media
to elitist mainstream channels for their news and information, we recommend that
agribusiness stakeholders and government policymakers adopt localised media
channels in all their efforts to reach Nigerian agribusiness owners effectively.

2. Agri-Innovation Challenges: There just might be ideas that are working for people that
they need to share with others for the salutary progress of an entire industry. Therefore,
put together an agricultural innovation challenge of some sort that encourages
agripreneurs to demonstrate novel solutions to identified problems in their sector. For
motivation, incentives, such as funding or access to special resources, should be up for
grabs for the most talented ideas to encourage people to share their unique solutions
with others. This will not only encourage creativity within the agribusiness community,
it will also foster some culture of innovation.

3. Mobile agribusiness practicums: Make arrangements for mobile workshops that gather
agribusiness trainers and other resources directly to rural communities. These classes
can be organised in partnership with local community centres, ensuring convenience
for agripreneurs to access priceless insights, hands-on tips and practical training
without travelling long distances for the purpose. This approach banks on direct, on-
the-ground engagement strategy to reach agripreneurs where they are most
comfortable.

4. Agribusiness radio series: Since radio is an integral part of community mass media,
many agripreneurs can listen to radio broadcasts while at work or on break. Therefore,
stakeholders, in their bid to communicate more effectively with Nigerian agripreneurs,
could create an engaging agribusiness radio series that highlights success stories,
innovations, interviews with experts, and quick, on-the-go tips.

5. Mentorship programme for agribusiness: To advance the agribusiness course in
Nigeria, launch a grassroots mentorship programme that brings together experienced
agribusiness leaders with the greenhorns. That way, mentors and their protégés can
meet regularly to talk about challenges, experiences and even explore unconventional
solutions to agribusiness problems. This would also be a veritable platform for
networking, fostering quick collaborative learning.

6. Mixed survey style: A key revelation from this research that would remain relevant for
a long time is the reality that agripreneurs through online, are not really active and
readily available to share in surveys but also information that can be used to improve
their activities. Therefore, future research and data collection efforts about agripreneurs
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in Nigeria should utilise not just online surveys but also hardcopy questionnaires in
order to reach them exactly where they are.
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