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ABSTRACT 

The study examined a uses and gratification approach to the usage of social 

media for public relations management with a particular emphasis on Kenya 

Plant Health Inspectorate Service (KEPHIs). From literature review, it is 

evident that corporate organizations that are taking advantage of technological 

advancements to design and use social media to attain and maintain good 

public relationships management and service delivery remain flexible amid the 

changes in the business environment. Therefore, long term benefits are only 

gained when the established strategy aligns with the new technological 

changes to ensure that the strategy is adopted and implemented within the 

required period as well as the proper timing of the market shift. As such, the 

study objectives were; to examine the motive of using social media for public 

relations management at KEPHIs, to find out the main gratification of using 

social media among KEPHI’s publics as a public relations management tool 

and, to establish the challenges associated with usage of social media 

(Facebook and Twitter) for public relations management at KEPHIs. The 

study reviewed relevant literature from previous studies done on social media 

usage and strategies and what their findings were in regard to organizational 

public relations management and users’ gratification. For this study, the users 

and gratification theory was used as the appropriate theory because it 

incorporates the three main attributes of technological adoption processes in 

an organization’s public relations management with regard to users’ approach 

of such technologies. These attributes are first, that media user is motivated 

and goal oriented, second, users select media based on their expectations that 

it will meet specific needs, third, media use is driven by individual social and 

psychological factors and lastly that media competes with other forms of 

communication for selection and use. This research used mixed methods to 

examine a user’s and gratification approach to the usage of social media for 

public relations management. This method was appropriate because its design 

gave room to the presentation of larger spectrum of divergent views and the 

mixed method approach allows for stronger interpretations based on the 

findings. The examination adopted a descriptive research design where data 

was collected using questionnaires and analyzed using Statistical Package for 

Social Sciences (SPSS) and presented using frequency tables. The descriptive 

research design was also used because the problem was specific and well 

defined. Questionnaires were used to obtain quantitative data on the subject 

with the aim of having facts on the situation. Interview of key informants in 

social media usage and gratification, public relations management and 

stakeholder communication were also carried out to get more information 

from authorities in the field. Analysis of social media pages including 

Facebook and Twitter at KEPHIs was used to determine public relations and 

dissemination of the content including feedback processes and engagements. 

In conclusion, advancement of technology especially in the areas of 

information access has opened a window of opportunity for organizations by 

providing an endless array of potential interactions with publics as well as 

management for relations. This gives a vital reason for corporate organizations 

to explore and understand how such social media platforms satisfies the 

informational needs of the users which is the reason for further studies 
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regarding users and gratification on use of social media strategies for public 

relations management. 
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CHAPTER ONE 

INTRODUCTION AND BACKGROUND TO THE STUDY 

Introduction 

Public relations management effectively enhances the interactions for public facing 

communication normally from the company which is the originator of the 

communication to the audiences, who are the intended recipients (Emmitt & Gorse, 

2018). This interaction is critical in managing the relationship the organization has 

with the publics and is an important element of public relations management. As such 

the publics build trust with the organization as it provides information and knowledge 

for the public’s communication management (Sheth et al., 2019).  

Furthermore, the advancement and adoption of technology such as social media 

provide the opportunity for effective, efficient, and timely corporate public 

management (Sheth et al., 2001). Similarly, whether technology is effective or not 

depends on the effectiveness of the public relations management strategy in an 

organization (Carter, Armenakis, et. al., 2013). As such, this proposition assumes that 

technological change in corporate organizations is constant, but modern social media 

communication tools can help relieve the burden of public relations management 

(Antonelli, 2012).  

Today, social media adoption and use has spread widely throughout society. Statistics 

indicate that the penetration rate is high (Lenhart, 2016; Madden, 2019; Statistics 

Canada, 2015). As such, Kenya Plant Health Inspectorate Service (KEPHIS) 

management adopted the use of social media into their communication repertoire for 

public relations management and for sharing agricultural information with the 

stakeholders. In a study done by Brisson (2019), the evidence for constant 

management change is clear in the technological changes of corporate organizations 
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that the globe has experienced within the last decade.  The new media especially 

social media use in organizations have necessitated adjustments to the public relations 

management aspects about the organizational processes and access to information 

(Henderson et al., 2010) 

The technological advancement that has transformed the world into a global village 

where one can access information at the tap of a button has provided a platform for 

organizations to receive feedback for any communication they send out (Henderson et 

al., 2010). As such, this has promoted engagement especially with the onset of social 

media sites. Owing to this engagement, more companies are setting up social media 

accounts for public relations management (Outing, 2014). Therefore, this study aims 

at examining a uses and gratifications approach for public relations management at 

KEPHIs. 

Background to the Study 

According to Coombs (2014, p.1), “public relations management plays a critical role 

in enhancing mutually influential relationships within a web of constituency 

relationships.” It calls for strategic tools in modern society, such as social media for 

effective relations. As such, the internet has dominated human culture, which has 

subsequently affected the way organizations run their corporate communication 

(Henderson, 2010).  A study done by Broom and Sha (2013), seeking to establish the 

social media use as a public relations management by corporate organizations, 

indicated that 99% of corporates had appreciated social media, especially Facebook 

and Twitter, for relationship management indicating that the trend in corporate 

relationship management appreciates the use of internet at large through the social 

media pages.  

Daystar University Repository

Library Archives Copy



 

3 

 

Kenya Plant Health Inspectorate Service (KEPHIS) also appreciated and adopted use 

of such social media (Facebook and Twitter) technologies to engage and share 

relevant information with over 100,000 farmers across the country (Kimathi, 2020). 

Agricultural information transmission at KEPHIS had mostly been face-to-face or 

through agriculture extension and advisory systems. Agricultural information and 

advisory services are still a need for many farmers in the rural areas owing to their 

distribution across huge geographic areas (Cole & Fernando, 2012).  

Further, social media technology is useful in bridging the information access gaps to 

farmers. Owing to their distribution over vast areas, it becomes hard to successfully 

reach each of them. Technology can be employed to make agricultural information 

accessible so that the farmers can improve their farming methods (Molony, 2006). 

Social media use has become a reliable channel of communication and information 

reception for Kenyan rural areas (Tenhunen, 2008). According to International 

Telecommunication Union (ITU; 2014), social media penetration has reached 97 

percent in developing countries. Africa penetration is up to 69 percent, with Sub-

Saharan Africa (SSA) accounting for 52 percent of the total.  

Cole and Fernando (2012), argue that inadequate resources impede the agricultural 

extension systems in the rural areas making it only accessible to a few. Farmers' lack 

of information, according to various studies, has a negative impact on agricultural 

output. This directly impacts economic development since the farmers cannot make 

informed decisions as a result (Molony, 2006). This creates information gaps, 

otherwise regarded as information asymmetry, since most farmers do not have access 

to the most recent trends on agricultural systems, methods of farming and general 

agricultural information. This disparity can be addressed by investing in Information 

Communication Technologies such as social media and mobile telephony. KEPHIS, 
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therefore, has the responsibility to use social media to promote corporate relations and 

processes (Scott, 2015).  

As posited by Kitchens, Johnson, & Gray (2020), the advancement in technology has 

resulted in growth social media use. Corporates are finding these channels as efficient 

way of engaging with the publics. As a result, learning more on how they can be 

effective over these platforms, especially their utility and appropriateness would be 

helpful for the corporates to develop their communication and corporate strategies. In 

essence, the new media and technological growth are helpful but should be fully 

utilized for corporates to reap maximum benefits. 

Communication is vital for relationship building and maintenance (Sheth et al. 2001). 

Further, the authors posit that an organization that hopes to engage the public must 

develop a proper model for this kind of engagement. The strategies should encompass 

both internal communications, focused on the employees and external 

communication, which has a direct impact on public communications management. 

Sheth argues that organizations should invest in internal communications as this can 

affect their strategic communications strategy while engaging external publics. 

Both internal and external communication is critical for employee and stakeholder 

engagement (Sheth et al., 2001). This places a huge responsibility to the concerned 

organization to invest consciously on strategies that ensure that all communications 

are structured and targeted. Further, with more focus shifting to communicating on 

online platforms such as the social media, the COVID-19 pandemic also causing a 

shift in physical meetings and sensitizations to either purely online or hybrid 

approaches, face-to-face communication now seems costly and unsustainable. As a 

result, with audiences’ information consumption patterns moving to the online space, 

organizations would do well to continually retool when it comes to the online space. 
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This will create deeper and mutually beneficial engagements when relating with the 

public (Sheth, 2001). 

Public Relations Management  

According to Coombs (2012, p. 1), “public relations is a management function that 

establishes and maintains mutually beneficial relationships between an organization 

and the publics.”  It follows then that the relationships created between the two parties 

must be thought through in terms of what information the recipient, in this case the 

public needs and find out ways of sustaining their interest in the wake of competing 

information especially through appreciation and use of technological advancements 

such as social media (Millington, 2012). 

Similarly, Roe (2019, p. 7) confers that “the main concern of digital workplace today 

is that the technology is moving faster than people’s capacity to learn and keep up. 

Machine learning and Artificial Intelligence (AI) offer an opportunity for 

organizations to capitalize on employee needs by learning behaviors and anticipating 

actions that need to occur and thus taking the burden out of everyday tasks.”  

 

Technological Change Management 

According to Roe (2019, p. 34), “the biggest problem with using technology to drive 

organizational change is that the technology can change a lot faster than the people 

do.” Similarly, technology advances very fast as opposed to the bureaucratic nature of 

organizations that makes decision take long before being implemented. The question 

the that remains to be is asked is, what role does technology play in change 

management (Roe, 2019). Social media is a critical area of interest for organizational 

change management processes, scholars and practitioners (Gil, 2010; Smith, 2011).  
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Traditionally, organizational management have been using the top-down approach of 

communication by having the management send out information to the audiences 

through traditional media but today Social Network Sites (SNS) have made corporate 

organizations to which is not only slow but also self-centered (Alison, 2016). This is 

where technology can help improve change management processes “by having a 

system of record for workforce communications, personalizing and targeting 

information to specific groups, any leader across the organization can have a part in 

getting everyone on the same page” (Roe 2019, p. 32). 

Similarly, as Roe (2019) posited, “technology also plays a critical role in measuring 

the success of any change management initiative. Do the people affected by the 

change understand the impact? What are their questions? Do they understand next 

steps, and are they committed to taking the action needed? This can be measured with 

the right technology in place so organizations don’t have to guess”. This is the 

situation with KEPHIs where the use of technology while engaging farmers has been 

appreciated in order to enhance service delivery hence the need for this study to 

establish a uses gratification of such technologies on information services with 

farmers. 

 

A Brief History of KEPHIS 

Kenya Plant Health Inspectorate Service (KEPHIS), a government body, is formed 

under an Act of the Parliament (The Kenya Plant Health Inspectorate Service ACT, 

2011) in the Ministry of Agriculture, Livestock, Fisheries and Cooperatives. Its 

responsibility is to “assure the quality of agricultural inputs and produce to prevent 

adverse impact on the economy, the environment and human health. Under the 

mission of Healthy plants, safe trade and sustainable agro-environment for a 
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prosperous Kenya, the inspectorate envisions to provide a science based regulatory 

service by assuring plant health, quality of agricultural inputs and produce for food 

security, globally competitive agriculture and sustainable development.” (KEPHIS, 

n.d.) 

Conferring to the Service Act of parliament 2012, first, the inspectorate is set to carry 

out various duties: protection of “plants from pests, weeds, and invasive species.  

Secondly, facilitation of review and strengthening of the policy, legal and regulatory 

framework is in tandem with both local and international agricultural sector emerging 

issues.” Thirdly, “to contribute towards improved levels of agricultural productivity. 

As spelt out in the State Corporations Act Cap 446, KEPHIS supports compliance to 

market requirements while building adequate technical and infrastructural capacity to 

facilitate efficient and effective delivery of the KEPHIS mandate” (KEPHIS, n.d)  

Similarly, the inspectorate under the Act is tasked with resource mobilization, more 

specifically financial. The corporation ensures that the available resources are 

optimally allocated to different State organs in order to implement most of the 

planned activities and to follow through to ensure that all that was planned for 

implementation has been executed in the correct manner. As such KEPHIS embraced 

the digital media networks majorly Facebook and the use of SMS as major Social 

Networking Sites to engage the public regarding agriculture and crop production 

hence, the need to effectively examine a uses and gratifications approach to usage of 

social media networks for public relations management at KEPHIS. Proper use of 

Social Media Sites is an asset to any organization managing the publics and 

disseminating useful information to its constituents (Rajendran, et. al. 2020). 

Therefore, in trying to confer to the KEPHIs Information Management Systems, the 

use of SNS strategies (Facebook) within the organization presents many benefits, 
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including the technological impact on change management, business operations and 

corporate communications.  

 Various studies have shown the impact of SNS on change management processes on 

organizations. From the studies, the Social Networking Sites positively impacts 

organizational performance including technological change management processes. 

O’Leary et al., (2004) suggests that the when the stakeholders have a buy in regarding 

use of technology on change management “has a significant positive impact on the 

promotion of Customer Relationship Management and practices within an 

organization. Additionally, it also provides interactional and transactional benefits” 

(Thao et al., 2007, p. 33). Also, Uses and Gratification of stakeholders on particular 

SNS improve invention in the business (Anderson, 2001). This leads to “reduced the 

marketing costs, and enhancing the customer relationships, and brand image which 

provides a competitive position, among other benefits” (Molla & Heeks, 2007, p. 22). 

 

Statement of the Problem 

Corporate organizations have diverse publics with different informational needs, and 

public relations management presents a window of opportunity to respond to public 

needs (Sheldrake, 2011).  The digital media, especially social media channels like 

Facebook, Twitter, YouTube and blogs, are progressively utilized by organizations to 

create awareness and share information hence promoting public relations management 

(Sheldrake, 2011). The channels are increasingly being used to share information and 

create awareness, hence promoting public relations management (Sheldrake, 2011).  

Other studies have assessed acquisition of information by farmers (Villamil et al., 

2008; Vergot et al., 2005), media as a source of agricultural information (Hassan, 

Shaffril, Samah, Ali and Ramli, 2010) and social media adoption by broadcasters and 
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agricultural editors (Rhodes & Aue 2010). Stefane et al, (2005) and Kaniki (2010), 

studied from which sources farmers get their information and what informs what they 

consider important from these sources i.e. information sources and needs.  

As such, KEPHIS publics who are comprised of majorly farmers who have different 

requirements when consuming agricultural information usually provided for through 

social media for decision-making (Scholnick, 2010). More recently, farmers have 

been accessing information from websites, libraries and extension workers. On the 

extension workers, their numbers have decreased therefore not meeting the dynamic 

demands of farmers and the complex agricultural technology currently being used; 

hence the need for agility to innovate services to have the increasing number of 

farmers served with timely sufficient information (Gakuru, 2009) as evident through 

the social media use by KEPHIs for public relations management. 

There is limited research studies carried out on the farmers’ information needs and 

consumption with the aforementioned changes in the number of farmers who are 

seeking agricultural information. This study therefore seeks to find out the farmer’s 

information needs, their behaviour for information acquisition, how they access and 

utilize agricultural information. In addition, the study explored some of the challenges 

farmers have while they access information from KEPHIs. 

 

Purpose of the Study 

The purpose of this study was to examine a Uses and Gratification approach to the 

social media use (Facebook and Twitter) for public relations management at KEPHIS. 

 

Research Objectives 

This study’s objectives are: 
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1. Examine the motive of using social media for public relations management at 

KEPHIs  

2. Find out the main gratification of using social media among KEPHI’s publics 

as a public relations management tool. 

3. Establish the challenges associated with the usage of social media (Facebook 

and Twitter) for public relations management at KEPHIs. 

 

 Research Questions 

i. What is the motive of using social media for public relations management at 

KEPHIs? 

ii. What is the main gratification of using social media for public relations 

management among KEPHI’s publics? 

iii. What are the challenges associated with the usage of social media (Facebook 

and Twitter) for public relations management among KEPHIs internal and 

external publics? 

Justification of the Study 

According to Weintraub et al. (2006, p. 15), “corporate organizations that create and 

employ social media to achieve and maintain strong public relations management and 

service delivery based on technological advancement remain adaptable amid changes 

in the business environment.” Thus, social media strategy would require to be 

accepted and employed within the appropriate period in an organization. The market 

dynamics and unprecedented shifts should be properly timed, and the created strategy 

must be in alignment with the latest technical advancements in order to reap long-

term benefits (Weintraub & Bruce, 2006). 
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While the number of farmers reaching out to KEPHIs for agricultural information and 

knowledge has increased over three years, the use of social media for acquisition of 

agricultural information through social media is still a priority to the famers (KEPHIs 

farmers catalogue 2019).  

Cole and Fernando (2012, p. 31), posit that “the root causes of the problem are spatial 

dimension, temporal dimension, and institutional rigidities within the agricultural 

extension system. Further complicating the issue is that most farmers are marginalized 

from accessing agricultural information due to failure of the extension systems to 

reach them using traditional in-person communication methodologies. Facing the 

dilemma of limited credible information, farmers resort to getting information from 

local available information sources including family, friends and colleagues, who 

provide inconsistent information and experiences”.  

To improve the delivery of agricultural information services, organizations must be 

agile to accept that times have changed and accept to integrate ICT (information and 

communication technologies) such as social media in their communication. However, 

the examined literature revealed that the majority of study has been concentrated on 

the agricultural information supply side (Duncombe, 2012). It follows documentation 

on the farmers’ demands for social media-based agricultural information services 

through KEPHIs is limited. Additionally, drawing reference from KEPHIS’s 

information management system regarding the use of Facebook, 90% of the 

information regarding the core business at KEPHIS among other developments is 

shared and posted on social media for both external and internal stakeholders. 

Targeted publics across the country and even across the globe are accessing social 

media and consuming the information being shared.  
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From the foregoing, these three items give a basis for conducting this study to 

establish and investigate a Uses and Gratifications approach to social media usage for 

public relations management at KEPHIs.  

 

Significance of the Study 

This research will benefit state corporations and other government entities on public 

relations management. It is the hope of the researcher that this study would help 

KEPHIs management team when designing their organizational strategy to advance 

corporate communications and public relations management through the use of social 

media and for knowledge management with farmers and to enhance service delivery 

and employee relations. 

Second, the study aims to narrow the existing gap of few studies in Kenya on Users 

and Gratification theory in relation to public relations management using social media 

to widen the research scope among the scholars, practitioners, students, and 

researchers. 

Thirdly, the research outcomes are hoped to contribute to improved public relations 

management. The results could be utilized to understand how social media and new 

technology techniques can be put into practice successfully, enhancing the 

management of organizational transformation in actual technological advancement. 

Lastly, the study would provide useful comparative insights in the usage of Social 

media between government parastatals and Private entities, which have appreciated 

Technological Change Management processes on a higher scale than the government 

since Kenya is the leading nation in Africa in Internet penetration, which creates an 

enabling environment for the use of SNS. 
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Assumptions of the Study 

This research study assumes that KEPHIs, will be supportive during data collection 

period which includes disclosure of the public relations management strategy, social 

media strategy and organizational technological change management strategies. The 

other assumption is that KEPHIs fully understands the concept of technological 

change management especially on the use of social media strategies such as use of 

Facebook. The researcher will also assume that the information to be collected will 

reach the desired outcome of the study. 

Limitations and Delimitations of the Study 

Despite the fact that the right to access information is guaranteed by Article 35 of the 

Kenyan Constitution, there are restrictions on when public information should be 

made available. KEPHIS, being a government institution guided by Service Act 2012, 

an Act of parliament which may limit KEPHIs to disclose all the information due to 

limiting policies to disclose the information. 

Even though there are policy restrictions for disclosure of government information, 

the policies provide room to disclose all the information that is in line with approved 

research from institutions of higher learning and as such after obtaining approval from 

Daystar University, the researcher submitted to KEPHIs for consideration as a counter 

to this limitation.  

Scope of the study 

The scope and focus of this study was on a Uses and Gratifications approach to the 

usage of social media for public relations management at KEPHIs. As such the 

geographical scope was within Famers in Kenya but more specific those under 

KEPHIs access to information and farming programming. Further as much as there 

are various social media channels, this study focused on Facebook and twitter use. 
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Definition of Terms 

Social Media: From literature review, scholars look at social media as use of internet 

for communication (Palmer & Koenig-Lewis, 2010). This study, defines social media 

as a “form of electronic communication that uses Facebook and twitter to disseminate 

and share information on internet.”  

Corporate communication:  While literature review looks at Corporate 

communication “as a management function that offers a framework for the effective 

coordination of all internal and external communication” (Cornelissen, 2020, p. 23), 

In this study, the concept corporate communication is defined as public relations 

functions through use of social media and internet with stakeholder. 

 Communications strategy: As defined by (Carroll, 2013) this is a strategy used to 

enhance internal and external communication. To this study, to this is a plan that 

outlines the “methods and goals of sustaining beneficial mutual relationships with the 

corporate organizational publics is dependent” (Fill & Roper 2012, p. 24). 

Corporate strategic plan: From literature review, (Cornelissen, 2020), in this this 

study, public relations management and social media plans set in place by KEPHIS to 

proactively share information and grow its networks. 

Public relations: Although Kent & Li (2020. P. 56) defines it as a management plan 

to leverage on stakeholder goodwill, this study, views public relations as “a practice 

of deliberately managing the release and spread of information between an individual 

or an organization and the public to affect public perception.” 

Agricultural Extension Services: Although this term has been used over to mean 

agricultural officers working with the farmers, but to this study this refers to 

everything that “various agricultural organizations do to support the efforts of farmers 

and other participants to address their own problems,” including information, 
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technical expertise, and new technologies. (Babu, Glendenning, Asenso-Okyere, & 

Govindarajan, 2012).  

Digital Divide: From a summary of definition from literature review (Van Dijk, J. A. 

(2006) is considered to be technological advancement and use of intranets while to 

this study looks at as the existing gap in terms of access to information through 

internet created by   advancements in communication and information technology. 

Social Networking Sites: Technologically this refers to all communication channels 

available and supported by internet while to this study this refers to digital media 

channels, which allow users to interact in the virtual platform. This study focusses on 

Facebook and Twitter (Chubb, 2015). 

Summary 

This chapter has given a good introduction to the study in question and, a extensive 

background about the use of social media for Agricultural Information Services by 

government parastatals as part of the strategic organizational strategies to enhance 

service delivery. The chapter has also singled out the statement of the problem 

identifying the academic research gap. It has also outlined the study research 

objectives and questions that guided this study. The research study’s significance has 

also been covered as well as the study’s limitations and delimitations. The chapter has 

as well defined the key terms used in the study and operationalized them.  
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CHAPTER TWO 

LITERATURE REVIEW 

Introduction 

The second chapter of this study presents the review of literature on the usage of 

social media for public relations Management at KEPHIS. The chapter also presents 

the theoretical framework, general and empirical literature and the conceptual 

framework. 

Theoretical Framework 

The Uses and Gratification theory was utilized in this study. The theory sees users as 

active agents who have control over their media consumption (Flanagin, 2005; Leung, 

2001). As such, “users have adopted a wide range of digital technologies into their 

communication selection. It remains unclear why they adopt multiple forms of 

communication instead of substituting one medium for another” (Flanagin, 2005). The 

theory emphasizes that; Media users are goal-directed, purposive and motivated, that 

the user links a certain media choice with a certain need gratification, “host of social 

and psychological factors mediate people’s communication behavior, Media compete 

with other forms of communication, and that People are typically influential than the 

media in the relationship, but not always” (Rubin, 2017). 

 

Uses and Gratifications Theory 

The theory was brought to light by Katz, Buller and Gurevitch in 1974. However, its 

trails can be traced from the 1940s when researchers then investigated why people 

listened to radio and spent time reading newspapers (Cooley, 2009).  

Extant literature on this theory has in in past mainly focused on the gratifications 

sought by media consumers. Then, in the 1970s, researchers focused on the effects of 

Daystar University Repository

Library Archives Copy



 

17 

 

media consumption and the social and psychological requirements that media met. 

The theory is generally attributed to Jay Blumler and Elihu Katz's 1974 work. With 

the advancement of media technologies, study into the uses and gratifications 

hypothesis is more relevant than ever for understanding people's reasons for using 

media and the gratifications they derive from it. 

According to Tan (2014), media consumption is goal-driven. Mass media are utilized 

to fulfill certain needs. These needs are derived from the social setting. According to 

him, recipients choose the media formats and media content that best meet their 

demands.  

Based on a literature review, this study identifies two important trends of the Uses and 

Gratification theory. To start with, people who have accounts online do not have a 

single access to social media but rather use various communication platforms (Quan-

Haase et al., 2002). This tendency demonstrates that one sort of social media does not 

supplant another, but rather blends into a broader media mix that includes both online 

and offline contact (Baym, Zhang & Lin, 2004). Also, users are more likely to 

embrace new technologies and incorporate them into their communication strategy. 

The use of social networking sites (SNSs), for example, has grown in popularity.  

This shows that digital technology adoption and use follows social patterns, in which 

one channel grows in popularity and digital media users find it more interesting, after 

which daily use stabilizes, if not declines, while other media gain popularity. For 

example, consumers' use of instant messaging (IM) has declined as they rely more 

heavily on social networking sites (SNSs) for communication. This happened without 

SNSs totally replacing IM, but rather with IM gradually losing its importance as a 

means of communication. These two trends demonstrate that each sort of social media 

has its own biases about the types of communication it supports and the social 
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consequences and rewards it offers its members (Innis, 1951; McLuhan, 1964; 

McLuhan & Powers, 1989). It also means that users do not completely replace one 

type of social media with another because each type serves different communication 

needs. This study purposes to establish the benefits and satisfactions derived from 

Facebook and SMS use by KEPHIs farmers to determine how social media satisfies 

diverse needs of farmers.  

 

General Literature Review 

Agricultural Information 

 Agricultural information follows two important words “information” and 

“agriculture” (Mittal & Mehar, 2013). Information is defined as “an aspect that one 

notices or differences in the pattern of reality within your environment or oneself that 

can be processed into data to enhance knowledge” (Case, 2012; Prihandoyo, Muljono, 

& Susanto, 2014). Agriculture is “an increasingly information and knowledge 

intensive sector that involves many new emerging and complexing issues such as 

climate change, variations on market input prices, and loss of biodiversity that impact 

rural livelihoods” (FAO, 2012, p. 13). As a result, this research focuses on farmers 

who have benefited from KEPHIs' agricultural information exchange services via 

social media pages. 

Social Media and Agriculture in Kenya 

Social media networks provide information to farmers and those interested in farming. 

The channels provide agricultural education and information while also enabling the 

purchase and sale of supplies and associated products. Farmers share ideas on 

agricultural topics based on their experiences. They also buy and sell agricultural 

produce and inputs, which they do with the use of photographs, links, and videos. 
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This information sharing makes it easier for farmers to promote their products and 

develop networks. Links, news stories, information, feedback, and questions are also 

shared via social media channels. Kenyan agricultural institutions have also adopted 

social media as part of their information system. The Agricultural Information 

Resource Center, for example, has a Facebook page, a YouTube channel, and a blog. 

However, not all organizations have fully adopted Web 2.0 as a means of information 

dissemination. 

 According to a 2012 assessment by CIARD, the use of Web 2.0 to improve visibility 

and interchange of research outputs, including metadata, has not been widely used for 

sharing research outputs. The RSS feed is used on the Kenya Agricultural Research 

Institute (KARI) and KAINet websites. The KEFRI website includes an RSS feed, 

however it is not yet accessible to the general public. YouTube is used by the MoA 

(Ministry of Agriculture), KARI, and JKUAT to distribute films about activities at 

respective universities. There were sporadic incidents of researchers using tools like 

Facebook, blogs, and Skype individually. As a result, traditional media and social 

media are collaborating to create and shape information. Social media is being used 

by agricultural initiatives to engage people and get feedback. For example, Citizen 

Television's Shamba Shape Up and Saturday Nation's Pull-Out Seeds of Gold both 

feature social media channels. Mkulima Young, a radio show on Coro Fm, also 

receives input through its social media platforms. 

Farmer Agricultural Information Needs 

Farmers will always require various forms of information in order to be successful in 

their endeavors. Agricultural scientists and researchers must distribute knowledge on 

enhanced agro-technologies “in ways that are compatible with farmer needs and result 

in the satisfaction of end users of that information” (Hassan 1997, p. 76). FAO (2004) 
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and IFPRI (2004) studies agree that the future of food security in the poor world is 

becoming increasingly reliant on information and knowledge rather than inputs. 

According to Bonjesi (2004), the sustainability of subsistence farming or food crop 

production in Zimbabwe is limited by a number of reasons, including a shortage of 

inputs and, most importantly, women's lack of access to information and knowledge 

resources. Understanding the information requirements of farmers aids in the 

development of suitable policies, initiatives, and organizational innovations. Program 

designers can use information needs assessments to create “interventions that target 

users with specific information needs” (Babu et al., 2012, p. 23). In order to provide 

consumers with need-based and relevant information, it is critical to take into account 

their information needs (Anwar & Supaat, 1998). 

  A study by Shaik and his colleagues (Shaik et al. 2004) has revealed that, most 

developing countries' agricultural extension programmes are underfunded and mixed 

results. Many extension materials are out of date, irrelevant, or unsuitable for the 

needs of small farmers, leaving them with no information or tools to enhance their 

output. Information is a valuable resource for agriculture and rural development, and 

disseminating it is a key function of extension services to promote agricultural 

development (Sanusi, 2010). 

 Farmers require basic information such as market prices, weather predictions, 

transportation facilities, and storage facility information. This first form of data is 

quickly outdated and changes regularly, even though it is critical to the farmer. Crop 

and cattle diseases, as well as fertilizers, are the second level of knowledge required. 

The importance of doing information requirements assessment and connecting 

directly with information users cannot be underestimated (Babu et al., 2012). 
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Agriculture “ministries have attempted to integrate ICTs into information delivery 

(Gakuru et al., 2009, Aker, 2010)”. In agriculture, ICT is used primarily to address the 

information demands of farmers (Shaik et al., 2004). For decades, ICTs have become 

increasingly incorporated into information provided to farmers across Africa. 

Traditional media such as radio and television programs featuring agricultural 

information, have become more popular in advisory service providing (Gakuru et al., 

2009). 

Farmer information-seeking Behavior 

Farmers' preferences in information dissemination pathways and media, according to 

Mbugua (2012), are essential in determining technology adoption and productivity. 

Understanding the individual elements “that influence their information source 

selection, access, and use is a first step toward improved targeting of extension 

programs and advisory services that encourage information exchange.”(p. 56) 

Farmers are definitely not a homogeneous bunch. 

However, the majority of published material on the characteristics that influence 

farmers' information search behaviors and their use of various information sources 

comes from studies conducted in industrialized nations (Babu et al., 2012). Their 

social capital may influence farmers' information-seeking behavior. Progressive 

farmers, for example, may be more likely “to invest in social capital by joining 

farmers' clubs and groups, which could improve their access to current knowledge.” 

(Babu et al., 2012, p. 78). 

The attitude of farmers toward information search, farm sales, years farming, internet 

connection, and farm type were all good indicators of their information search tactics, 

according to a study by Diekmann, Loibl, and Batte (2009). Farmers who were more 
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confident in their decision-making abilities exhibited more information-seeking 

behavior. These findings show that different groups have different demands, which 

must be recognized. According to Babu et al. (2012),  

The primary sources of low searchers were interpersonal, the input dealer, the state 

department of agriculture extension personnel, family, and progress in a study on the 

information search behavior of farmers in Southern India. In 2010, the private input 

dealer (68.6%) was the most common source of agricultural information, followed by 

the state government's department of agriculture extension staff (51.2%), social media 

(43.6%), family members or relatives (39.9%), progressive farmers (36.2%), PACBs 

(35.7%), and newspapers (35.7%). (30.6 percent). 9.2 percent of respondents read 

farm periodicals. Radio (5.4 percent) and farmer group associations (4.7 percent) were 

used by only a tiny fraction for information. 

Because smallholder agriculture's productivity depends so heavily on information on 

production, processing, and markets, understanding farmers' sources of information 

and search activity becomes critical (Babu et al., 2012). According to Gakuru et al. 

(2009), voice-based initiatives such as the National Farmers Information Service 

(NAFIS) and web-based initiatives such as INFONET have been launched. Farmers 

find it difficult to obtain information from these and other platforms since it requires 

them to go through numerous publications or surf a huge number of online pages. 

Additionally, for the uneducated farmer, this is impossible from the start. Because 

there are only 19 internet infrastructures across Africa, web-based solutions pose 

additional obstacles.  

Accessibility and Utilization of Agricultural Information Among Farmers 
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The development intervention adopted is heavily influenced by socioeconomic factors 

and the severity of agricultural problems (Babu et al., 2012). Because smallholder 

agriculture's productivity depends so heavily on information on production, 

processing, and markets, understanding farmers' sources of information and search 

activity become critical. In extension initiatives, providing and targeting agricultural 

knowledge to small and marginal farmers remains difficult (Swanson 2008; Swanson 

& Rajalahti 2010). 

According to Babu et al., (2012, p. 78). agricultural information “is not readily 

available to all farmers due to various factors which among other reasons, involve the 

level of information search in terms of global, national and local information sources 

will depend on the aspirations of the searcher”. Further farmer’s ability to search for 

information depends on the sources that are accessible to farmers. For example, local 

“information needs could be met by a well-organized extension system that uses 

traditional and modern methods of communication such as television, radio, and 

mobile phones, while the need for global information has to be met through internet 

connections or through contact with private firms” (Babu et al., 2012, p. 80).  

Users must have economic resources, such as money, skills, technology, and “social 

resources, such as motivation, trust, confidence, and knowledge, to access, appraise, 

and use the content” (Heeks, 2005). According to Maru (2008), as quoted by (Mburu, 

2013), “there is an ongoing transformation of agriculture through innovation, which is 

largely enabled by information sharing and exchange between agricultural 

communities, due to the advent of new ICT, particularly computers, the internet, and 

cellular telephony.” However, according to Xiaolan (2011), as cited by (Mburu, 

2013), the digital divide is not just a matter of access to ICT; it is also a part of a 

wider developmental challenge. 
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Various ICT channels can be used to make extension services available. Broadening 

the scope of “agricultural extension activities; developing farming system research 

and extension; having location-specific research and extension modules; promoting 

market extension, sustainable agricultural development, participatory research, and so 

on are just a few of the many areas where ICT can help.” (Shaik et al., 2004).  

Gakuru et al. (2009) stated that “web-based solutions also bring challenges because 

internet infrastructure in Africa is still very sparse. Nevertheless, these are very useful 

resources and all that is needed is to provide an easy way for the farmers to navigate 

them. The principal challenge confronting governments and the international 

development community is to ensure that smallholder farmers benefit from 

commercialization in agriculture by participating in the market. Increased 

commercialization shifts farm households away from traditional self-sufficiency goals 

and toward profit and income-oriented decision-making” (Gakuru et al., 2009). 

They went on to say that measures focused at lowering transaction costs would 

encourage more farmers to participate in competitive marketplaces, which would help 

them achieve their overall poverty reduction goals. Agricultural informatics’ 

economic role is to “lower information search costs in the agriculture value chain and 

link the decision to grow with the decision to sell” (Gakuru et al., 2009, p. 43). The 

ultimate goal is to lower total transaction costs in order to encourage smallholder 

farmers to join in commercial agriculture rather than remain mired in subsistence 

farming. 

Heeks et al. (2002), averred that for this development to occur, it is necessary to shift 

away from development concepts that place ICTs at the center stage and “toward 

development through an approach that is information centered, integral to its 

environment, integrated within development objectives, intermediated, 
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interconnected, and indigenized.” (p. 54). Long-term investment in this field, will be 

required to reap the potential advantages. ICT aids in the reorientation of the 

extension system toward the overall agricultural growth of small production systems. 

Small-business owners may succeed with the right expertise. (Shaik et al., 2004).  

The information may be freely available, but the receivers cannot exploit it due to 

other constraints. Individuals “must not only be able to access that content, judge its 

relevance, and apply it to a specific decision, but they must also be able to act on it.” 

This necessitates additional user-level resources, such as “action resources and 

capacity material that may be provided to a community but not accessed due to, for 

example, low literacy levels, or accessed but not acted upon due to a lack of financial 

capacity to purchase the necessary inputs.” (Babu et al., 2012, p. 41).  

Data may appear suitable, useable, and important, but it can only be beneficial if the 

actors can use it and if their setting allows them to do so, according to Coudel and 

Tonneau (2010). According to Shaik et al. (2004), strategic planning can be used to 

supply members with the lowest-cost inputs, better storage facilities, enhanced 

transportation linkages, and collective bargaining with buyers when powerful 

organizations of small producers’ harness expertise.  

 

Challenges Experienced in Accessing Agricultural Information in Kenya 

 

Low-quality data could hamper farmers' utilization of information sources. The main 

barriers to information access include a lack of availability, dependability, awareness 

of relevant information sources, and the presentation of information promptly. Means 

such as the state department of agriculture, agricultural cooperative banks, 

newspapers, and television should be targeted as viable information sources for 

distribution to boost extension coverage. 
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Small-scale farmers may face challenges due to a lack of computer capabilities. 

Traditionally, the digital divide has been understood to refer to the disparity in the 

“types of information and communication technology to which people have access” 

(Norris, 2001, p. 90). Appreciating the digital divide is essential for comprehending 

the internet's significance in modern societal development. However, according to 

(CCK, 2014), continuing technical improvements have created opportunities that have 

aided the country's data/internet access success. Notably, the mobile data/internet 

sector has retained its highest proportion of overall internet subscriptions, accounting 

for 99 percent, which could be due to factors such as the expansion of 3G networks 

and social networking, among others. 

According to a study conducted in Kenya to learn about the “perspectives of Kenyan 

households on the development outcomes of internet usage and mobile phones, 

internet access and usage were limited and restricted to urban areas, while mobile 

phones were widely distributed throughout the country” (Ndung'u & Waema, 2011, p. 

23). Babu et al. (2012) found that “the internet and mobile phones are currently 

underutilized for accessing information in the research districts. Despite widespread 

mobile phone ownership, mobile phone access to information is limited. In Kenya, 

mobile phone internet connectivity is rising at the expense of public access channels. 

Mobile phones are the primary source of internet access and usage in rural areas.” (p. 

65) 

Mobile phones account for 47 percent of rural internet access (Synovate, 2009). Other 

respondents cited the usage of difficult terminologies as a barrier, particularly when 

using a computer or a mobile phone to retrieve information. Other obstacles 

mentioned were a shortage of storage devices for various ICT equipment and a lack of 
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computer expertise. Some of the users reported that charging the battery took a long 

time. 

 

Empirical Literature Review 

There is inadequate research on social and digital media appropriation in government 

corporations. However, due to the impact it is on the business environment and 

society, there is a growing interest in examining the implementation of social media 

content strategies and organizational connections and processes in relation to 

technical progress. Due to this necessity, researchers and practitioners have conducted 

research and written articles on a variety of topics relating to the adoption of social 

media techniques and organizational processes during the past few years (Smith et al., 

2007). 

In Kenya, the quality of services and corporate communications in state offices 

continue to play a significant role in deciding how the public evaluates the 

performance of their government and the availability of information (Nafula et al., 

2007). Specifically, the public analyzes the availability of information provided by 

public corporations, the handling of “public complaints and access to information, the 

channels of contact established, and the level of technology used to facilitate the 

entire communication process.” (Nafula et al., 2007, p. 85). 

Another study revealed that the majority of its citizens are avid users of “Twitter 

(88.5%) and Facebook (88.6%), followed by YouTube (51.2%), Google+ (41.3%), 

Yahoo (18.3%), and LinkedIn (9.3%)” (Wamuyu, Ireri, and Mulwo, 2019). The study 

had a population of 3,166 respondents drawn from eight counties which represented 

the former provinces. 
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Social media bridges geographical divides and brings people together who share 

common interests. Users also use traditional media and social media platforms to 

gather information. According to Rhoades and Hall (2007), there is a considerable 

presence of agriculture-related blogs. Many of the blogs are professionally written, 

but the vast majority are unrelated to the media. 

Agriculture media is starting to catch on to this trend and incorporating Web 2.0 tools 

for their readers. As a result, it's critical to examine each of these Web 2.0 apps. In 

today's fast-paced environment, it's also critical to understand how viewers want their 

information presented to them. Furthermore, Rhoades and Hall (2007) propose that 

audience research should be conducted to determine how much agricultural 

information they want or do not want via web 2.0 technologies. 

Respondents spend a significant amount of time on social media sites for agricultural 

objectives and are involved lobbying through social media (Cline 2011). They 

preferred twitter for gathering and disseminating agricultural information. Farmers see 

Twitter as a platform where they can share agricultural news and advice and ideas. 

According to Ruth and Lundy (2004), “newspapers are the best medium for receiving 

agricultural information, television, government organizations, and radio.” Hall and 

Rhoades (2009) studies “audiences in rural America noted that farmers still preferred 

face to face communication over online communication.”  

Transactional Model of Communication 

Paulo Freire, a Brazilian adult educator, pioneered literacy work in the 1950s that 

aided peasant farmers. Allowing stakeholders to participate in the communication 

process as opposed to seeing them as mere targets or end users was central to this 

school of thinking. Participatory communication has always emphasized dialogical 

communication rather than linear communication. In research, problem identification, 
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decision-making, change implementation, and assessment, the emphasis was on 

participatory and collective procedures. (Tufte & Mefalopulos, 2009). Social media 

users are stakeholders in shaping information messages in participatory 

communication, which is transactional. Farmers today share their experience-based 

information with other farmers not only through face-to-face interactions but also 

through internet conversations. 

Gilder (1994) foresaw a mix of television and computer technology in the future. ‘The 

teleputer, rather than exalting mass culture, will promote individualism. The teleputer 

will bring in a civilization that is compatible with today's dominant technology's 

tremendous powers. The teleputer, maybe most importantly, will enrich “and promote 

democracy and capitalism all throughout the world' (p. 46). Web 2.0 apps and 

platforms are built on a transactional communication model, in which communities, 

such as farmers, create and shape content that benefits them.” 

Communication is a dynamic process. “Communication is like a motion picture, not a 

single snapshot. A word or action does not stay frozen when you communicate; it is 

immediately replaced with yet another word or action” (Samovar, Portier & 

McDaniel, 2006). The transactional model of communication is based on the idea that 

the sender and receiver are both involved in the encoding and decoding of messages 

and interact, resulting in feedback. As a result, the sender also becomes the receiver. 

According to Tan (1984), this model of communication combines features of the 

mathematics model of Shannon and Weaver, the social psychology model of 

Newcomb, and the general model of Westley and Maclean. A source initiates 

communication with the intent of eliciting some effect (reaction) in the receiver. The 

study of various forms of mass communication reveals that mass communication is 

unquestionably purposeful. 
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Figure 2. 1: The Transactional Model of Communication 

Source: Turner & West, (2010) 

 

 

 

 

Conceptual Framework 

This conceptual framework illustrates the relationship between the variables. 
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    Independent Variable          Intervening Variable            Dependent Variable 

 

 

From both empirical and theoretical literature, the study established that users of the 

social media have appreciated such platforms with a very clear mindset of what they 

want. Similarly, corporate organizations have taken advantage of social media 

platforms to foster public relations management for the organizations. The study 

focused on the users and gratification theory. As such, independent variables are 

attributes that make up social media. This is Facebook page and twitter handle put in 

place for public relations management where the google analytics comprising the 

number of followers, likes and shares, retweets and tags formed the indicators. 
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Moderating variables include the concepts of Public Relations Management and the 

social media use involving social media adoption process, organizational leadership, 

organizational technological culture adoption process looking at norms and beliefs, 

leadership, employee training and motivation, teamwork, and involvement. 

Communication processes within the organization could also be used in the promotion 

or inhibition of the technological adoption process. The top managers in the 

organizational context have a responsibility to foster technology through creation of 

an environment that welcomes changes and supports technology with an objective to 

further the mission and vision of the organization. As posited by Zhu et al. (2003), the 

prompt growth and advances in social media and technology are making it easier for 

the corporate organizations and their publics to enhance relations and access to 

information processes while fostering public relations management for the good of 

both the organization and the publics. The dependent variable is the public relations 

Management   determined by the use of social media because of technological 

advancement being used by the publics following a user’s and gratification approach 

to the usage of social media for public relations management hence the use being goal 

oriented and specific. 

Summary 

This chapter provided an overview of past-published research on the use of social 

media for agricultural information services. The chapter emphasizes the need of using 

relevant literature to this inquiry. The broad literature review, empirical review, and 

conceptual framework are also discussed. The chapter also evaluates prior work on 

the use of social media by various organizations as dependable sources of Agricultural 

Information Services. Different gaps in the studies have been found, and 

recommendations for additional research in the various elements have been given.
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CHAPTER THREE 

RESEARCH METHODOLOGY 

Introduction 

This chapter presents the research design, target population, sampling techniques, 

Instruments and approach of data collection, pre-testing the questionnaire, the validity 

and reliability of the instruments and data analysis are discussed (Kothari, 2004).  

Research Design   

The term research design refers to “the overall strategy chosen to integrate the 

different components of the study coherently and logically, thereby, ensuring effective 

response to the research problem; it constitutes the blueprint for the collection, 

measurement, and analysis of data” (William, 2006). The descriptive research design 

was employed in this study, A Uses and Gratifications approach to the usage of social 

media for public relations management at KEPHIS. The design aims at obtaining 

“information that describes existing phenomena by asking individuals about their 

perceptions, attitude, behavior, or values” (Mugenda & Mugenda, 2003, p. 75). This 

type of research design depicts the situation as it exists (Kothari, 2004). For example, 

in survey research, the descriptive approach does not deal with manipulating variables 

(Kerlinger, 1967). 

 

Research Methodology  

According to Priya (2016), the research approach can be understood as a “plan and 

procedure that consists of the steps of broad assumptions to straightforward method of 

data collection, analysis, and interpretation.” (p. 65) Therefore, this study to examine 
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a Uses and Gratifications approach to the Usage of social media for Public Relations 

Management at KEPHIS utilized the mixed-method research approach. 

Kothari (2010), notes that “descriptive research studies are designed to obtain relevant 

and precise information concerning the current status of a problem or phenomenon 

and whenever possible to draw valid general conclusions from the facts 

discovered”(p. 56) Therefore, these design is going to be effective since “the research 

entails significant collection of non-quantifiable information such as facts, attitudes, 

opinions, perceptions, and compliments.”(p. 57)  Similarly, the issue is specific and 

well defined. The descriptive statistics will also provide a comparison of the different 

social media approaches to enhance public relations management 

As posited by Baker (1999), the mixed method allows the researcher to integrate both 

quantitative and qualitative data collection approaches: quantitative content analysis, 

survey, and in-depth interviews. Mixed method has several advantages to the study 

according to (Creswell 2007). First, the method provides room to utilize both the 

words and narration to enhance understanding, the use of numbers can be used to add 

precision to words and narratives, the research is positioned to respond to broader and 

more complex issues giving strong evidence for a conclusion and lastly the mixed 

method provides room for tested and grounded theory. As such, the study utilized the 

mixed method as the most preferred study approach for a uses and gratification 

approach to the usage of social media for public relations management at KEPHIs. 

Questionnaires were administered to 10 farmers’ groups that were trained on seed 

production and certification by KEPHIs. The groups were selected purposively based 

on the existing data of farmers at KEPHIs. The existing data indicates that there are 

only ten groups of farmers who have been supported by KEPHIs through trainings 
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and access to information. The qualitative methods used include interviews of key 

informants and a focus group of farmers who use these social media platforms and 

other sources to obtain agricultural information from KEPHIs. The research questions 

answered during in-depth interviews were value and policy oriented (Hocking et al., 

2003).  

Population 

Population refers to “the larger group from which the researcher develops an effective 

sample” (Cresswell, 2014, p. 74). The population for this study was KEPHIS 

employees at the Senior management level, and farmers groups trained by KEPHIs in 

October 2020 through social media (Facebook).  

Table 1: Research population 

Distribution 

KEPHIs  Senior Management and employees 50 

KEPHIs 10 groups of Farmers, 15 members per group 150 

Totals                                                                                   200 

Source: KEPHIs Information Management System.  

Sampling Design      

This study employed non-probability purposive sampling method, a sampling 

technique (Kothari, 2010). This sampling design allowed the researcher to select 

respondent for the study while undertaking qualitative and a formula was employed 

for quantitative   

For this study, KEPHIs senior management were selected because they are involved 

in running day to day activities and implementing strategic plans including public 

relations plans. They are also involved in accessing public information needs, 
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establishing communication channels, giving out agricultural information, 

undertaking training, and customer satisfaction.  

Farmers from ten groups were targeted because these groups have been receiving 

training using social media platforms and physical meetings by KEPHIS. They have 

been accessing agricultural information from KEPHIS from online and sharing their 

views and opinions using social media pages.  

 

Target Population 

Target population is defined as “the group about which the researcher collected data 

from and drew conclusion. It is the sampled-out portion from which the researcher 

specialized in collecting the information” (Saunders, Lewis & Thornhill, 2009, p. 52). 

The analysis focused on three departments that promotes access to information, 

corporate public management, technology, and top management: corporate 

communications/Public relations department, administration department and ICT 

department, Agricultural extension Farmers Unit and KEPHIS groups of farmers.  

Being a mixed method of research that was employed, a formular to cater for the 

quantitative data (Yamane 2005) in calculating sample sizes to arrive at the target 

population. Other studies have used the formula (Ogula, 2005; Plessis, & Conley, 

2007; Aidoo, 2008). 

The formula states that:  

n= N/ (1+N (e) 2) 

n is the sample size,  

N is the population size,  
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e is the level of precision or sampling error. = 0.05 

 

Additionally, Mugenda and Mugenda (2005) strongly avers that a 10-50% sample size 

is acceptable in descriptive research.  The confidence level is 95% when applying 

these formulas, and the margin of error is up to 5%. As a result, the analysis's target 

population of A Uses and Gratifications Approach to the Usage of Facebook and 

Twitter for Agricultural Information Services at KEPHIS is as shown below: 

i) From a total of 50 KEPHIs employees; n = 50/(1 +50(e)2)   = 44 

ii) From a total of 150 farmers n= 150/(1 + 150(e)2)               = 109 

Table 2: The target Population 

No. Category  Target 

Population  

Percentage  

 

1 

KEPHIs employees: Corporate 

communications/Public relations department, 

administration, ICT department and 

Agricultural Extension Unit  

             44       28.8 

 

2 Farmers subscribing to KEPHIs services 109 71.2 

 

Total  

153         100 

Source: KEPHIs Information Systems, 2021  

Sample Size 

The sample size refers to the number of items taken as a representation from the target 

population, which represents the whole population (Saunders , Lewis , & Thornhill, 

2009). In a total of 50 KEPHIs staff a total of 44 staff members was picked while 

from a total of 150 farmers, 109 was considered for study as recommended by 

(Cooley, 2009). The total gave a larger sample to derive meaningful conclusions.  
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Sampling Techniques 

Sampling is the procedure that a researcher uses to select respondents from the 

population list (Kombo & Tromp, 2006). This study utilized Non probability 

sampling when conducting survey. Purposive sampling, also known as deliberate 

sampling, involves “purposive or deliberate selection of particular units of the 

universe for constituting a sample representing the universe” (Kothari, 2004, p. 32). 

This study sampling technique was used because it enabled one to choose the sample 

based on those that have desired characteristics to suit the study purpose (Kothari, 

2004). 

Non-probability Purposive Sampling 

Purposive sampling involves the “purposive or deliberate selection of particular units 

constituting the targeted sample that represents the universe” (Kothari,2004), was 

adopted. 

Purposive sampling allows researcher to use cases that have the required information 

concerning the objectives of his or her study   A purposive sample have a certain 

characteristic in which the study is interested in like student leaders, quiet 

communicators, internet users or media or other sources of messages or content of 

interest (Rubin et al., 2005). Purposive sampling is “similar to convenience sampling 

in that it also involves questioning people to whom the researcher has access, but it 

differs in that the characteristics of the population are identified and used to guide the 

selection of the respondents” (Hocking et al., 2003, p. 65).  

The study purposively sampled 10 groups of farmers supported by KEPHIs due to 

their relatively conventional mode of small-scale farming and use of social media 

pages put in place by KEPHIS for Agricultural information sharing since they met the 
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characteristics of the study. Fifty KEPHIS Senior staff management and staff 

members were also chosen based on their roles regarding customer service, Access to 

information management, Social media and Public relations responsibilities, 

Information and Technology.   

Data Collection Instruments 

“Data collection entails the actual process of obtaining information from the sampled 

respondents” (Flick, 2014). This study utilized both primary and secondary 

information. Secondary information includes the number of KEPHIs staff members, 

active farmers trained by KEPHIS in October 2020 (Nishimura & Yamano, 2008). 

Therefore, semi-structured questionnaires were effectively collected both qualitative 

and quantitative data that facilitated answering the research questions.  Therefore, this 

research used quantitative content analysis, survey and in-depth interviews to avail 

data and information of the study. Open and closed ended questionnaires were used. 

They were through drop and pick approach (Saunders et al., 2009) while the 

researcher engaged the key informant interviews. 

Types of Data 

Semi-structured questionnaires were designed for collecting both qualitative and 

quantitative data. There were three parts to the questionnaires. The first part was 

about general information about the participant, like their age, gender, how often they 

use social media, and how well they understand how to use social media. In the 

second section, there were general questions about an approach to using social media 

for public relations management at KEPHIs. The third section was split into two sub-

sections that talked about the organizational leadership roles of KEPHI and the 

relationships with the public and stakeholders.  
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Data Collection Methods  

This research used survey and in-depth interviews to gather data necessary for the 

study. Content analysis was used to find out the gratification in the use of social 

media for public relations management by KEPHIs 

Survey was used to examine the adoption and use of social media (Facebook) by 

KEPHIs publics while In-depth interviews focused on availing additional data on the 

reasons for the use of social media, the motive and in enhancing public relations.  

Content Analysis 

To determine key words, themes and connotation in a uses and gratifications approach 

to the usage of social media for public relations management at KEPHIS 

Table 3.1: Data Analysis Coding Sheet 

Coding units  Coding categories 

Informa

tion 

Access  

Public 

relations  

A uses 

Gratificati

on  

Relations 

management  

Organization 

adoption of 

technologies  

Challenges  

Adoption and 

usage of Social 

media for 

information 

access 

      

Social media and 

Public Relations 

management  

      

A uses and 

gratification of 

social media  

      

Lack of 

information on 

social media and 

public relations  

      

Corporate 

organizations 

and use of Social 

media for 

relations  
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Surveys 

This was accomplished through formulating clear and exact questions through 

interviews with informants in social media, customer relations, and public relations in 

order to obtain further information from experts in the sector. 

In-depth interview 

The researcher conducted one on one interviews with key informants based at the 

senior management level. The main people who were interviewed were from the 

departmental heads, senior managers, Principle officers and officers because they are 

mostly involved directly with packaging and sharing of Agricultural Information 

through the available social media networking sites put in place my KEPHIs 

management. 

Data Collection Procedure 

After proposal defense, the researcher addressed corrections in the study in line with 

the recommendations made. She further obtains Daystar University Ethical Review 

Board (DU-ERB) clearance, which enabled her to apply for a research permit at the 

National Commission for Science, Technology, and Innovation (NACOSTI). 

The researcher also wrote to the KEPHIs and Ministry of Agriculture as the sampled 

audience to get permission to collect data. Upon getting clearance, the researcher then 

distributed the questionnaires to the sampled individuals at KEPHIs and conducted 

the surveys.  

Pretesting 

Validity 
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According to Mugenda and Mugenda (2019), Validity is “the accuracy and 

meaningfulness of inferences based on the research results. It is the degree to which 

results obtained from the analysis of the data represent the study's variables” (p. 23). 

Reliability 

Reliability “is the degree to which a research instrument yields consistent results or 

data after repeated trials. If a researcher administers a test to a subject twice and gets 

the same score on the second administration as the first test, then the instrument is 

reliable” (Kothari 2012; Mugenda & Mugenda, 2013).   

External Validity 

The researcher did pretesting with the Ministry of Agriculture. Just like KEPHIs, the 

Ministry of Agriculture exists as the principal instrument of Government for 

implementing all policies relating to Agriculture and farming.   

The questionnaire was pre-tested among 10 to 12 beneficiaries of the Ministry of 

Agriculture programmes and Ministry staff in corporate communications, education 

and awareness department and among the customer care department staff which was 

not included as part of the evaluation as recommended by (Wimmer & Dominic, 

2015) The pre-testing focused on how respondents reacted,” clarification of questions 

and the respondent’s willingness” (Kothari & Garg, 2014).  

Data Analysis Plan 

The process of looking at what has been collected in a study and generating 

conclusions and inferences from it is known as data analysis. (Kombo & Tromp, 

2011). In this study, both quantitative and qualitative data analysis was adopted. 

Quantitative data was interpreted using descriptive statistics including frequency 

distribution tables, pie charts, bar charts, histograms and percentages, presenting 
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information and statistical inferences such as mean and mode where applicable 

through the Statistical Package for Social Sciences (SPSS). Similarly, descriptive 

statistics “was used to summarize data into meaningful information to evaluate the 

public’s adoption of social media strategies” (Kothari, 2010). 

For the qualitative analysis plan, data generated from open ended questions in the 

questionnaires and from the interviews was tallied into a clear sequence counting 

from one to ten then summarized and reported in narrative form based on the 

responses received (Creswell, 2011).   

Ethical Considerations 

Kothari (2004) says that any research that involves people should consider 

certain ethical factors. In this case, the ethical considerations include things like 

whether or not people want to take part, whether or not they want to be identified, 

whether or not they want their information kept private, the risk of harm, and the 

benefits. Also, the participant was given the chance to drop out without being hurt in 

any way. Therefore, as a researcher, I first sort approval from the Daystar University 

committee by obtaining an introductory letter, before proceeding with the study. 

Seeking permission from the university was done for the purposes of validity and 

reliability of data. Secondly, the researcher also sort permission from the National 

Commission for Science, Technology and Innovation (NACOSTI), a government 

entity that issues research permit. 

Summary 

From the above discussions, the research entailed a descriptive design aimed at 

collecting both quantitative and qualitative data from a sampled out KEPHIS publics. 

Semi-structured questionnaires were issued to respondents. Descriptive and inferential 

statistics were utilized representing the results from the information collected. 
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The following chapter is on data presentation, analysis and interpretation. 

 

CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS AND INTERPRETATION 

Introduction 

This chapter presents analysis of data collected and the findings of the study carried 

out at the Kenya Plant Health Inspectorate Services (KEPHIs) to examine a Uses and 

Gratification approach to the Usage of social media for public relations management. 

The examination process was conducted using questionnaires issued to KEPHIs 

employees, KEPHIs supported farmers, KEPHIs Stakeholders experts who are 

actively using social media to disseminate farming information, and key informants 

from the KEPHIS management who gave their opinion, from a strategic view, the 

place of public relations management.    

Data Analysis and Interpretation 

Response Rate 

This research focused on KEPHIs employees, farmers under KEPHIs support 

programmes, stakeholders in the sector as key informants from various sectors who 

are authorities in social media usage as well as access to farming information. 

Respondents were randomly selected from KEPHIs organization and from KEPHIs 

information Systems regarding farmers and social media usage for dissemination of 

farming information. The sample for this study was 200 farmers of ages 18 and above. 

At the end of data collection, 134 questionnaires of the 153 distributed, were 

satisfactorily filled were collected. 
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Table 4.1: Response Rate 

Category  Frequency Percentage 

Fully Responded 134   87.6 

Not responded 19   12.4 

Total  153 100.0 

 

From table 4.1, 87.6% responded fully. This comprised of farmers who are being 

supported by KEPHIs and those accessing farming information through KEPHIs 

social media pages especially Facebook and Twitter handle. Among those who fully 

responded were also KEPHIs corporate affairs department, ICT support department, 

key respondents who are interested in farming and connected through KEPHIs social 

Media platforms. The KEPHIs team comprised also a responsive unit tasked with the 

responsibility of training and supporting farmers. They also formed part of the senior 

management team that makes decisions regarding production of quality seeds, 

fertilizer to be used, research and farmers responsive especially online inquiries 

including social media, emails and direct from the public.  

Gender of the Respondents 

The study sought to establish the gender of the respondents. Table 4.2 presents the 

results of the analysis.  

Table 4.2: Distribution of the Respondents by Gender 

Gender Frequency Percent 

Male 49 36.6 

Female 85 63.4 

Total 134 100.0 

 

Table 4.2 shows that most respondents were female, who made up more than 50% of 

the population studied. The male respondents made up almost half of the rest of the 

population. To attain this, questionnaires were equally distributed to both male and 

female to ensure that there wasn't any bias based on gender. Similarly, while 

undertaking key informants’ interviews, the researcher targeted a balanced number 
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between male and female. This was in accordance with study findings as evident in 

the literature review, by Agbor (2008) regarding adoption and use of new 

technologies, establishing that gender affects approaches to consumption of new 

technologies and leadership decision making in a process whereby results revealed 

more female than male highly appreciating and expediting new technologies 

especially social networks as compared to male. 

Age Brackets of the Respondents 

The distribution of the ages for the respondents is as shown in the Table 4.3 below: 

 

Table 4.3:  Age Brackets of the Respondents 

Age Category Frequency Percent 

18 - 30 years 49 36.6 

31 - 40 years 52 38.8 

41-50 years 22 16.4 

51 and above 11 8.2 

Total 134 100 

 

The table above shows that 36.6% of the respondents, or just over a quarter, said they 

were 30 years old or younger. In the second group, there was 38.8% of respondents 

whose ages ranged from 31 to 40. This was almost a quarter of the group. 16.4% of 

the other group said they were between 41 and 50 years old, while 8.2% (11 people) 

said they were 51 or older showing a uses and Gratifications approach to the usage of 

social media for public relations management at KEPHIs in accordance with the study 

findings depicted in the literature review by Diekmann, Loibl, & Batte (2009), which 

sought to establish the influence of internet on different age brackets. The findings 

indicated that different age groups portray different characteristics when it comes to 

the consumption and adoption behavior hence as indicated in this study findings. 

 

  

Daystar University Repository

Library Archives Copy



 

49 

 

Level of Education 

The results for the level of education are as shown in Table 4.4. 

  

Table 4.4:  Level of Education of the Respondents 

Academic Qualification Frequency Percent 

Diploma education 

Certificate level 

Secondary level 

43 

27 

9 

32.1 

20.1 

6.7 

Bachelor's degree 

Master level 

PhD level 

Other levels  

47 

6 

2 

0 

35.1 

4.5 

1.5 

00 

Total 134 100.0 

 

Table 4.4 demonstrates that the majority of respondents had at least a bachelor's 

degree and so comprehended the information sought by this research. According to 

the preceding tally, 35.1% of the respondents unequivocally reaffirmed that they had 

earned a bachelor's degree. 20.1% of the respondents comprised of KEPHI-supported 

farmers had attained a diploma as their highest level of education. 6.7% of the 

respondents comprised of farmers who seek information through KEPHI's online 

pages had attained a certificate level.  

This implied that the respondents were literate in accessing farming information 

through social media platforms offered as a communication strategy by KEPHIs. This 

finding agrees with the study findings indicated by the literature review that users of 

any technological platforms must have economic and literal resources, such as 

“money, skills, education, technology, and social resources, such as motivation, trust, 

confidence, and knowledge, to access, appraise, and use the content” (Heeks, 2005). 

 

The Frequency of Interaction with Informational needs on the Social Media sites  

This study sought to find out the frequency of informational needs by the farmers 

through the social media platforms established by KEPHIs. As such the research 
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sought to establish the most sought out informational needs by the farmers using 

social media platforms put in place for access to information.  

Table 4.5:  Frequency of Interaction with Informational needs on social media  

Technological information        Total No. Percent 

Education & training information 

Business and trade information 

Government agricultural policies  

Weather conditions and updates 

Variety of seeds  

Agrochemicals  

Credit facilities 

Market trends 

18                 

7 

12 

25 

31 

27 

9 

5             

    13.4 

    5.2 

     9.0 

    18.7 

     23.2    

    20.1 

      6.7 

     3.7 

Total 134        100.0 

 

The outcomes depicted in Table 4.5 show that most often 13.4% seek information 

regarding education training and information on farming through social media 

platforms provided by KEPHIs whereas 9.0% occasionally focus on obtaining 

government and policy related information.  From the data availed, sometimes 6.7% 

of the population visit social media pages set in place by KEPHIs for credit related 

information. The data also indicates that more often 18.7 % visit social media pages to 

seek information about weather conditions and updates in relation to the farming 

schedules and calendars for the appropriate time. This data just as indicated by 

Wamuyu & Ireri (2019) in a study that sought to establish the use of social media in 

the different former 8 provinces in Kenya indicated that nearly a half of the 

population visit social media sites for the access of information about variety of seeds 

and seedlings to be planted in relation to different types of soils, weather conditions 

among other factors revolving appropriate seedlings. The search for the variety of 

seedlings is closely followed up by the need to understand agrochemicals which is 

often the reason for visiting social media pages regarding farmer’s informational 

needs through KEPHIs provided platforms while 6.7% visiting the social media 
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especially for information related to credits and loans and only 3.7 % visiting the 

pages for information revolving around market trends.  

Sources of agricultural information 

In this section, the researcher sought to establish the sources of agricultural 

information by the KEPHIs farmers  

Table 4.5:  Sources of agricultural information by supported KEPHIs farmers   

Informational source  Frequency Percentage 

Internet (Facebook, twitter, google etc.) 

Newspaper 

Extension officers 

Television 

Word of mouth  

Radio 

74 

9 

0 

27 

0 

24 

 

55.2 

6.7 

0 

20.2 

0 

17.9 

 

Total  134     100.0 

 

55.2% of the respondents seek information about farming from Internet comprising of 

the Facebook sources, twitter handles and google on matters of their interest. This is 

above half of the respondents. 6.7% of the respondents indicated that they use 

newspapers for the access of farming information with 20.2 % indicating that they 

rely on television for access of information while 17.9% relying on radio. There was 

none relying on extension officers or any other form of specified sources. Referencing 

to the literature review this finding shows similar traits as indicated by Shaik et al., 

(2004), in a study that sought to establish the use of social media networking sites to 

enhance acquisition of agricultural information.  The findings recorded that ICT 

driven platforms and social networking sites are a common window for accessing 

desired information especially on; developing farming system research and extension; 

having location-specific research and extension modules; promoting market 

extension, sustainable agricultural development, participatory research, and so on are 

just a few of the many areas where ICT can help. 
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Farmer Information Seeking Behavior 

Farmer information seeking behavior on several key areas of information sharing by 

KEPHIs was studied under this section. The researcher provided the information as in 

the table below as documented by Information Management systems by KEHPHIs 

with a scale of 1-5 where 1= strongly disagree, and 5= strongly agree. 

Table 4.7:  Farmer information seeking behaviour 

Information focal point Frequency Total Percent        

I compare information from 

different sources besides KEPHIs 

sites Business and trade 

information 

I get as much information as 

possible before making decision 

from KEPHIs social networking 

sites 

It is hard to decide which 

information to trust 

I feel confused by information 

available 

I feel it takes time to search for 

information 

It is beneficial to search for 

information 

 

3 

 

                                   

5 

 

 

2 

 

2 

 

 

1 

 

 

5 

  

37 

 

 

33 

 

 

4 

 

4 

 

 

13 

 

 

43 

     

27.6 

 

 

24.6 

 

 

3.0 

 

3.0 

 

 

9.7 

 

 

32.1 

 

           

Total          134  100  

 

From table 4.7, 27.6% indicated that they compare information from different sources 

besides KEPHIs social media pages before consuming it while 24.6% reported that 

they get as much information as possible before making decision from KEPHIs social 

networking sites as final for consumption. When the respondents were asked whether 

they get confused by information available on social media sites, only 3.0% reported 

that they agreed with the fact that they get confused with so much information 

available online which gives this study an indication that most of the farmers do 

understand the information that is usually availed through social media and weather 
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such information gives them their desired gratification as depicted in the theory 

underpinning this study.  

Furthermore, 9.7% of respondents indicated that they strongly disagreed with the fact 

that it takes a lot of time searching for information on social media since they noted 

that “social media tools are easily accessible even on simple handsets with data 

connectivity and the social tools are a favorite to majority of the people and 

organizations as they are available across all networks and stores information for 

future reference.” Nearly a half of the respondents (32.1%) recorded that it is very 

beneficial to search for information through social media platforms put in place for 

content sharing by KEPHIs regarding farming. As indicated in the study findings by 

Gakuru et al., (2009), on the parameters that inform the nature of information that 

users seek through online platforms. The findings listed among the information key 

areas, comparison of information by users, market information needs and also the 

benefits of searching for information online as a window that gives users room to 

settle on the information that only gives them gratification and fulfilment.  

Table 4.8:  Highly Used Social Media tools and the time taken to access 

Social Media 

tools 

Hourly Daily Weekly Monthly Never Total  

LinkedIn  0 3 12 27 92 134 

Percentage  0 2.2 9.0 20.1 68.9 100 

Facebook  41 64 21 8 0 134 

Percentage  30.6 47.8 15.6 6.0 0 100 

Twitter  17 28 68 20 1 134 

Percentage  12.7 20.9 50.7 14.9 0.8 100 

WhatsApp 52 37 34 7 4 134 

Percentage  38.8 27.6 25.3 5.2 2.9 100 

YouTube  7 17 27 51 32 153 

Percentage  5.2 12.7 20.1 38.2 23.8 100 

Others  0 0 0 0 0 0 

Percentage  0 0 0 0 0 0 
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This question sought to determine the highly used social media tools and the time 

taken to access information from each social media platform. From table 4.8, the use 

of social was dominant by a representation of 30.6% of respondents accessing the 

platform after an hour, 47.8% accessing on daily basis 15.6% weekly and only 6.0% 

accessing Facebook monthly.  All the respondents indicated that they use Facebook to 

access information. Further from the findings, the use of twitter followed with the 

highest percentage of 50.7% accessing information on a weekly basis. 

On the other hand, the findings also revealed that the use of You tube, and LinkedIn 

was least used monthly at a percentage of 38.2% and 20.1% respectively.  

To expound   on the highly Used Social Media tools and the time taken to access, the 

researcher undertook an interview with different key informants on the same matter. 

From the study findings one key informant from groups of farmers noted that most 

farmers go ahead to pin they sites which they frequently visit on Facebook to their 

land pages. Such pages are most trusted and commonly shared across different users. 

Such sites are marked special and more reliable. In a follow up question, the 

respondent noted that some of the reasons why such sites are marked and pinned on 

the landing pages of the users, is among others the fact those pages are actively and 

timely updated with very clear updates, facts with clear examples that are easily 

followed by the users while implementing in their own ways. He further observed that 

the quick responsiveness of such pages to questions and concerns of the users gives 

them assurance and trust to rely on the said pages.  

This was a similar case with an informant from KEPHIs who responded and noted 

that they have observed similar trends that whenever information is frequently 

updated on the social media sites and users’ concerns responded to on time, the 

following from various publics increases. Siting an example of maximize farming 
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where a farmer sought to understand a particular disease inversion in his farm, a case 

where KEPHIs experts came in and responded immediately drew a few new followers 

on the page and within a span of one week the number of new followers grew by 200 

publics.  

Table 4.9:  The use of social media accounts to obtain agricultural information 

Response  Frequency Percentage 

Never 7 5.2 

Often 127 94.8 

Total 134 100 

 

This question sought to examine the use of the social media pages put in my KEPHIs 

for dissemination of the information about farming. From table 4.9 above, 5.2 percent 

of the responded recorded that they have never used social media to obtain farming 

and agricultural information from KEPHIs social media platforms. Further the 

examination found out that close to 100 percent of the farmers use social media often 

to obtain agricultural information as provided by KEPHIs through the organizational 

pages.  

Among those who responded that they never use social media to obtain agricultural 

information sited among other reasons, poor network connectivity as a major factor in 

their regions leading to delayed access of the pages. Additionally, one of the 

informants noted that social media use does not demonstrate practically on how to 

implement some of practical aspects of information and the use of video and image 

alone is not enough to explain for the farmers.  

Table 4.10:  Use of social media to post queries on information given  

Response  Frequency Percentage 

Yes 113 84.3 

No 21 15.7 

Total 134 100 

 

The study sought to establish the use of social media pages for reporting and asking 

questions regarding the subject matter for either clarity, further understanding by 
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KEPHIs uses on different topics and concerns. As recorded from table 4-10 above, 

more than three quarters of the respondents recorded that they use social media to ask 

questions. One of the key informants noted that he posts so many questions especially 

when there was an outbreak of unknown locusts destroyed crops. He further noted 

that he wanted to understand and establish how others were handling the situation. He 

also observed that he asked to find out if there are any specific pesticides that could 

handle the problem and where he could buy it from. On further engagement, he 

recorded that he was able to get feedback from several other farmers and experts 

online through the social media set in place by KEPHIs and More so the KEPHIs staff 

experts gave satisfying information on the invasion on the locusts. 

Table 0-1: Contribution of farmers to discussions on social media 

Response  Frequency Percentage 

Yes 115 85.8 

No 19 14.2 

Total 134 100 

 

The examination sought to establish the contribution of farmers to different topics and 

issues regarding information sharing and dissemination. It also sought to establish if 

farmers find useful information that they brought forward for discussion besides what 

they access as provided by KEPHIs experts. From the table 4-11 on the same, nearly 

100% of the respondents indicated that they contribute to discussions through the 

social media platforms with only 19% indicating that they do not contribute to the 

discussions. 

A few of the respondents indicated that they find it easier when they engage in 

discussions as it gives them an opportunity not only to ask questions, but it makes 

other experts online to come into their issues and share more on what they want to 

know. One of the respondents observed that he consistently engaged other fathers on 
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different fertilizer and the ratio citing his own experience while using different 

fertilizers and different ratio against the farm produce. 

Similarly, another key respondent recorded that she started a discussion on the proper 

seedlings of watermelon she had planted in Laikipia county and how they were 

performing. She recorded that she observed the difference from several other 

seedlings she had planted years ago. The examination showed the discussion brought 

on board different stakeholders including farmers, experts, scientists and researchers 

who brought forward an elaborative information. 

Table 0-2 : Preferred alternative source to obtain agricultural information 

other than social media provided by KEPHIs 

Response  Frequency Percentage 

Yes 5 3.2 

No 129 96.7 

Total 134 100 

  

From table 4-12 above, only five respondents featuring 3.2 percent recorded that they 

prefer alternative sources of agricultural information to the use of social media pages 

set in place by KEPHIs with 129 respondents featuring 96.7 percent indicating that 

they do not prefer any other alternative to using social media pages set in place by 

KEPHIs for sharing agricultural related information to farmers and key stakeholders. 

When asked why they do not prefer any other preferences, one of the key respondents 

established that he finds social media to be easier as he can access and get the 

information, they want within the shortest time possible. He added that social media 

brings different experts with different experiences together and at the same time hence 

giving room for a focused and involving discussion that is usually very true and 

helpful for consumption. 

Benefits of using social media for accessing agricultural information 
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Table 0-12:  Benefits of social media for accessing agricultural information  

Response  Frequency  Percentage  

Strongly agree 106  79.1 

Agree 21 15.7 

Disagree 7 5.2 

Total 134 100 

 

The examination sought to find out the benefits of social media usage for accessing 

agricultural information by KEPHIs supported farmers by as well as to the 

organization. Therefore, when respondents were asked how using social media as a 

platform for disseminating and accessing agricultural information at KEPHIs, the 

following responses were found out; The examination established that above half of 

the population at 79.1 percent strongly agreed that use of social media for 

dissemination of agricultural information has benefits with 15.7 percent agreeing 

while only 5.2 percent not agreeing to the benefits of using social media as a platform 

to disseminate agricultural information.  

From the respondents, the examination found out that, regarding dissemination of 

agricultural information, social media provides gratification as it; “avails a one stop 

window where everyone has access to the same information without distortion and at 

the same time and even later for reference use.” Similarly, the study found out that 

“use of social media provides more effective engagement including peer to peer 

interaction, ability to analyze customer request more anytime anywhere without 

travelling to different regions for physical meetings hence personalizing engagements 

with all famers.”  

One key informant also noted that: 

“Use of social media for accessing and disseminating agricultural information 

assists in enhancing faster access to external knowledge and improved 

information access as well as sharing with different farmers’ ideas and new 
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discoveries regardless of one having to know them on person. This leads to 

improved information sharing reduced external communication costs, 

improved collaboration and innovation opportunities about farming 

information.” 

 

Another key informant who also sales his farm products on social media said that the 

use of social for disseminating information about farming by KEPHIs enabled him to 

access information regarding the new importable avocado species which he also 

introduces in his farm in Njoro Nakuru county without a call to an expert beyond the 

information he got on KEPHIs social media. He added that exploring and expert 

would have taken a lot of time, finances and so much travelling.   

 

Challenges of Using Social Media to Obtain Agricultural Information 

 

Table 0-13: Challenges of social media use to obtaining agricultural 

information 

Response  Frequency Percentage 

Strongly agree 17 12.7 

Agree 21 15.7 

Disagree 96 71.6 

Total 134 100.0 

 

From Table 4:13, the examination established that 12.7% of the respondents strongly 

agreed that there are challenges related to the accessing of agricultural information 

availed to farmers by KEPHIs through social media platforms. Similarly, it was found 

out that nearly a quarter of the respondents agree that there are challenges using social 

media while slightly above half of the population noted there are no challenges related 

to relying on social media platforms when accessing agricultural information from 

KEPHIs. 

The research established that prior to adoption of social media for disseminating 

agricultural information by KEPHIs, the process had to be often structured 
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hierarchically as per government provisions since KEPHIs is a government 

organization. As such using social media breaks such processes where one had to 

write several letters through different ranks with a period of not less than two weeks 

before getting access to some of the information that they wanted to access. She also 

observed that there may also be clashes between new social technologies and the 

norms of behavior and levels of accountability and control that pre-exist the 

technology's introduction and use while disseminating information  

Among those who strongly agreed that there are challenges expressed fears that 

employees in organizations who are entrusted with the responsibility to engage with 

farmers online will become distracted by social networking and social media, and as a 

result be less productive in uploading and focusing to the required assigned to using 

social media for self-satisfaction. Another key informant said that since different 

farmers across different focal areas of farming may be worried about the 

trustworthiness of inappropriate or critical information since different parts of the 

country have different environmental factors that affects farming. Giving some 

examples the responded noted that with different soil fertility in different areas, 

different quantities and ratio of fertilizer maybe required as differing from other place.  

 

Another key informant also noted that some of the staff at KEPHIs entrusted with 

dissemination of the information through social media pages are not farmers as such 

they are not receiving training on matters farming instead their training focuses on 

social media and information technology and as such, they may not be able to correct 

any information before sharing. To them since they might not be farmers, they feel it 

is as simple as posting and as a result such staff may not pay attention to details. 

Similarly, some organizations are not investing in training their staff entrusted with 
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mandate to be disseminating the information to the audience and especially farmers. 

At the same time, due to daily advancements of technologies, farmers are challenging 

themselves to keep up to the speed by learning more while on the other hand 

organizations are not investing in updating their technologies as such some farmers 

are a head in terms of accessing the most technologies with the most updated 

information. They are accessing more advanced platforms hence they may not relay 

on the social media pages by KEPHIs. 

A key informant noted that: 

“Organizations need to address the governance issues that accompany the 

platforms: who is allowed to participate, what are the usage rules, what new 

company policies need to be developed among many more other concerns.”  

Similarly, the study revealed that, among those who agreed that social media presents 

obstacles, some members of the public had difficulty uploading photographs of crops 

and other agricultural products with the evidence of some diseases and that with those 

they  could manage to upload so that they may seek information  also had some 

distortions and so loosing colors as such photos could not reflect the reality on the 

ground which still needed the experts to visit the ground for them to understand the 

situation. 

Similarly, another key informant noted that  

“Potential benefits are not well understood, partly due to the lack of empirical 

research on organizations' use of the technologies and platforms that trigger 

dissemination of the right content and at the same time inadequate 

involvement of the farmers in the development of the systems and clear 

platforms for obtaining such information through social media. Social media 

can help government corporates to enhance service delivery, and give the 
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right information regarding the subject matter, they also said that it can 

greatly damage the organization image. Providing false information through 

social media channels can damage the organization’s reputation. Also, the 

speed and enormity of the Internet can spread rumors, mistakes and cover ups 

to more people more quickly, thus greatly damaging the company’s 

reputation.”  

Respondents when asked the barriers to accessing the right information about the 

subject matter through online platforms, identified the following barriers: “Lack of 

awareness among them regarding why and how the technologies are used; lack of 

understanding of the tools and what they're good for. One key informant noted that 

organizational hierarchies are also a barrier. Citing that you may ask a question online 

and you are informed to wait for proper consultation to be done before feedback is 

given. That middle management is used to serving as an institutional gatekeeper and 

may feel threatened by tools that 'flatten' the organization. But he pointed out that it is 

a fight that they will ultimately lose, especially as digital natives begin entering 

organizations with expectations of using the technologies.  

 

In line with Galbraith, (2010) Social media platforms provide a common and central 

place where information is shared without control as a result information about 

individual innovations and ideas shared via Facebook and Twitter is open to all the 

publics who are as well interested in in pursuing similar goals. Case in point, one of 

the farmers observed that he was unable to differentiate information that was credible 

from KEPHIs experts from the wrong information which had been shared by a peer 

farmer in the group. The information which was shared on the type of watermelon 
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seedlings was not correct but without knowing the farmer went ahead to trust the 

information and bought the same seedlings which failed to grow.  

Summary  

Chapter four looks at the data analysis, presentation, and interpretation. The data 

analysis, presentation and interpretation were conducted in line with the research 

objectives. The results presentation is organized based on the specific objectives of 

the study. Descriptive analysis employed includes frequencies, percentages, and mean 

scores. In addition, inferential analysis involving multiple regressions conducted to 

complement the descriptive results. The next chapter presents the discussions of 

findings, conclusion, and recommendations 

CHAPTER FIVE  

DISCUSSION, CONCLUSIONS AND RECOMMENDATIONS 

Introduction 

This chapter provides a summary of the study, including findings, conclusions, 

recommendations, and suggestions for further research. It discusses the implications 

of the findings, establishes a connection to the relevant literature, and provides 

empirically conclusions and recommendations for further studies, research limitations, 

the proposal of similar studies, and the growth of the uses and gratification approach 

theory. 

This study examined a uses and gratification approach to the usage of social media at 

KEPHIs as a part of the public relations management. The study examined KEPHI’s 

use of social media in dissemination agricultural content and engagement. It also 

investigated the gratification obtained by farmers using social media tools put in place 

by KEPHIs for sharing agricultural content, undertaking farmer trainings as well 
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feedback and engagements. In addition, the research investigated the motive of using 

social media for public relations Management at KEPHIs. 

Discussions of Key Findings 

Social Media tools Adopted by KEPHIs for Public relationship management 

by KEPHIs 

Facebook and Twitter were the most often used social media tools by KEPHIs to 

distribute agricultural information to farmers, although others were used albeit less 

frequently. It was discovered that KEPHIs employs the two channels are considered 

as its primary social media platforms because they are the most often used by its 

audiences, therefore allowing the organization to reach a large number of audiences. 

This is as brought out through the theory underpinning this study which provides that 

media use is goal directed whereby the use of social media is employed to meet 

specific requirements which in the current study is to promote public relations 

management. In the view of a study undertaken by Wamuyu and Ireri (2019), on the 

use of social media by Kenyans, 88.6% of Kenyans are using Facebook while 88.5% 

of the Kenyan population uses twitter as such it is vital for KEPHIs among other 

organizations to continue using such social media platforms for public relations 

management since social media has become one stop shop for easily sharing 

information, giving feedback as well as meeting informational needs of the target 

audience.  

The study findings established that because of availability of Facebook and Twitter, 

which famers in most handsets easily operate with data connectivity also added to the 

reason why KEPHIs opted use of such social media tools for information sharing. 

Facebook and Twitter's capacity to filter information, allowing users to modify their 

settings to get only the most relevant content. From the literature review, an 

Daystar University Repository

Library Archives Copy



 

65 

 

investigation of the impact of social media on corporate organizations conducted by 

Ongaro (2012) determined that the adaptability of Facebook and Media has made it 

easier for the majority of firms to use social media. This is also reflected as key 

attribute of the public relations management in the conceptual framework of this study 

which highlights ease of access to information through given social media platform as 

one of the major reasons users will opt to adopt such a platform for use.  As such, it is 

worth to note that clear objectives and goals drive social media users to accept, 

appreciate and to support platforms that have value. They easily become champions 

of what meets their needs as put out in the theory underpinning this study as well in 

the findings documented by Mbugua (2012), regarding farmers’ preferences in the 

information pathways which brought out essential factors in the adoption and use of 

social media one of them being quality content. As such the study agrees with the fact 

that organizations using social media platforms for public relations management must 

then focus on the dissemination of quality content featuring facts and evidence as well 

clarity and precision.  

Correspondingly, other channels like YouTube are complicated and detailed for 

farmers’ case in point farmers indicated that to watch videos on them “needs high end 

3G enabled handset which is expensive thus the reason why not many people have 

subscribed to it.” This finding responds to the need of key and user-friendly processes 

as provided through the intervening variable in the current study, highlighting the 

need for organizational leadership and direction in adoption and user-friendly 

technological platforms that are less expensive to enable the publics to interact easily 

hence responding to the theoretical framework of the study where receivers choose 

the forms of media and media content that best suit their needs. This speaks to the 

decision making when it comes to adoption of social media platforms to be used for 
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public relations management. Organizations need to approach the adoption process 

from the user point of view as to give what is economically manageable without 

complications and easily interactable with what the user has at hand. The fact that 

handsets are easily affordable, must inform the leadership to appreciate platforms that 

are fit for those specific handsets owned by the publics  

KEPHIs continuously produces and avails content about farming on Facebook, more 

than any other social media channel, has made it easier for farmers to accept the use 

of Facebook. In accordance with Pulaj et al. (2015), the distinctiveness of an 

organization's service delivery is achieved by providing superior technologies and 

innovations to enable contact with their publics. 

 

 

 

Accessibility and Utilization of Agricultural Information from KEPHIs social media 

From the research findings, farmers rely fully on the use of social media pages 

to explore and seek diverse informational needs. As such as they have made it an 

effort for themselves to know how to operate and rely on social media for seeking 

information which makes it easy to access KEPHIs social media pages for their 

desired information without necessarily walking into KEPHIs physical offices for 

services. The fact that KEPHIs pages are continuously updated makes it easier for the 

farmers to get what they want. It then comes out clearly that since users of social 

media content are goal oriented, it is critical for the organizations to equip their team 

to remain at the top of the game. They must be much better than their audiences so 

that they are not challenged on the growing technologies. Staff must be trained more 

often than not, given high-end infrastructure to support social media engagements, 
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Organization must invest in the high-end internet so that it is easy to upload and share 

content including video content on time. Case in point if the organization is in the 

field of agriculture and they have employed communication and ICT specialized, the 

organization must then train such staff on the critical areas of agricultural content and 

be given an editorial team comprising of the experts in the field who can inform 

clarity and fact checking of the content before it is disseminated.    

One of the respondents noted that KEPHIs team is readily available and very 

responsive on social media especially on Facebook. They give feedback as requested 

and they go ahead to share more than what they are asked for regarding information 

making it a routine for farmers to frequently access the social media pages put in 

place by KEPHIs for utilization of the information. In the view of this findings, it is 

very clear that engagement of the publics on the social media platforms does not start 

and end with posting of the information alone. Organizations must put in place very 

critical structures to enhance a responsive model of engagement with the publics. 

They must go beyond to even predict new trends and projections in the field of 

knowledge to remain relevant and up to date.  

From the study, the fact that the KEPHIs management has employed strategic 

employees in communication and ICT departments to support dissemination of the 

information, it has made it easier for farmers to access and utilize information from 

the pages. The social media pages at KEPHIs have easily accessible interface that all 

farmers can explore, upload questions, share information, initiate discussions, and 

receive feedback motivates farmers to easily access the pages and utilize the 

information. The study findings challenge organizations to focus on provision of the 

right intervention from the organizational management and leadership, especially in 

the appreciation of the right technological use culture in the changing business 

Daystar University Repository

Library Archives Copy



 

68 

 

operational world. More importantly organizations must always remember the fact 

that users do not adhere to a single type of social media but rather use various 

communication platforms (QuanHaase et al., 2002) to fully explore and take 

advantage of the preferences of the users. This is as demonstrated that one sort of 

social media does not supplant another, but rather blends into a broader media mix 

that includes both online and offline contact hence taking advantage of the fact that 

KEPHIs continuously empowers staff to serve the publics on both Facebook and 

Twitter hence promoting public relations and making it easier for the organization to 

engage its publics.  

One of the key informants who is also a private trainer of different groups of farmers 

in Njoro Nakuru county recorded that while preparing training information and 

materials for his teaching lessons, focuses on social media content provided by 

KEPHIs on social media to compare. He further noted that in his training lessons of 

agricultural and farming information, a number of the trainees draw reference to 

KEPHIs pages while asking questions. They site examples of what KEPHIs posts on 

various topics and concerns including government policies related to farming, 

business, and trade information as well as credit facilities, which they access and 

follow while making various applications and submissions to meet their farming 

needs. This finding, as demonstrated through the theory of the study indicates that 

users do not adhere to a single type of informational access but rather use various 

communication platforms (QuanHaase et al., 2002). This tendency demonstrates that 

one sort of information does not supplant another, but rather blends into a broader 

media mix that includes both online and offline contact (Baym, Zhang & Lin, 2004). 

Also, users are more likely to embrace new technologies and incorporate them while 

seeking to meet their desires and gratification. What comes out clearly to be echoed in 
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the process of appreciating use of social media in the subject of public relations 

management is, therefore, the understanding of the fact that organizations will not 

avoid use of social media. This must become one of the strategic technological moves 

by the government of Kenya to make it easier for the accessibility and use of the right 

technology and innovations. Organizations need to deliberately invest in such 

technologies so that it becomes easier for the public to consume at favorable 

interventions  

The challenges associated with usage of social media for Public Relations 

Management by KEPHIs  

As established by the research findings, accessibility, and utilization of Information 

from KEPHIs social media sites by farmers is that it opens room for sabotage and 

misinformation caused by other farmers who are not informed and experts. One of the 

respondents noted that peer farmer posted wrong information about certain type of the 

fertilizers. The information spread across the social media and such that, under the 

theory of vicarious liability, companies are liable for the negligent acts or omissions 

of their customers that occur in the course of their job, even if they are unintentional. 

This is in response to the conclusion reached by Shirky (2008) in an examination of 

the challenges of social media usage. 

According to the findings established by the study, provide a place for unsatisfied 

farmers to criticize and complain about the organization, so generating a public 

perception of the organization that is beyond its control (Shirky, 2008). Also, one of 

the KEPHIs staff noted that some of the farmers who had not received the support 

they needed specially to do with being funded with fertilizers strongly commented on 

a post from KEPHIs on Facebook claiming that KEPHIs instead of using public funds 

to issue free fertilizers was using on other things yet KEPHIs was not involved with 
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fertilizers other than giving advice on the right fertilizer to be used. The said farmer 

influenced other farmers on Facebook to believe that it was true, yet it was false.  

Equally, the study found out that one of the biggest concerns regarding use of 

Facebook and twitter  for disseminating farming information and engagement of 

farmers on social media is that the quality of productivity may be affected 

compromised as farmers are not given real examples instead they are expected to 

observe and follow from online and implement in their farms as a result they may be 

required to spend too much time understanding the concept from online and without 

practically being shown by experts one on one. The findings respond to what   Ongaro 

(2010) established that “while social media became part of communication strategy at 

Safaricom, staff members were using most of their time doing their own work in the 

name of using social media to address public.” (p. 76) 

One member of the key management team at KEPHIs observed that there is a 

possibility that employees will use the internet and social media for non-work-related 

objectives. This is consistent with Ongaro's (2010) assertion that employees' use of 

social media platforms established for the organization's benefit for their personal 

social lives “has serious implications for the capacity and utilization of servers and 

networks, which become congested with multimedia content that is frequently 

unrelated to work.” 

According to Galbraith (2010), “social media platforms provide a central location 

where information is freely shared.” As a result, information about individual 

innovations and misinformation is accessible to all users without a gatekeeping 

function to evaluate the shared information for fact checking and credibility hence 

fulfilling the research objective regarding such challenges associated with usage of 

social media for Public Relations Management by KEPHIs.  
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The motive and gratification of using social media for Public Relations Management 

at KEPHIs 

As established from the findings of this study, the motive for using social media for 

public relations management at KEPHIs include technological advancement pressure 

forcing organizations to be up to date to be on the similar page with all other 

technological users in a   highly competition business environment. This is critical in 

decision making processes as brought out in the conceptual frame as one of the key 

intervening variables that it takes leadership processes to successfully appreciate and 

maintain technological changes. This is also supported through the study theory that 

due to the advanced technological consumption habits of users; the audience is more 

likely to initiate the mass communication process and "bend the media" to their needs 

than the media to dominate them. The study noted high technological advancement in 

the market which has been fueled by the consumers who are highly using such 

technologies as one of the key motives Hallier, (2008) hence finding the uses and 

gratification theory to be useful in this study.  

According to the findings, a few governments corporations value the use of social 

media just as much as their private counterparts, and organizations that offer similar 

services are working hard to stay ahead of the competition by introducing innovative 

services in order to remain relevant and the leaders of the sector. These procedures 

involve public pressure to meet their wants (De Pietro et al., 1990) when the uses and 

gratifications hypothesis is used. This is  in relation to “the theory underpinning this 

study whereby the audience is more likely to initiate the mass communication process 

and "bend the media" to their demands than the media is to dominate them, as only 

receivers choose the media forms and media content that best suit their needs” and as 

such, those media chosen when managed and adopted fully by the organizations, they 
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find a common window of opportunity to engage by making it easy for the access of 

information to offer feedback that meets their public’s needs. 

The study established that most farmers are online and actively uploading and sharing 

farming information to meet their needs from the feedback given by other online users 

and on the other hand most organizations have moved to only use of social media, and 

they are actively disclosing their information as well as responding to publics 

inquiries through social media. One respondent noted that they are actively following 

and relying on Digital farming TV programme which is livestreamed by KTN on 

Facebook. This explains why organizations are moving to use of social media 

platforms because it is where farmers are meeting their expectations and 

gratifications. March et al., (2010) sought “to find out how social media technologies 

can be used to promote public relations noted that availing information that can easily 

be accessed by the target audience influences their choices of using a particular 

platform hence the theory being relevant to the study” (Tushman & Nadler, 2013).  

In a similar vein, the study discovered that government corporations serving the entire 

nation without branches in various regions make every effort to develop new 

platforms, including “appreciating the use of social media tools like Facebook and 

Twitter where they can meet and serve their customers online without having to talk 

to them over the phone or in person as in the past, saving on both human and financial 

resources” hence meeting the expectations of their audience reach through such 

alternative innovative communication channels as Facebook and Twitter.  

Most of the respondents indicated that the fact that KEPHIs serves a diverse group of 

farmers across the country and yet without regional offices the publics comprising of 

farmers among other citizens find it unifying and being served to their satisfactorily 

through use of social media technology as it only costs KEPHIs an equipped social 
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media team and infrastructure to serve all the farmers at go without necessarily  

having to travel across the country selectively to serve the farmers and give them 

timely information for farming (Ongaro, 2008). 

The study also showed that for a social media strategy to be successful, the executive 

within the company must totally support the concept by being on the front lines and 

even actively using it. The research revealed that KEPHI's senior management 

encourages social media use by allocating funds for content promotion and boosting. 

In relation to the uses and gratification approach, leadership play a very key role 

towards sufficient implementation and delivery of customers desires and expectations 

(Boyd et al., 2007). To conclude on how the findings have supported attain research 

objective; the motive and gratification of using social media for Public Relations 

Management at KEPHIs, the findings have established the strategic reason why 

KEPHIs opted to use social media and the most critical one coming out that most 

users have adopted use of such platforms and so that is what they want to be given.  

Conclusion 

The study made the following conclusions:  

i. The use of social media especially Facebook and Twitter put in place by 

KEPHIs for dissemination of agricultural information to farmers and 

likeminded stakeholders was a strategic move that based on engagement with 

the farmers. The decision was informed with the fact that most farmers have 

already moved to the use of online platforms while seeking for information 

about what they want. Facebook and Twitter being the widely used platforms, 

they were reached upon to foster public relations management.  The use of 

social media has made it possible for the engagement of the public and 

farmers across the country receiving coordinated information from the 
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KEPHIs headquarters. The use of social media to foster public relations 

management makes public relations activities such as service charter 

delivery, stakeholder engagement and feedback more easily as such enabling 

the farmers to be met their satisfaction especially with informational needs. 

The supplementary facilities and infrastructure put in place by the top 

management including a more proactive staff capacity and training of the 

staff on technological and advanced use of social media as a tool for public 

relations motivates the public to rely on and strongly believe in the 

information shared through Facebook and Twitter hence giving them their 

desired  satisfaction as users on social media as they “continuously and easily 

engaged using social media especially Facebook and Twitter across the 

country. The same information published on social media is shared by the 

users at the same time which protects distortion of the information.”  

ii. There was a significant relationship between use of social media put in place 

by KEPHIs and public relations management informed by timely sharing of 

information, ability in clarification of farmers issues to their satisfaction 

through delivery of services, access to farmers concerns and questions at 

KEPHIs.  The use of social media; Twitter and Facebook for public relations 

management contributes positively and significantly to the satisfaction of the 

publics seeking for information for their consumption and problem solving 

hence since they have already adopted the use of such social media on their 

own hence making it possible for KEPHIs to promote public relations 

management through the similar platforms. 

iii. There was a strong self-drive motive by farmers and the ability to strongly 

manage social media pages with very minimal consultation including ability 
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to tag each other on the critical concerns, ability to re-share the information 

shared from the  peers, ability to drive their urgent online which has informed 

the decision by KEPHIs especially the leadership to foster  technological 

culture that is appreciated and supported by the farmers as well the top 

management and also concerned with quality of information given to meet 

the standards of the publics. This has greatly fostered the satisfaction and 

attainment of the motives of the users boosting the organizational public 

relations management. This follows the use of social media to share all the 

critical information about farming of avocado seedlings, among other crops 

including the market availability in China and other markets, fertilizers, 

weather seasons and patterns. The quick and responsive staff from KEPHIs 

giving facts and details met the desires of the users and the publics online. 

The organizational management of KEPHIs also noted that social media 

should be viewed as an essential component of an organization's integrated 

corporate communications strategy for public relations management and 

should not be taken lightly because it has significant effects on organizational 

public relations since information and content creation today is not just from 

the organization to the publics, but rather is two-way. 

iv. There was a strong organizational leadership and technological culture that is 

appreciated and supported by the top management and concerned about the 

equipping of the staff and employees for the use of social media to be able to 

meet the gratification of the users at and in return to promote organizational 

public relations management efforts.  This follows employment of well 

competent employees in the core departments that is communication and 

public relations management, ICT, and agricultural experts. Similarly, it 
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follows the frequent trainings and bench markings in the key departments to 

enhance the skills for online and internet use. From key informants’ the 

organizational management also observed that social media should be 

regarded as an integral part of an organization’s integrated public relations 

management strategy and should not be taken lightly because it has huge 

impacts to the organizational public relations since today creation of 

information and content is not just from the organization to the publics, 

instead it is two ways. Further the top management observed that, the world 

is moving very fast due to internet and almost every part of the country has 

access to internet which informs every public with a basic handset to be 

online hence reducing the entire globe into a small village communication 

regardless the distance to be on a network for communication. This according 

to the management puts the organization into a critical position where 

everyone in the organization must be online and responsive hence enough 

reason for the management to promote the use of such social media platforms 

in order to be where their users are.  

v. There was a significant gratification sought from the usage of social media 

for access of information by the users. At the same time, KEPHIs realized 

their motive of using such social media platforms as a common window to 

engage and reach out to the wider audience across the country without 

overstraining their scarce resources but at the same time attaining their goal 

of promoting Public Relations Management. The use of social media 

especially as a user’s and gratification approach contribute positively and 

significantly to the performance of Public Relations Management at KEPHIs.  
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Recommendations 

From the conclusions, the following recommendations are suggested:  

i. Corporate organizations should be intentional in delivery of information for 

public consumption especially through social media pages to enhance public 

relations management efforts. As there exists several platforms offering 

similar information, organizations need to offer quality information, to 

undertake fact checking since social media possess a very high risk of mistrust 

and misinformation at the same time as the users understand which platforms 

to visit for their satisfaction. To ensure that they enjoy public relations and 

service delivery in the current technologically competitive environment, the 

public is being encouraged to utilize social media as a component of the 

communication plan. Organizations investing in the use of social media 

technology for public relations management with their audience should 

achieve this. It is also critical for the organizations to invest into research to 

understand the needs and the motives of their publics before starting to 

disseminate information and to use such platforms for public relations 

management as this can either improve their band visibility or completely 

damage it within a blink of an eye.  

ii. It is crystal clear that the use of internet has become a dominant force in our 

life today. People across the globe can connect and unite for a common goal 

across any given social media platform of their choice. Since the internet has 

become an enabler for people to connect with existing friends and new ones 

who share their interests and talk about the brands that they care about. As a 

result, the internet gives the public a window of opportunity as evident 

through the findings and literature review, publics connect to with their groups 
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through the said internet opportunities provided through social media 

platforms such as Facebook and Twitter.  The said opportunity, then gives the 

publics room to intensify their opinions on social media for even those who 

may not be keen to follow the discussion. Therefore, the widespread and the 

uncontrollable online sharing creates a huge problem for corporate public 

relations management that organizations such as KEPHIs need to investigate 

and build a strong online visibility to drive public relations. This can be 

informed by strong and targeted customer satisfaction surveys around the use 

and adoption of social media to build a beneficial relationship with all the 

publics while opening a window of opportunity to the corporate organizations 

to understand more about the character and behavior of their customers hence 

giving them an upper hand to handle them well while informing revision and 

adjustments of their communication and public relations strategies as per the 

needs of the clients hence remaining to be relevant and up to date since the 

adoption of advanced technologies such as digital communication and use of 

social media is the new normal and regardless it will keeping informing how 

corporates runs.  

iii. Corporate organizations must always remain to be very proactive and vibrant 

in appreciating and adopting effective new technologies such as social media 

as part of their public relations Management strategies not only for 

enhancement of service delivery but also for the main purpose of engaging 

with their publics for effective feedback and clarification of critical concerns.  

It goes without saying that publics have known what they want especially 

while taking advantage of the social media and internet to through their readily 

available handsets, they clearly understand how to visit various online sites 
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and find out what they want. This is a critical concern that organizations must 

be concerned they the modern communication is not just consumer based 

through dissemination of information instead it has revolutionized to give the 

users more room to speak their heart and to even drive conversations since the 

publics have already appreciated and learnt the art of appreciating some of the 

new technologies and they understand how to use. Most of them have got 

knowledge of how social media serves as corporate communications strategy 

and due to technological advancement of the usability of such tools, it is 

important for organizations to have their core department handling social 

media usage trained from time to time to be up to the speed and technological 

measures in handling organizational social media. Similarly, for organizations 

whose subject matter could be complex beyond what their communication and 

public relations management team can accommodate, then the leadership of 

the organization must focus and direct more resources on training their 

employees to enable them to understand better on the subject matter in order 

to avoid being challenged by their publics who may be more informed on such 

subject matters.  

iv. Organizational leadership plays a critical role as it plays the major intervening 

point to foster such advancements in their organizations.  To expound further, 

organizational leadership and culture are essential aspects that lead to a 

moderating effect on adoption of new technologies. As such, the study 

recommends the organizations to ensure a conducive environment; culture and 

leadership that ensure all their stakeholders remain motivated and focused, in 

order to nurture public relations and management while at the same time 

promoting delivery of service through such technologies since they are already 
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shaping communication flow. The leadership should also understand that 

social media adoption as a tool for public relations management in the 

organizations also need to address the whole question of governance which 

comes with the utilization and management of social media. More importantly, 

organizations must come up with stronger public relations management 

policies and strategies and entrust them with well-equipped staff so as to 

follow up with proper implementation and fully be entrusted with 

responsibilities for accountability. 

Recommendations for Further Research 

The researcher recommends that further studies should be done on the 

challenges of satisfying publics motive and expectations by corporate 

organizations while implementing social media as part of normal strategic 

platforms for public relations management and focus on the effect of those publics 

whose motives and expectations are not met through such platforms.  More 

inquiries to establish other organizational services and public relations 

enhancement variables such as upgrading technological platforms to respond to 

the needs of the publics who are already familiar with such effective platforms for 

access to information according to their motives and desired need to satisfy.  

Lastly the impact of Facebook and twitter as immediate platforms to satisfy 

the motive and desired goals of the users in relation to public relations 

management in the organizations should be studied. Future research is necessary 

to understand the dangers of social media and how to lessen their effects, 

especially when they come from the public because they are dissatisfied and have 

mixed objectives. 
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APPENDICES 

Appendix A: Research Questionnaire 

Dear respondent,  

My name is Ruth Kimosop a student at Daystar University currently pursuing a 

master’s degree in Corporate Communications. I am undertaking a Research on a 

Uses and Gratifications approach to the Usage of social media for Public Relations 

Management at KEPHIs. This questionnaire is for academic purposes ONLY. 

I kindly request you to assist me by completing the questionnaire provided. I promise 

that your responses will be treated as confidential and that the data will be used for the 

purpose of this research only. Please accept my invitation to participate in this 

research by sparing some time to fill the questionnaire. This questionnaire is 

administered for research purposes and any information provided will be used purely 

for academic purposes and will be treated with utmost confidentiality. 

Instructions:  

i. Please do not indicate your name.  

ii. Respond to each question correctly and honestly. Place a tick (√ ) where 

appropriate in the spaces provided. Remember, where applicable it is okay 

to tick more than one response as long as they apply. 

 

SECTION A: DEMOGRAPHICS 

1. What is your gender? 

a) Male                                  [ ] 

b) Female                                  [ ]  

2. What is your age?  

a) 18-25                                   [ ]  

b) 25-30                                     [ ]  

c) 30-35                                     [ ]  

d) 35-40                                     [ ]  

e) 40 and above                                      [ ]  

3. What is your highest level of Education? 

a) PhD level                            [ ]  
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b) Masters level                [ ]  

c) Degree level               [ ]  

d) Diploma level                [ ]  

e) Certificate Level                [ ]  

f) Secondary level    [ ] 

g)  Others (please specify) …………………………………………….  

 

SECTION B: FARMER INFORMATION NEEDS 

1. Have you used social media to search for agricultural information?  

a) Yes [] 

b) No []  

2. Have you accessed KEPHIs Facebook page for agricultural extension services? 

a) Yes   [] 

b) No   []  

 

3. Please indicate the frequency with which each type of information need applies to 

you on the scale of 1-5, where 1= Not at All, 2= Occasionally, 3= Sometimes, 4= 

Fairly Often and 5= Frequently  

 1 2 3 4 5 

Technological information      

Educational & training information      

Business and trade information      

Government agricultural policies and plans      

Weather condition and Environmental information      

Variety of seeds      

Agrochemicals      

Credit facilities, source, terms & conditions      

Market trend, price, and stock available      

 

SECTION C: FARMER INFORMATION SEEKING BEHAVIOUR FROM KEPHIs 

1. Where do you get your agricultural information from? Tick where appropriate  

a) Extension Services  [ ] 

b) Television   [ ] 

c) Radio    [ ] 

d) Newspapers   [ ] 

e) The Internet   [ ] 
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f) Other Farmers   [ ] 

g) Others (please specify) 

……………………………………………………………………………… 

2. Which of the following social media tools do you use to obtain agricultural 

information from KEPHIs? 

a) Linkedin  [ ]  

b) Facebook  [ ] 

c) Twitter  [ ] 

d) Google [ ]  

e) Others (please specify) 

…………………………………………………………………………………  

3. Below is a list of possible farmer information seeking behavior. Kindly indicate 

your level of agreement with each item as it applies to you. Use a scale of 1-5 

where 1= strongly disagree, 2= disagree, 3= moderately agree, 4= agree and 5= 

strongly agree.  

 1 2 3 4 5 

I compare information from different sources besides 

KEPHIs sites 

     

I get as much information as possible before making. 

Decision from KEPHIs social networking sites  

     

It is hard to decide which information to trust       

It is hard to decide which information to trust      

I feel confused by information available      

I feel it takes time to search for information      

It is beneficial to search for information      

 

SECTION D: ACCESSIBILITY AND UTILIZATION OF AGRICULTURAL 

INFORMATION FROM SOCIAL MEDIA  

1. How often do you access your social networking accounts? Tick where 

appropriate 

 Hourly Daily Weekly Monthly Never 

LinkedIn       

FaceBook       
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Twitter       

WhatsApp      

YouTube       

Others       

 

2. How often do you use social media accounts to obtain agricultural information? 

Please explain 

  

3. Do you post queries on KEPHIs social media platforms regarding the Information 

given?  

a) Yes   [ ]  

b) No     [ ]  

4. Do you contribute to discussions on social media?  

a) Yes   [ ]  

b) No     [ ]  

………………………………………………………………………………… 

5. Do you prefer obtaining your agricultural information from social media over other 

channels from KEPHIs?  

a) Yes [ ] 

b) No   [ ]  

6. If Yes why? 

…..………………………………………………………………………………… 

 7. What challenges do you encounter when trying to obtain information from 

KEPHIs social media? 

………………………………………………………………………………………

………………………………………………………………………………………

……      
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Appendix B: Interview Guide 

1. Do farmers require agricultural information through social media? 

2. What is the main gratification of using social media at KEPHIs as an official 

social networking channel for public relations management? 

3. What is the satisfaction in the use of social media by KEPHIs staff members 

as part of public relations? 

4. What are the challenges associated with use of social media (Facebook and 

SMS) for sharing Agricultural information with farmers by KEPHIs? 

5. Does lack of information through social media hinder public relations 

management with farmers? 

6. In your own opinion can   corporate organizations fully rely on the use of 

social media for public relations management. 
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Appendix C: Research Permit  
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Appendix D: Introductory Letter  
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Appendix E: Ethical Clearance  
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Appendix F: Interview Consent Form 

 

Dear respondent,  

My name is Ruth Kimosop a student at Daystar University currently pursuing a 

master’s degree in Corporate Communications. I am undertaking a Research on a 

Uses and Gratifications approach to the Usage of social media for Public Relations 

Management at KEPHIs. This questionnaire is for academic purposes ONLY. 

I invite you to participate in a research study that I am currently undertaking for 

academic purposes Only. The purpose of the study is to examine a uses and 

gratification approach to the usage of social media use (Facebook and Twitter) for 

Public Relations Management at KEPHIS. 

If you agree to participate, I would like you to participate in an interview by 

responding to a questionnaire and being part of key informants when required.  You 

are free to seek clarity on any question that you may not understand. It will take 

approximately 1 hour to complete the interview. 

One aspect of this study involves collecting all the questionnaires after they are fully 

filled for data analysis purposes. Your participation in this study will be confidential. 

Your responses will not be linked to any information that could identify you directly. 

The research findings may be published, presented publicly, or used in future 

research. Such publications or presentations may quote you directly, but you will not 

be identified. Taking part in this research study is completely voluntary. If you do not 

wish to participate in this study, you can decline to participate. 

If you have questions about the rights of research subjects, please contact Ruth 

Kimosop  (jk.ruth@yahoo.com,). 

 

Thank you very much for your consideration of this research study. 

 

Interviewee: 

Name: _______________Signature: _____________________Date__ 
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