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ISSN: 2583-3065 Abstract: The study was conducted to investigate the effect of social media on rice marketing innovation system in 
Fufore Local Government Area of Adamawa State, Nigeria. Data collected were analyzed using regression analysis. The 
result of Double Log Regression showed the goodness of fit correctness of the specified assumption of the composite 
error. Results revealed that the use of twitter was positively insignificant on the effectiveness of marketers in the study 
area. Facebook was positively and statistically significant at 1% level while YouTube and WhatsApp were each 
positively and statistically significant at 5% level of significance. The result further revealed that social media play a 
pivotal role in dissemination of latest information and advertisement with minimal cost. It was thus concluded that 
Facebook is the most effective social media tool in the study area followed by YouTube and WhatsApp respectively. 
Social media is a dynamic tool and therefore it is essential that the respondents should continue to look for new 
opportunities and anticipate potential problems. All actors should develop and encourage rice marketing association 
so that they can have easy access to new information and innovations in order to improve their rice marketing. It is in 
this regard that individuals, government and non-governmental organization are highly recommended to encourage 
and educate rice marketers to adopt social media as tools for marketing strategies. 
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1. Introduction 

Over the years, the performance of agricultural sector has continued 

to be relatively disappointing as observed in the marked decline of 

productivity in Nigerian agriculture which is attributed to lack of 

innovation, farmers limited access to resources and poor 

infrastructure among others (Ikwuakam and Lawal, 2015; World 

Bank, 2008; Amaza and Maurice, 2005).
[1-3]

 This low performance of 

the agricultural sector has been viewed as a system problem which is 

prevalent within the research-extension -farmer-input system. 

Agricultural innovation systems are a set of agents that jointly and/or 

individually contribute to the development, diffusion and use of 

agriculture-related new technologies which directly or indirectly 

influences the process of technological change in agriculture by 

improving its performance and productivity (Tugrul and Ajit, 2002).
[4]

 

Social media is increasingly recognized by enterprises as an 

essential and efficient marketing network to connect with existing 

and prospective consumers (Barau and Afrad, 2017).
[5]

 The 

implementation of social media is no longer a strategic business 

alternative but a necessity with an enormous prospect compared to 

traditional and ancient styles. Social media marketing is beginning to 

have a tremendous impact on business growth with its performance 

taking place at a global level. Social media does not only facilitate the 

process of connecting businesses from producers to consumers and 

nurturing their relationship but also gives the user a dynamic role of 

managing those processes (Saravanan and Suchiradipta, 2017; 

Afolabi J.A, 2009).
[6,7]

 

Rice marketing encompasses all the undertakings involved in 

moving rice from the point of production to where it is needed by 

the final consumers in the desired form, at the appropriate time and 

place (Bassey et al., 2013).
[8]

 Agricultural marketing plays an 

important role in stimulating production, consumption and in 

accelerating economic development. Social media helps in 

developing business strategies like advertisement and latest updates 

on rice marketing. The most common platforms include Facebook, 

WhatsApp, Instagram and Twitter, Which give an opportunity for 

businesses to grab the attention of rice consumers while 

simultaneously building a brand image. The networks allow 

businesses to use different tactics to build and produce a brand 

profile like fan pages, contests, etc. Through social media marketing, 

one can figure out likes and preferences of consumers as well as the 

latest trends adopted by the public. It further helps a company/brand 

to build a strong online presence by innovative social media 

marketing technique and consumer satisfaction (Rao and Reddy, 

2012).
[9]

 

Rice is an important food item and it forms the main part of the 

diet of over one third of the world’s population. It is one of the most 

valued cereal crops of West Africa and has become increasingly used 
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as a constituent of animal feed. Rice is rich in carbohydrate, the 

outside layer of rice grain which is removed during polishing is known 

as rice bran, it is rich in protein and vitamins and is widely used in the 

formulation of poultry feed (Akinyo, 1991).
[10]

 One of the most 

important issues in agricultural development economics is supply 

response of crops (Mushtaq and Dawson, 2002).
[11]

 It is reported that 

the world’s stock of stored rice grain has been falling relative to each 

year’s use because consumption surpasses production (Roy et al., 

2011).
[12]

 

The marketing innovation system of fufore LGA is more like a 

close one where majority (72%) of rice producers are also marketers 

who primarily produce and sell within their locality (Abubakar, 

2019),
[13]

 this suggests an inadequate market outlet and eventually a 

poor market value for their produce. It is against this background 

that this paper intends to determine the effects of the use of social 

media platforms on rice market performance in the study area. 

 

2. Materials and Methods 

2.1. Study Area 

This study was conducted in Fufore Local Government Area located 

in Agricultural Development Programme (ADP) Agricultural zone 3 of 

Adamawa State, it lies between latitudes 80°45’ N and 120°15' E of 

the equator and longitudes 90°35' N and 130°15' E of the Greenwich 

meridian with a total landmass of about 3,666 square kilometers and 

a total population of 207,287 out of which 105,784 are males and 

101, 503 are females. It also has a growth rate of about 3.5% (NPC 

2006).
[14]

 The area is bounded to the north by Song and Maiha LGAs, 

to the east by the Republic of Cameroon, to the south by Jada and 

Mayo-Belwa LGAs, and to the west by Yola South and Girei LGAs of 

Adamawa State. It has eleven wards (Beti, Farang, Fufore, Gurin, 

Karlahi, Mayoine, Pariya, Ribadu, Uki-Tuki, Wuro Bokki and Yadim) 

and two forest Reserves: Gurin Forest Reserve, gazetted on 6
th

 

September 1962 with an area of 165.95 square kilometers and 

Karlahi forest reserve gazetted on 2
nd

 December 1965 with an area of 

104.44 square kilometers. Rainfall starts in April, it progresses and 

reaches its peak in August and ends in October. Average annual 

rainfall ranges between 998 mm and 1,262 mm while annual average 

temperature ranges from 30°C to 42°C (Adebayo et al, 2020; Ray, 

2007).
[15,16]

 Agriculture is the major occupation of the area with rice 

as the main crop cultivated, thus making both rain- fed and irrigated 

rice farming a major livelihood others include fish farming and 

rearing of livestock. 

 

2.2. Data Collection and Sampling Procedure  

The data were mainly collected via primary source. A structured 

questionnaire was used to obtain information on marketer’s socio-

economic characteristics; interaction among actors, access to 

extension services, possession of android phones, social media 

platforms installed, social media platforms used in marketing, types 

of market information received and transferred via social media, 

membership in marketer association, as well as constraints to the 

innovation process were collected.  

One hundred (100) questionnaires were distributed (this was 

because a pilot survey indicated that most of the marketers in the  

 

 

 

 

 

 

 

 

area were also producers, but this study was mainly concerned with 

marketers only, thus the reason for the number of questionnaires 

distributed) but only eighty two (82) responses were returned. 

Purposive and multi-stage simple random sampling techniques were 

employed for this study. In stage one, four wards were purposely 

selected out of the eleven wards because they are located along the 

Benue valley flood plains and thus identified as the major rice 

producing and marketing area in the local government. In stage two, 

there was a purposive selection of two communities from each ward 

making a total of eight communities, Stage three involved a simple 

random selection of ninety six respondents (96 rice marketers using 

social media) from the eight communities in proportion to market 

sampling frame (Table 1). Stage four involved the purposive selection 

of four (4) key informants: two (2) extension service providers (ADP) 

of Fufore LGA and two (2) from Adamawa state ministry of 

agriculture (MOA) who disseminate agricultural information using 

social media, This finally brings the sample to a total of 100, 

however, only eighty two (82) questionnaires were finally retrieved, 

therefore achieving 82% response rate. 

 

2.3. Analytical Techniques  

In determining the effect of the social media on rice marketing 

innovation system Regressions Analysis was used. 

The model is given as: Y = a+ b1X1+ b2X2+ b3X3+ …….. bnXn+ Ui. 

Four functional forms will be tested which are: Linear, semi log, 

Exponential and double log models.  

Where;  

Y= Marketing effectiveness  

a = Constant  

b = Coefficients  

F= Function  

X1 = Twitter (%)  

X2 = YouTube (%)  

X3= WhatsApp (%)  

X4= Facebook (%)  

Criteria used for selecting the lead equation conformed to the 

apriori expected economic criteria for the signs of coefficients, 

significance and size of coefficients of multiple determinations R
2
 as 

well as F and t- ratios. WhatsApp, Facebook and YouTube were 

expected to be positive and thus positively affect the performance of 

rice marketing innovation system of the study area. 

 

2.4. Research Hypothesis  

Ho: Social media has no effect on rice marketing innovation system; 

this was analyzed using t-test statistics: The general formula for the 

T-test is given as: 

 

Table 1. Sampling Frame. 

S/NO. Wards Sample frame Sample 10 % 

1 Dasin 404 = 40.4 ≈40 
2 Gurin 270 =27 
3 Ribadu 138 = 13.8 ≈14 
4 Fufore 150 =15 

Total 962 =96.2≈ 96 

Source: field survey, 2019 
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Where: T= t-value 

   = the mean sample of rice marketers before the project  

   = the mean sample of rice marketers after the project  

  
  = sample standard deviation for the rice marketers before the 

project  

  
  = sample standard deviation for the rice marketers after the 

project  

   = sample size of rice marketers before the project  

   = sample size of rice marketers after the project 

Rule of thumb: when the T- calculated is greater than the t- 

tabulated we reject the null hypothesis and accept the alternate 

hypothesis and conclude that there is significant difference between 

the two population parameters. 

 

3. Results and Discussions 

Table 2 revealed that the Double Log Regression was found to show 

the goodness of fit correctness of the specified assumption of the 

composite error, it revealed that the use of Twitter was positive but 

statistically insignificant on the effectiveness of marketers in the 

study area, this may be due to the fact that majority of the marketers 

in the innovation system do not manage Twitter accounts, they may 

be able to download the app on their android phones but the survey 

showed that most of them do not have the capacity to operate 

twitter accounts. This outcome may also be as a result of inadequate 

network and electricity. The result is not in agreement with the 

findings of Abah et al., (2015)
[17]

 who stated that rice market is price 

efficient and is not integrated; this could be as a result of 

transportation bottlenecks, poor marketing information and lack of 

scientific grading/standardization of produce leading to prizes not 

referring to equivalent grades across the markets in the innovation 

system. YouTube variable was positive and statistically significant at 

5% implying that consumers can see whatever they want to buy and 

the equivalent price at any point in time. This finding is in harmony 

with Aral et al., (2013)
[18]

 who pointed out that social media have 

revolutionized the ways organizations relate to the market place and 

society, thus creating a new world of possibilities and challenges in 

all aspects of the enterprise, from marketing and operations to 

finance and human resource management. The positive sign suggests 

that (all things being equal), the higher the use of YouTube the higher 

the effectiveness of marketing, the higher the profit except where 

there is over use of it which will consequently lead to decrease in 

market performance. 

 

 

 

 

 

 

 

WhatsApp was positive and statistically significant at 5% level; 

this conforms to the priori expectation. It implies that, the use of 

WhatsApp in rice marketing increases the effectiveness of marketing; 

it helps to maximize profit and minimize cost in terms of 

advertisement/awareness creation. Furthermore, Facebook was 

found to be statistically significant and positive at 1% level, meaning 

that, the more the use of Facebook, the more the supply of vital 

market information which subsequently leads to increase in the 

effectiveness of the marketing system. This is due to the fact that it 

gives users new ideas/capabilities to act and interact in ways that are 

difficult to operate offline. This study outcome is in agreement with 

that of Kainga and Adeyemo (2012)
[19]

 who observed that social 

media are tools that can be used to improve connections and 

knowledge related to marketing effectiveness and competencies. 

This outcome clearly shows that Facebook is the most effective social 

media tool in the study area at 1% significant level, this is followed by 

YouTube and WhatsApp at 5% levels respectively. 

 

3.1. Hypothesis Testing 

Table 3 reveals the T-test result of the hypothesis which states that 

Social media has no effect on rice marketing innovation system. The 

result in the table further revealed that YouTube (X2), WhatsApp (X3) 

and Facebook (X4) were all positive and statistically significant at 1% 

level while Twitter (X1) was statistically insignificant. This suggests 

that the use of social media has a highly significant effect on rice 

marketing innovation system. Therefore, the null hypothesis is 

rejected while the alternative hypothesis is accepted. This finding is 

in line with that of Ohajianya and Onyenweaku (2003)
[20]

 who opined 

that using social media in rice marketing in Ebonyi State is highly 

effective. 

 

4. Conclusions 

The study found out that, social media has a significant effect on rice 

marketing innovation system in the study area despite the problems 

faced in rice marketing in the innovation system such as lack of 

electricity, poor information and communications technology ICT 

facilities and network ties in connecting to social media etc. There is 

thus a need for public private partnership (PPP) in the provision of 

ICT facilities and electricity so that actors in rice marketing innovation 

system can have access to the use of social media in rice marketing. 

This is paramount looking at the revenue being generated via the 

innovation system. It was thus concluded that Facebook was the 

most effective social media tool in the study area at 1% significant 

level, this is followed by YouTube and WhatsApp at 5% levels 

respectively. 

The study recommends that government/private individuals 

should focus on providing basic infrastructure such as access roads; 

Table 2. Estimated parameters of the double Log Regression of rice 
production in the study area. 

Production Parameters B 
Std. 
Error 

Coefficients T. ratio 

(Constant) β0 1.344 .059  .000 
Twitter    .075 .065 .113 1.159* 

YouTube    .092 .045 .155 2.042** 
WhatsApp    .107 .045 .179 2.000** 
Facebook    .350 .067 .544 5.193** 

Source: field survey 2019. * =1% positively insignificant and **= 5% 
positively significant 

 

 

Table 3. Results of Hypothesis Testing 

Variables Mean Std. Error T-ratio 

Twitter (X1) 1.8140 .20203 1.540 
YouTube (X2) 3.8372 .63905 6.005* 
WhatsApp (X3) 4.3151 .67938 6.352* 
Facebook (X4) 10.8453 .69639 15.574* 

Source: field survey 2019 * =1% 
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such infrastructure has immense potentials to facilitate and improve 

rice marketing efficiency in the innovation system. The study further 

recommends that all actors should be encouraged to form various 

rice marketing associations so that they can have easy access to new 

information and innovations to improve their rice marketing 

efficiency in the system and that the study be expanded to north 

eastern Nigeria for it to be generalized. Finally, the study suggests 

that capacity building in terms of skills and knowledge of the 

stakeholders in rice marketing innovation system should be 

improved through seminars, conferences, workshops and agricultural 

training programs by NGOs and Philanthropies; this will go a long way 

to increase rice marketing efficiency in the innovation system. 
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