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ABSTRACT
The proliferation of social media has significantly transformed the dissemination of agricultural information, offering a dynamic platform for knowledge exchange among farmers, researchers, and agricultural stakeholders. This abstract examines the profound effects of social media on the spread of agricultural information, emphasizing accessibility, engagement, innovation, and community building. Social media platforms such as Facebook, Twitter, YouTube, and WhatsApp have democratized access to agricultural information. Farmers, particularly in remote or underserved regions, can now obtain timely and relevant information on best practices, weather forecasts, pest management, and market trends. This accessibility helps bridge the information gap, fostering more informed decision-making and enhancing agricultural productivity. Engagement through social media allows for real-time communication and feedback. Agricultural experts and extension services can share updates, answer queries, and provide advice instantly, reducing the lag traditionally associated with information dissemination. Interactive content, including videos, live Q&A sessions, and infographics, enhances comprehension and retention of complex agricultural concepts. Innovation in agricultural practices is spurred by the collaborative nature of social media. Farmers and researchers can share experimental results, new techniques, and success stories, promoting the rapid adoption of innovations. Social media also facilitates the formation of virtual communities where members can collaborate on solving common challenges, leading to a more resilient agricultural sector. In conclusion, social media has emerged as a powerful tool in the dissemination of agricultural information, enhancing accessibility, engagement, innovation, and community building. As the agricultural sector continues to face complex challenges, the role of social media in fostering knowledge exchange and collaboration is likely to grow, contributing to more sustainable and productive farming practices worldwide.
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CHAPTER ONE
INTRODUCTION
1.1  BACK GROUND TO THE STUDY
    Social media can be broadly defined as the set of interactive applications that facilitate (collaborative or individual) creation, curation and sharing of user generated content. Examples of social media platform are numerous and varied they include facebook, friendster, Wikipedia, dating sites, cartalist, recipe sharing sites (eg all recipes.com)YouTube and Instagram. Social media platforms all share the above mentioned characteristics but unique from one another in many respects. In particular platforms often vary in their architectures, structures, norms, and user bases.
     In working to differentiate between different kinds of social media platforms, scholars distinguish and label several subset of social media with a particular emphasis on social network sites boyd and Ellison(2017) explicitly differentiate social network sites from social networking sites. They argue that social networking implies meeting new people and making new connections, which contrasts with actual user practice. Specifically, social network sites users practice. Specifically, social network site user tend to interact with existing rather than new social contracts. Examples of social media network site include Facebook, MySpace, YouTube, and Live journal.
      A second subcategory of social media consist of micro blogging sites. These allow user to distribute short messages to a board audience often through links and images. Such site have explicit limits on the number of characters or amount of content allowed per message. Twitter, the predominant micro blogging sites limit each message to 140 characters one Twitter video application, limit clips to 6 seconds.
       In addition to the label of social media the contemporary Internet characterized by interactivity and user generated content know as "web" communicators are combating this problem is using social media services.
       According to a 2010 few internet survey, more than half of the people who use social media sites and seek out news online say they reduce their news from people they follow online (Purcell et al 2016) of all Internet users, 28 percent receive their news via online social networking (Purcell et al, 2020)
        According to Brown and Adler (2018) for communication to be more effective, there needs to be interactivity among participant that allow them to ask question and converse with others where people feel like they belong in the conservation rather than receiving information (Food and Agriculture Organization 2016)•social media proves to be a for helpful tool for communicating with consumers who are unfamiliar with agriculture (Knutson, 2019).
    
1.2 STATEMENT OF RESEARCH PROBLEM
With fewer and fewer agricultural workers every year in kwara state, the agricultural literacy level of our nation suffers (Saunders, 2020). As Nigeria continue to move from rural to urban areas, their understanding of agriculture will steadily drop (Elliot, n.d.). To successfully communicate the many messages of agriculture to the public, agricultural communicators must not only distribute correct information, but they must also "agvocate", or advocate for agricultural purposes (AgChat Foundation, 2019).
	Agricultural communicators, including farmers and ranchers, use social media to combat the detrimental and costly actions carried out by anti-agriculture organizations. To successfully "agvocate", agriculturalists must first understand who is receiving the benefit of the information. The utilization of social media has altered the dynamics of how communicators, agricultural communicators included, connect with their audiences.
	Most Americans are several generations removed from the farm and do not understand how their food is produced (Barbassa, 2020). Therefore, an
understanding of who and what organizations American consumers rely on for agricultural information is imperative to the agricultural communications industry.
1.3 OBJECTIVES OF THE STUDY
	The main objectives of the study is to known the impact of social media on the spread of agricultural information among the farmers Ilorin-East kwara state.
i. To identify Ilorin-East Farmers background and professional experience related to agriculture. (
ii. To identify llorin-East Farmers perceptions of agricultural threats
iii. To determine where Ilorin East farmers receive agricultural news from and what other social media tools they use to keep up with agricultural news.

1.4 RESEARCH QUESTIONS
	For the purpose of carrying out this study effectively, the following research questions have been formulated to guide the study.
i. What are the Farmers background and professional experience related to agriculture in Ilorin cast?
ii. What are the perceptions of agricultural threats among Ilorin-East farmers?
iii. where do Ilorin-East farmers receive agricultural news, and which other social media tools
1.5 SIGNIFICANCE OF THE STUDY
	According to the farmers' perception, social media provided more authentic information about agricultural technology as compared to the other channels. As the results showed that almost 82% of the respondents were in favor of smart phones consumption for authentic information as compared to other channels.
1.6 SCOPE OF THE STUDY
	The scope of the study is to find out the impact of social media on the spread of agricultural information among Ilorin-East Farmers.
The research is going to use questionnaire which will be distributed to students and Students who will answer some questions pertaining to the topic and administration of the responses will be done.
1.7 DEFINITION OF TERMS
	Agricultural communications: "Encompasses all kinds of human communication in relation to agriculture, food, natural resources and rural interests" (Zumalt, n.d., p. 2).
AGRICULTURALIST: Someone concerned with the science or art of agriculture (Princeton University, 2011).
ADVOCACY: The act of advocating for agricultural purposes (Ag Chat Foundation, 2021). Blog "A type of website that is usually arranged in chronological order from the most recent 'post' (or entry) at the top of the main page to the older entries towards the bottom" (Rowse, 2016, p. 1). Computer-mediated communication.
(CMC): Communication that is carried out via computers (Nellis, 2020). CMC is a modern method of communication and can include e-mail, chat rooms, Twitter, etc.
CONSUMER: A person who uses economic goods and services (Consumer, 2021).
DIRECT MESSAGE: A private message sent via Twitter to a follower of the account it is sent from (Twitter, 2017a).
DISSEMINATE: To spread information (Disseminate, 2017).
HASHTAG: "A word with the # symbol in front of it, often used to define the topic of the Tweet and make the tweet easily searchable by other users" (Van Dalsem, 2017, p. 5).
MEDIUM: A channel of communication (Medium, 2017).
RSS FEED: A news feed service that allows Internet users to keep track of websites 1 when they are updated (similar to an electronic magazine subscription), also known as Really Simple Syndication ("What is RSS?", 2020).
SOCIAL NETWORK SITES: "Web-based services that allow individuals to (1) construct a public or semi-public profile within a bounded system, (2) articulate a list of other users with whom they share a connection, and (3) view and traverse their list of connections and those made by others within the system" (Boyd & Ellison, 2017, p. 1). Social network sites, social media services and social media can be used interchangeably.
TWEET (NOUN): A 140 character or less message that is posted to twitter (Twitter, 2018a).
TWEET (VERB): The act of posting a tweet to Twitter (Twitter, 2017a).
TWITTER: A social media website that allows users to exchange 140 characters of information (tweets) in real time (Twitter, 2017)
CHAPTER TWO
LITERATURE REVIEW
2.0 INTRODUCTION 
     The agricultural sector globally is embracing social media and utilizing it to promote knowledge within the industry as well as networking with other like minded agricultural professionals. The communities and relationships that agriculture is largely based on are further extended through social media channels and rural workers have begun to use social media to combat the feeling of isolation which arises due to the nature of their work.
     Social media has taken us back to the days of storytelling, where everyone in a group has the opportunity to add to the story or share another point of view. This is so because it taps and sharing information, providing entertainment and communicating. Information and communication technology (ICT) can provide information on agricultural extension with more precision, faster, relevant and higher quality.(Goyal,2015,kritiken 2019 and world Bank,2016).These technologies are reviving agricultural expansion and advisory services worldwide.(World Bank,2016).ICT based tools in agriculture vary from Web Portals, mobile telephone and hybrid project (ICT with traditional extension)(shant chandra et al,2013).Mass media including the interpret is now the second most important source of useful information for agricultural families.

2.1 CONCEPTUAL FRAMEWORK 
Concept of social media 
The concept of social media refers to online platforms and website that facilitate the creation,sharing, and exchanging of user-generated content, as well as the interaction and engagement of users in virtual communities. Social media platforms provide a space for individual, groups and organizations to connect, communicate, and share information in real time. The key element of the concept include:
1. Uses-generated content
1. Interactivity and Engagement
1. Virtual communities
1. Multimedia sharing
1. Real-Time communication
1. Profiles and personalization
1. Networking and connectivity
1. Information discovery
1. Business and security
1. Mobile Accessibility
Social media platforms are often accessible through mobile devices, contributing to the widespread adoption and usage. Mobile apps allow uses to stay connected on the go.
Popular social media platforms includes Facebook, Instagram, Twitter, LinkedIn, YouTube, Snapchat, and Tiktok, among others. The concept of social media has evolved rapidly, influencing communication patterns, information dissemination, and societal 
 dynamics. it continues to play a central role in shaping online interactions and the way people connect in the digital age.
 Types of Social Media 
        Social Media comes in various forms, each serving different purposes and catering to diverse users preferences. Here are some of the major types of social media.
SOCIAL NETWORKING SITES
 Examples: Facebook, LinkedIn, Twitter 
Purpose: Facilitates the building of online networks and connections, allowing users to connect with friends ,family, colleagues and others individuals with similar interests.
MICROBLOGGING PLATFORMS
Examples: Twitter, Tumblr 
Purpose: Enable users to share short form content, updates and messages with their followers. Micro blogging emphasizes brevity and real-time communication.
MEDIA SHARING NETWORKS
Examples: Instagram, Snapchat, YouTube 
Purpose: Focus on sharing multimedia content, including photos, videos and live streams. users can engage with visual content and express themselves creatively.
PROFESSIONAL NETWORKS
Examples: LinkedIn 
 Purpose: Designed for professionals networking and career development. user can showcase their professional profiles, connect with colleagues and explore job opportunities.
DISCUSSION FORUMS AND COMMUNITIES
 Examples: Reddit, Quota
 Purpose: Provide platforms for users to engage in discussion, ask question and share knowledge on various topics. content is often user-generated and community driven.
 BLOGGING PLATFORMS
 Examples: Word press, medium, Blogger
 Purpose: Allow users to crate and share longer form content, including articles blog posts and easgags. Blogging platforms cater to individuals, organizations and content creators.
 SOCIAL BOOKMARKING SITES
 Examples: Pinterest, Filp board 
  Purpose: Focus on organizing and sharing web content. users can curate collection of images,   articles and links that interest them and share these collections with others.


  LOCATION-BASED SOCIAL NETWORKS
  Examples: Foursquare swarm 
  Purpose: Emphasize location sharing and retagging. Users can check in at physical locations, discover nearby places and share their experiences based on their location.
 DATING APPS AND SITES
 Examples: Tinder ,Bumble, okcupid
  Purpose: Content individuals based on personal preferences and interests with a focus on romantic or social relationships.
 GAMING PLATFORMS AND COMMUNITIES
  Examples: Twitch, Discord 
  Purpose: Cater to gamers and gaming enthusiasts. users can lives stream games play, interact with other gamers and join gaming communities.
 VIRTUAL REALITY (UR) AND AUGMENTED REALITY (AR)PLATFORMS
  Examples: Facebook, Horizon, Snapchat AR .
  Purpose: Explore immersive and interactive experiences using UR and AR technologies. Users
can engage with virtual environments and content.
  
EPHEMERAL CONTENT PLATFORMS
 Examples: Snapchat, Instagram stories 
 Purpose: Feature content that is temporary and disappears after a set period.
 Ephemeral content encourages real-time sharing and spontaneously.
These categories often overlap and users may engage multiple types of social media platforms depending on their interests and communication preferences. The social media landscape continues to evolve, with new platforms emerging and existing ones adopting to changing user behaviors and technologies advancements.


FUNCTIONS OF SOCIAL MEDIA
        Social media serves a variety of functions, providing users with platforms for communication, connection and information sharing. Here are some key function of social media  
i. Communication and interactions
ii. Information sharing 
iii. Content creation and sharing 
iv. Networking 
v. Community Building 
vi. Brand promotion and marketing 
vii.  Customer Engagement 
viii. Education and information discovery
ix. Entertainment 
x. Political and Social Activism
xi. Event promotion and coordination 
xii. Market place and E- commerce 
xiii.  Crisis communication 
xiv.  Personal Branding 
xv.  Research and Trend analysis 
          Researchers and businesses use social media data for tend analysis and market research. Insight from users interactions helps understand public sentiments and preferences.
        The functions of social media are diverse reflecting its dynamic nature and adaptability to various users needs and interest. Users can engage with the social media in multiple ways, depending on their goals and preferences.



CONCEPT OF AGRICULTURAL 
The concept of agricultural refers to the practice of cultivating the soil, growing crops and raising livestock for food, medicine, plants and other product used to sustain and enhance human life. Agriculture is a critical and foundational human activity that has evolved over millennia, playing a crucial role in the development and sustainability of civilizations. The key element of the concept includes;
· Cultivating of crops: agricultural involves the intentional cultivation of crops such as cereals, fruits, vegetables and cash crops.
· Livestock farming: livestock farming is an integral part of agriculture involving the breeding and raising of animals for various purposes.
· Agro forestry: Agro forestry combines agriculture practices with the cultivation of trees and shrubs.
· Aquaculture: Aquaculture involves the cultivation of aquatic organisms, such as fish, shellfish and seaweed in controlled environments.
·  Sustainable agriculture: Sustainable agriculture focuses on practices that are environmentally friendly, socially responsible and economically viable.
·  Precision agriculture: precision agriculture utilizes technology, data and precision tools to optimize farm management practices.
·  Organic farming: Organic farming avoids the use of synthetic pesticides fertilizer and genetically modified organisms.
· Subsistence agriculture: subsistence agriculture is practiced primarily to meet the basic needs of the farmers and their family.
· Commercial agriculture: commercial agriculture is focused on producing crops or raising livestock for sale in the market.
· Biotechnology in agriculture: Biotechnology is applied to agriculture to improve crop yield, resistance to pests and diseases and overall plant characteristics.
· Farm management: farm management involves planting, organizing and controlling agricultural activities to maximize efficiency and productivity.
· Global agriculture systems: agriculture is practiced on a global scale with various regions specializing in different crops and farming methods.
Agriculture has undergone significant transformations throughout history from traditional farming methods to modern technology driven practices. it play a pivotal role in food security, economic development and the sustainability of ecosystems worldwide. The concept of agriculture encompasses a wide range of practices and approaches, reflecting the diversity of human interactions with the land and natural resources. 
USES OF SOCIAL MEDIA IN AGRICULTURAL EXTENSION AS DISCUSSED BY ( SANAVANAN ET AL ,2015)
· Highly cost effective 
· Simultaneously reaches large numbers of clients 
· Location and client and discussion among community members 
· Users generated content and discussion among communities members 
· Easily Accessible from mobile phones 
· Increases the internet presence of extension organizations and their clients reach .
· The democratization of information by making it accessible to all
· Brings all stakeholders into single platform 
· Can measure reach and success by tracking the number of visitors, friends, followers mentions, feedback‘ likes‘ conversations index and number of shares .

  ROLE OF SOCIAL MEDIA IN AGRICULTURE 
        Social media refers to internet based applications that allow the creation and exchange of user generated content. The value of social media is that it blends technology and social interaction. Social media is a culture changer ,not a fad .In on era of 500 million Facebook users,50 million tweets,450 million mobile internet users, and 68 million bloggers Society has shifted. Traditionally agricultural information exchanges was dominated by industrial media such as newspapers, television, and magazines. In recent years however, technology awareness and computer, literacy have increased across all demographics.
     Various forms of social media are being more and more by people looking for news, education and other information related to agriculture. If you have a one-on-one conversation about an issue, only the person you are talking to benefit from the information you deliver. But if you share that information using social media, there is the potential to reach millions of other groupers. Social media also provides growers with same questions or facing similar problems. So obstacles like physical distance and isolation are issues of the post. Agriculture and social media fit together.
  Social media is the platform of engagement and agriculture is the content. social media gives farmers and rural businesses a voice and provides invaluable networking opportunities for continuous two-way communication. Be sure you are taking advantages of all the opportunities social media offers.
    In the global context, the agricultural sector is using social media to promote relevant information and knowledge within the industry and to network with the other like-minded agricultural professionals.
     Social media channels enhanced and strengthened the relationships of Agri-based communities and helped rural workers combat the segregation created by their work. it has crossed geographical boundaries there by connecting the peasants communities to mutual interests.
    So far, blogs have a large presence covering topics on agriculture animal husbandry, health, education and other topics of general interest. social media as Facebook, Twitter, YouTube, and blogs are emerging as on appropriate platforms to share information and create awareness among various stakeholders to generate and shape and content of the event.
     These media complement traditional media as a viable source of information and facilitate the marketing of agricultural products using products, links and videos. They provide opportunities for users to share and exchange information and to discuss burning issues in agriculture based on their knowledge and experience and to formulate effective solutions to such problems. Thus marketing and building network we do.

SOCIAL MEDIA TOOLS COMMONLY USED IN AGRICULTURE EXTENSION 
      The use of social media in agriculture sector and expansion has gained momentum in recent times with only popular platforms such as Facebook, Twitter, and YouTube being used for agriculture and extension related works. WhatsApp is another major platform used by extension professionals to communicate with peer or client farmers but as communication (individuals and groups) is personal more information is available about groups other than being referred to by media. The various social media tools popular these days are listed below
       FACEBOOK 
           Facebook is the most used social media platform in the world, with more than 1.89 billion monthly active users on its site (we are social,2017).Add this mean a huge potential for extension professionals. Some examples where Facebook is being used as an extension tool by individuals, professionals networks and extension organizations.
     TWITTER 
         Microblogging site Twitter is one of the most popular social media platforms globally with more than 300 million users. In a social context, it has been one of the major catalyst used for creating public opinions and for organizing people into groups. In agriculture too, it is one of the most used platforms.
      YOUTUBE 
            YouTube it is the video-sharing platform with a mission to give everyone a voice and show them. The world and is based on four values. Freedom of expression, freedom of information, freedom of belonging. Users can upload and watch the videos and there is provision for sharing and commenting on videos with additional facilities for the subscription of other users.
       BLOGS 
          Blogs contain detailed information on specific topics. They create and facilitate on in-depth discussions on any issues through comments from the readers with increased popularity, many blog competitions are also organized worldwide for rural youth to encourage them to start a discussion about farming.
        Even organizing like world Bank, food and agriculture organizations (FAO)and intentional food policy research institutes (IFRI)have their blogs not just to discuss issues but announce their new publications like policy papers, working papers and reports and soon, communicate summaries of important publications and to increase awareness and discussion on important issues related to agriculture and rural development.
       WHATSAPP 
              A messenger app for smartphones. it is an internet based messaging platform that supports text, audio, video, pdf, and various other forms of files. Real-time video chatting has also been integrated recently making it more popular among users. Currently there are more than one billion users of the app in 180 countries. Through initially used for personal messaging it is gaining more popularity among agricultural professionals and practitioners to share information which is aided by the group messaging feature.
 ROLES OF SOCIAL MEDIA IN FARMING 
     In the global context, the agricultural sector is using social media to promote relevant information and knowledge within the industry and to network with other like minded agricultural professionals. Social media channels enhanced and strengthened the relationship of Agro-based communities and helped rural workers combat the segregation created by their work. It has crossed geographical boundaries, there by connecting the peasants communities to mutual interests.
     So far, blogs have a large presence covering topics on agriculture, animal husbandry, health education and other topics of general interest. Social media such as Facebook, Twitter, YouTube, and blogs are emerging as in appropriate platform to share information and create information and create awareness among various stakeholders to generate and shape the content of the event.
2.2 THEORETICAL FRAMEWORK 
            The study will be propounded by the Agenda setting theory and the social Responsibility theory 
AGENDA SETTING THEORY 
   Cited by (2hu&blood,1997)Mc combs and Shaw (1972) posit that agenda setting is the process whereby the news media lead the public in  assigning relative importance to various public issues. In this situation the media agenda theory influenced the public agenda not by saying “this issue is important “in an ovary way but “ by giving more space and time.
    In relation to this study, it is very clear that this theory is very relevant undoubtedly re-productive has always been a major issue in developing countries. Therefore, such and issues could equally be set /as a top agenda from the media to the general populace. more space and time can be allocated to issues related to reproductive. it is scourge, it , and prevention, information, communication and education (ICE) on the scourge of reproductive can be taken as a top agenda by radio stations (as have be various done by many radio stations)and through interpersonal communication thereby promoting and contributing immensely in the prevention and reduction of the parasite in the proposed community.
    This theory refers to how the media’s new coverage determines which issues become the focus of public attention. First introduced in 1972 by college professors, Maxwell mccombs and Donald’s Shaw. They found in surveying North colonial votes during the 1968 U.S .Presidential election that what people thought were the most important issues were what the mass media reported as the most critical.
     Thus, agenda setting theory was born built on the nation that the mass sets the agenda for what people should care about. The agenda setting theory rests on two basic assumptions.
    The first is that the media filters and shapes what we see rather than just reflecting stories to the audience. An example of this is seeing a sensational or scandalous story at a top of a broadcast as opposed to a story that happened more recently or one that affect more people, such as an approaching storm or legislative tax reform.
    The second assumption is that the more attention the media gives to an issue, the more likely the public will consider that issue to be the more many important. another way to look feels about a story or issues, but are giving us certain stories or issues that people should think more about.
     There is psychological and scientific merit to the agenda setting theory. The more a story is published in the mass media the more it becomes prominently stored in individuals memories when they are asked to recall it, even if it doesn’t specifically affect them or register as a prominent issue in their minds.
      Agenda setting theory is used in a political ad, campaign, business news PR(Public Relation) etc. The main concept associated with the theory is gate keeping. Editors are the main gatekeepers of media itself. The news media decides “what “ events to broadcast and show through the media “gate “on the basic of “newsworthiness “.
       The history of study of agenda setting can be traced to the first chapter of waiter Lippmann’s 1922 book ,public opinion. In the chapter “The world outside and the pictures in our Heads” Lippmann argues that the mass media are the principal connection between events in the world and the image in the minds of the public. Without using the “agenda setting “,waiter Lippmann was writing about what we call “agenda setting “.Following Lippmann in 1963 Bernard cohen observed that the press” may not be successful much of the time in telling people what to think, but it is stunningly successful in telling its readers what to think about. The world will look different to different people,” cohen continues," depending on the map that is drawn for them by writers, editors and publishers of the paper they read.”As early as 1960’s cohen had expressed the idea that latter led to formalization of agenda setting influence fend to those that involve conflict, terrorism, crime and drug issues within the United States. Those that don’t include or involve the United States and politics negatively with public opinion. In turn there is less concern.
     Although maxwell mccombs already had some interest in the field, he was exposed to cohen’s work while serving as a faculty members at UCLA and it was cohen’s work that heavily influenced him and later Donald Shaw. The concept of agenda setting was launched by mccombs and Shaw during the 1968 presidential election in chapel Hill, North Carolina. They examined Lippmann’s ideas of construction of the pictures in our head by comparing the issues on the media agenda with key issues on the undecided voters agenda. They found evidence of agenda setting by identifying that salience of the news agenda is highly correlated to the voters agenda. Mccombs and Shaw were the first to provide the field of communication with empirical evidence that demonstrated the power of Mass Media and its influence on the public agenda. The empirical evidence also earned this theory its credibility amongst other social scientific theories.
    A relatively unknown scholar named Gray funk houses performed a study highly similar to mccombs and shaw’s around the same academic conferences. Funhouse's article was published later than mccombs and Shaw’s and funk houses doesn’t receive as much credit as mccombs and Shaw for discovering agenda setting. According to ever it Rogers, there are two main reason for this first, funk houses didn’t formally name the theory. second funk houses didn’t pursue his research much past the initial article. Rogers also suggests that funk houses was geographically isolated at Stanford cut off from interested researchers where as mccombs and Shaw had got other people interested in agenda setting research.
DIFFUSION OF INNOVATION THEORY
        The diffusion of innovation theory is a theory of how, why and at what new ideas, technology spread through cultures. Findings, show that this theory was first studied by the French sociologist Gabriel Trad (1890).German and French anthropologists Fredrick Ritzy and Leo Frobenius. However the theory was popularized in the 1962 by Everett Rogers in his book” Diffusion of innovation “who essentially describes the process by which 
 i. An innovation 
ii. Is communication through certain channels 
  iii. Overtime 
  iv. Among the members of a social system (Roger,2023,cited by m Bayo,jag and yesundi,2020).
    The diffusion of innovation theory analysis how the social members adopt the new innovative ideas and how they made the decision towards it. Both mass-media and interpersonal communication channels is involved in the diffusion process. The theory heavily relies on Human capital.
    According to the theory, innovations should be widely adopted in order to attain development and sustainability. In real life situations the adaptability of the culture played a very relevant role where ever the theory was applied. Rogers proposed four elements of diffusion of innovations .They are  four element of diffusion of innovation.

i. INNOVATIONS: An idea practice or object perceived as new by an individual. it can also be an impulse to do something new or being some social change.
ii. COMMUNICATION CHANNEL: The communication channels take the message from one individual to another. it is through the channel of communication. The innovations spread across the people. it can take any form like word of mouth, sms any sort of literary form etc
iii. TIME: It refers to the length of time which takes from the people to get adopted to the innovation in a society. It is the time people take to get used to new ideas. for example consider mobile phones it took a while to get spread among the people when it is introduced in the market.
iv. SOCIAL SYSTEMS: Interrelated network group joint  together to solve the problems for a common goal. social system refers to all kinds of components which construct the society like religion institution groups of people etc.
   Who made the decision to accept the innovation? Rogers says politically, social media are an excellent tool for mobilizing the masses for a participation in South Africa. People look for jobs and socialize on social media people use social media to voice the grievances and to share real-time happening (Lego’s & dual ,2020).social media platforms make access to information very cheap and faster and reach a large audience (Son deep et al 2023) 
  
     Social Media presents opportunities to extension officers include timely delivery of science driven information to farmers (kapusanski,2017),Television, Radio, newspapers field visits and farmers days are used in South Africa for agricultural information dissemination (Ani & Baba 2010) several challenges discourage the use of social media by extension officers and farmers (Lakshmi & Babu 2018) literacy, lack of awareness, expensive data costs, poor training, power outages, lack of authentic information and cyber security issues are some of the factors that hinder farmers from using social media for their business. However, farmers without relevant and updated information develop slowly, hindering productivity ( Malekani & mubofu 2020) farmers lose much of their produce without timely, relevant and updated information (malecani & mubofu 2020), Although there are existing means of information dissemination for both farmers and extension farmers, there is a need for alternative approaches to dissemination for both farmers and extension farmers, there is a need for alternative approach to disseminating factor information, like the adoption of social media as a tool ( mbagwu el al 2018)combination both traditional methods and social media for dissemination information will help extension officers and farmers, as they will save time when using social to disseminate information to many farmers in different areas simultaneously. Farmers will benefit from this practice by making informed decision, interacting with fellow farmers and as king extension officers questions regarding the daily challenges they encounter regarding their produce (ehander et al 2018) that in a social system there are three ways the decision are taken it’s suggested the three ways considering the ability of people to make decisions of their own and their ability to implement it voluntarily, the three way are as follows.
i. Optional: Individuals made a decision about the innovation in the social system by themselves.
ii. Collective: The decision made by all individuals in the social system 
iii. Authority: few individuals made the decision Fag or the entire social system
2.3 EMPIRICAL FRAMEWORK 
	Social media overcome geographical boundaries and create communities that share common interests. The user also seeks information from traditional social media platforms (Singh 2020) using social media platforms for networking between farmers reduces farmers. social isolation enabling them to meet and network with other farmers, agribusiness and consumers around the world. The biggest reason people stay active users of social media is Not because they feel secure and comfortable but because they appreciate the value or service that the media provides (Anderson 2019).These platforms can mobilize farmers to come together for a common cause and strengthen their relationship (Nwakwo & Benson 2021) in education, learners use social media to connect and keep each education, learners use social media to connect and keep each other updated on their lives.
	Apart from this social connection, they further used by educators to post the content covered in class to the learners (pandey & Dubey,2020)social media are used to create awareness share information, engage with the audience strengthen agricultural extension combat the feeling of isolation, overcome geographical barriers and create communities with the same interest and values. social media also helps extension officers stay updated on their lives. Farmers need information about weather, pests, disease, market and upcoming events in the agricultural sector.
         

CHAPTER THREE
RESEARCH METHODOLOGY
3.0 INTRODUCTION
     Research methodology explains the process involved in collecting analyzing and interpreting used in carrying out the research. It is the result of data collected form primary and secondary source.
3.1 RESEARCH DESIGN
      According to creswell and creswell (2022)Research design refers to the overall plan or blueprint for conducting a research study, including the method and procedures for collecting and analyzing data as well as the strategies for controlling extraneous variables and ensuring the validity and reliability of the findings.
     Descriptive survey research can be defined as the one which studies and describe the data. The design also has advantages in that a great deal information concerning their opinion on the research problem can be collected
      Additionally, the design is economical when compared with expensive field experiment. The researchers, therefore decided to use the design because its information is accurate.
3.2 POPULATION OF THE STUDY 
       According to kumar (2022) "population of the study refers to the entire group of individuals cases, or elements that the researcher is interested in understanding or describing and to which the researcher wants to generalize the findings. 
      Population as the mean of identifying characteristics which certain number of the universe have in common and which will identify each until being a number of a particular group. 
     This research work is to determine impact of social media on the spread of agricultural information among Ilorin East famers. 


 3.3 SAMPLE SIZE AND SAMPLING TECHNIQUES 
        According to saunders et al (2019) sample size refers to the  number of cases or participants selected from the population to participate in the research study 
      According to saunders et al (2019) sampling techniques are the method used to select a sample from the population, with the aim of  ensuring that sample is representative of the population. The researcher used purposive sampling, people in Ilorin East Kwara State in selecting 100 respondent out of the population, questionnaire were administered on those who make themselves available, this ensure hundred percent rate of return. 
 3.4 INSTRUMENTATION 
         According to creswel(2014) instrumentation refers to the process of developing, selecting, and testing the tools techniques and methods used to collect and measure data in a research study. The research instrument for this study was the questionnaire. The questionnaire contained 15 items which were used to elicit information from respondents. The questionnaire was divided into two sections A and B. Section A contained demographic information about the respondents, which put out on their age, gender, and qualifications. Section B was used to collect data to elicit response to research question about the research. 
      Since this study employed survey design, questionnaire were used to collect data in order to ensure that relevant literature were consulted before the instrument for data collection was constructed. 
 3.5 VALIDITY AND REALIBILITY OF THE INSTRUMENT 
         According to cooper and schinder (2018) validity of an instrument refers to the extent to which the instrument measure, and the extent to which the result obtained from the instrument are accurate and meaningful. 
        Readability of the instrument refers to the extent to which the instrument yield consistent and dependable result and the extent to which results are free from errors and bases. 
     Cooper and schinder (2018) emphasis that validity and reliability are essential characteristics of a good instrument and they are interconnected. A reliable instrument is one that yield consistent results while a valid instrument is one that measures what it is supposed to measure. 
3.6 METHOD OF ADMINISTRATION OF INSTRUMENT 
     According to sekaran and Bougle (2016) method of administration of an instrument refers to the procedures and techniques used to deliver the instrument to the respondents, collect the data and ensure that the data collection process is systematic, efficient and free from blast. 
    The instrument used in the study is questionnaire and it will be distributed through period visit and consultation we will consult various respondents at ilorin East. 
3.7 METHOD OF DATE ANALYSIS 
     According to Bryman and Bell (2015) method of data analysis refers to the systematic procedures and techniques used to examine, interpret and draw conclusions from the collected data in order to answer the research questions or test the hypothesis. 
    To make the analysis of the media collection sample frequency court was used, the statistical computation was done manually. Furthermore, table as part of the research questions and each respondents were scared accounting to the basic of frequency distribution and sample percentage were corrupted from distributed.









CHAPTER FOUR
 DATA PRESENTATION AND ANALYSIS
4.0 INTRODUCTION
	This explains how data collected and all questions raised in the administered questionnaires are presented and analyzed. The data collected were arranged in tables to facilitate clear analysis. The simple percentage method was adopted to give a detailed analysis of data collected in order to understand the relevance of the answers received from the questions asked.
4.1 DATA PRESENTATION
	The result presented and discussed below is based on the analysis of the one hundred copies of the questionnaires completed and returned by the respondents. The number of the study also helped in quick analysis of the data collected. The analysis was done by treating each question based on the research question.
Table 4.1: Distribution of Respondents by Gender 
	Options
	Respondents
	Percentage

	Male
	49
	49%

	Female
	51
	51%

	Total
	100
	100%

	Source: Field work, 2025
The above table shows that the respondents of the gender distribution representing 49% were male while 51 respondents representing 51% were female.


Table 4.2: Distribution of Respondents by Age 
	Options
	Respondents
	Percentage

	18–25
	39
	39%

	26–35
	45
	45%

	36–45
	16
	16%

	Total
	100
	100%

	Source: Field Work, 2025
The above table shows that 39 respondents by age range representing 39% are age range of 18–25, 45 respondents representing 45% are 26–35, 16 respondents representing 16% are between 36–45. This shows that 26–35 has the highest respondents.


Table 4.3: Distribution of Respondents by Religion 
	Options
	Respondents
	Percentage

	Islam
	40.2
	40.2%

	Christianity
	59.8
	59.8%

	Traditional
	0
	0%

	Total
	100
	100%

	Source: Field Work, 2025

         The above table shows that 40.2 respondents representing 40.2% are Islam, 59..8 respondents representing 59.8% are Christianity while none chose Traditional. This shows that Christianity has the highest respondents.






Table 4.4: Distribution of Respondents by Marital Status 
	Options
	Respondents
	Percentage

	Single
	61.4
	61.4%

	Married
	37.6
	37.6%

	Divorced
	1
	1%

	Total
	100
	100%

	Source: Field Work, 2025
The above table shows that 61.4 respondents representing 61.4% are single, 37.6 respondents representing 37.6% are married while 1 respondent representing 1% is divorced.


Table 4.5: Distribution of Respondents by Occupation 
	Options
	Respondents
	Percentage

	Student
	60.8
	60.8%

	Civil Servant
	14.7
	14.7%

	Businessman
	24.5
	24.5%

	Total
	100
	100%

	Source: Field Work, 2025

The above table depicts the occupation of the respondents selected for this research where 60.8 respondents representing 60.8% are students, 14.7 respondents representing 14.7% are civil servants, while the remaining 24.5 respondents representing 24.5% are businessmen.



Table 4.6: I Have Background and Professional Experience Related to Agriculture 
	Responses
	Frequency
	Percentage

	Strongly Agree
	19.6
	19.6%

	Agree
	72.5
	72.5%

	Disagree
	0
	0%

	Strongly Disagree
	2.5
	2.5%

	Neutral
	5.4
	5.4%

	Total
	100
	100%

	Source: Researcher Survey, 2025

The above table shows that 19.6 respondents representing 19.6% chose Strongly Agree, 72.5 respondents representing 72.5% chose Agree, 2.5 respondents representing 2.5% chose Strongly Disagree, 5.4 respondents representing 5.4% of the respondents chose Neutral while none chose Disagree. This shows that most of the respondents have background and professional experience related to agriculture.


Table 4.7: Social Media Platforms Are an Effective Source of Agricultural Information 
	Responses
	Frequency
	Percentage

	Strongly Agree
	27.5
	27.5%

	Agree
	47.1
	47.1%

	Disagree
	7.8
	7.8%

	Strongly Disagree
	5.8
	5.8%

	Neutral
	11.8
	11.8%

	Total
	100
	100%

	Source: Researcher Survey, 2025
The above table shows that 27.5respondents representing 27.5% chose Strongly Agree, 47.1 respondents representing 47.1% chose Agree, 7.8 respondents representing 7.8% chose Disagree, 5.8 respondents representing 5.8% chose Strongly Disagree, and 11.8 respondents representing 11.8% of the respondents chose Neutral. This shows that most of respondents follow agricultural pages or groups on social media.


Table 4.8: The Use of Social Media Platforms Gives Access to Agricultural Information and Resources 
	Responses
	Frequency
	Percentage

	Strongly Agree
	25.5
	25.5%

	Agree
	57.8
	57.8%

	Disagree
	2
	2%

	Strongly Disagree
	3.9
	3.9%

	Neutral
	10.8
	10.8%

	Total
	100
	100%

	Source: Researcher Survey, 2025

The above table shows that 25.5 respondents representing 25.5% chose Strongly Agree, 57.8 respondents representing 57.8% chose Agree, 2 respondents representing 2% chose Disagree, 3.9 respondents representing 3.9% chose Strongly Disagree, and 10.8 respondents representing 10.8% of the respondents chose Neutral. This shows that most of respondents agree that the use of social media platforms gives access to agricultural information and resources.





Table 4.9: I Have Adopted New Agricultural Techniques or Methods Gained from Social Media 
	Responses
	Frequency
	Percentage

	Strongly Agree
	27.5
	27.5%

	Agree
	51
	51%

	Disagree
	3.8
	3.8%

	Strongly Disagree
	3
	3%

	Neutral
	14.7
	14.7%

	Total
	100
	100%

	Source: Researcher Survey, 2025

The above table shows that 27.5 respondents representing 27.5% chose Strongly Agree, 51 respondents representing 51% chose Agree, 4 respondents representing 3.8% chose Disagree, 3.8 respondents representing 3% chose Strongly Disagree, and 14.7 respondents representing 14.7% of the respondents chose Neutral. This shows that most of respondents have adopted new agricultural techniques or methods gained from social media.








Table 4.10: Social Media Helps in Connecting with Other Farmers and Experts for Advice and Information 
	Responses
	Frequency
	Percentage

	Strongly Agree
	24.5
	2.5%

	Agree
	50
	50%

	Disagree
	3.9
	3.9%

	Strongly Disagree
	6.9
	6.9%

	Neutral
	14.7
	14.7%

	Total
	100
	100%

	Source: Researcher Survey, 2025
The above table shows that 24.5 respondents representing 24.5% chose Strongly Agree, 50 respondents representing 50% chose Agree, 3.9 respondents representing 3.9% chose Disagree, 6.9 respondents representing 6.9% chose Strongly Disagree, and 14.7 respondents representing 14.7% of the respondents chose Neutral. This shows that most of respondents agree that social media helps in connecting with other farmers and experts for advice and information.


Table 4.11: I Trust the Agricultural Information Shared on Social Media 
	Responses
	Frequency
	Percentage

	Strongly Agree
	16.7
	16.7%

	Agree
	56.9
	56.9%

	Disagree
	3.8
	3.8%

	Strongly Disagree
	6.9
	6.9%

	Neutral
	15.7
	15.7%

	Total
	100
	100%

	Source: Researcher Survey, 2025
The above table shows that 16.7 respondents representing 16.7% chose Strongly Agree, 56.9 respondents representing 56.9% chose Agree, 3.8 respondents representing 3.8% chose Disagree, 6.9 respondents representing 6.9% chose Strongly Disagree, and 15.7 respondents representing 15.7% of the respondents chose Neutral. This shows that most of respondents trust the agricultural information shared on social media.



Table 4.12: I Verify the Agricultural Information Received from Social Media Before Implementing It 
	Responses
	Frequency
	Percentage

	Strongly Agree
	29.4
	29.4%

	Agree
	43.1
	43.1%

	Disagree
	6.9
	6.9%

	Strongly Disagree
	4.9
	4.9%

	Neutral
	15.7
	15.7%

	Total
	100
	100%

	Source: Researcher Survey, 2025
The above table shows that 29.4 respondents representing 29.4% chose Strongly Agree, 43.1 respondents representing 43.1% chose Agree, 6.9 respondents representing 6.9% chose Disagree, 4.9 respondents representing 4.9% chose Strongly Disagree, and 15.7 respondents representing 15.7% of the respondents chose Neutral. This shows that most of respondents verify the agricultural information received from social media before implementing it.



Table 4.13: Social Media Has Improved My Access to Up-to-Date Agricultural Information 
	Responses
	Frequency
	Percentage

	Strongly Agree
	20.6
	20.6%

	Agree
	57.8
	57.8%

	Disagree
	10.8
	10.8%

	Strongly Disagree
	3
	3%

	Neutral
	7.8
	7.8%

	Total
	100
	100%

	Source: Researcher Survey, 2025
The above table shows that 20.6 respondents representing 20.6% chose Strongly Agree, 57.8 respondents representing 57.8% chose Agree, 10.8 respondents representing 10.8% chose Disagree, 3 respondents representing 3% chose Strongly Disagree, and 7.8 respondents representing 7.8% of the respondents chose Neutral. This shows that most of respondents agree that social media has improved their access to up-to-date agricultural information.


Table 4.14: I Believe Social Media Plays a Crucial Role in Sharing Agricultural Knowledge and Practices 
	Responses
	Frequency
	Percentage

	Strongly Agree
	23.5
	23.5%

	Agree
	54.9
	54.9%

	Disagree
	4.9
	4.9%

	Strongly Disagree
	4.9
	4.9%

	Neutral
	11.8
	11.8%

	Total
	100
	100%

	Source: Researcher Survey, 2025
The above table shows that 23.5 respondents representing 23.5% chose Strongly Agree, 54.9 respondents representing 54.9% chose Agree, 4.9 respondents representing 4.9% chose Disagree, 4.9 respondents representing 4.9% chose Strongly Disagree, and 11.8 respondents representing 11.8% of the respondents chose Neutral. This shows that most of respondents believe social media plays a crucial role in sharing agricultural knowledge and practices.




Table 4.15: Do You Use Social Media Platforms? 
	Responses
	Frequency
	Percentage

	Yes
	84.3
	84.3%

	No
	15.7
	15.7%

	Total
	100
	100%

	Source: Researcher Survey, 2025
The above table shows that 84 respondents representing 84% agree that they use social media platforms, while 16 respondents representing 16% don’t use platforms.



Table 4.16: Do You Often Come Across Agricultural Information on Social Media? 
	Responses
	Frequency
	Percentage

	Yes
	59.8
	59.8%

	No
	40.2
	40.2%

	Total
	100
	100%

	Source: Researcher Survey, 2025
The above table shows that 59.8 respondents representing 59.8% agree that they come across agricultural information on social media, while 40.2 respondents representing 40.2% don’t come across agricultural information on social media.





Table 4.17: Do You Find Social Media Platforms to Be an Effective Source of Agricultural Information? 
	Responses
	Frequency
	Percentage

	Yes
	66.7
	66.7%

	No
	33.3
	33.3%

	Total
	100
	100%

	Source: Researcher Survey, 2025
The above table shows that 66.7 respondents representing 66.7% agree that social media positively influenced their agricultural practices, while 33.3 respondents representing 33.3% don’t agree that social media positively influenced their agricultural practices.


Table 4.18: Do You Trust the Agricultural Information Shared on Social Media? 
	Responses
	Frequency
	Percentage

	Yes
	60.8
	60.8%

	No
	39.2
	39.2%

	Total
	100
	100%

	Source: Researcher Survey, 2025
The above table shows that 60.8 respondents representing 60.8% trust the agricultural information shared on social media, while 39.2 respondents representing 39.2% don’t trust the agricultural information shared on social media.







Table 4.19: Has Social Media Improved Your Access to Up-to-Date Agricultural Information? 
	Responses
	Frequency
	Percentage

	Yes
	71.6
	71.6%

	No
	28.4
	28.4%

	Total
	100
	100%

	Source: Researcher Survey, 2025
The above table shows that 71.6 respondents representing 71.6% agree that social media improved their access to up-to-date agricultural information, while 28.4 respondents representing 28.4% don’t agree that social media improved their access to up-to-date agricultural information.


Table 4.20: Do You Believe Social Media Plays a Crucial Role in Sharing Agricultural Knowledge and Practices? 
	Responses
	Frequency
	Percentage

	Yes
	72.5
	72.5%

	No
	27.5
	27.5%

	Total
	100
	100%

	source: Researcher Survey, 2025
The above table shows that 73 respondents representing 73% believe social media plays a crucial role in sharing agricultural knowledge and practices, while 27 respondents representing 27% don’t believe social media plays a crucial role in sharing agricultural knowledge and practices.







4.2 ANALYSIS OF RESEARCH QUESTIONS
Research Question 1:   Do farmers in Ilorin East make use of social media?
	The analysis in table 4.11 shows that 16.7 respondents representing 16.7% chose Strongly Agree, 56.9 respondents representing 56.9% chose Agree, 3.8respondents representing 3.8% chose Disagree, 6.9 respondents representing 6.9% chose Strongly Disagree, 15.7 respondents representing 15.7% chose Neutral. This shows that most of respondents follow the use of social media.

Research Question 2: What do they often use social media for?
	It was analyzed in table 4.8 that 25.5 respondents representing 25.5% chose Strongly Agree, 57.8 respondents representing 57.8% chose Agree, 2 respondents representing 2% chose Disagree, 3.9 respondents representing 3.9% chose Strongly Disagree, and 10.8 respondents representing 10.8% of the respondents chose Neutral. This shows that most of respondents agree that the use of social media gives access to agricultural information.

Research Question 3: Do farmers in Ilorin East share information on social media?
	It was analyzed in table 4.11 that 16.7 respondents representing 16.7% chose Strongly Agree, 56,9 respondents representing 56.9% chose Agree, 3.8 respondents representing 3.8% chose Disagree, 6.9 respondents representing 6.9% chose Strongly Disagree, 15.7 respondents representing 15.7% chose Neutral. This shows that most of respondents follow the use of social media.




Research Question 4: Have farmers ever benefited from the information they harvested from social media?
	It was analyzed in table 4.17 that 65.7 respondents representing 65.7% agree that social media positively influenced their agricultural practices, while 34.3 respondents representing 34.3% don’t agree that social media positively influenced their agricultural practices.
4.3   DISCUSSION OF FINDINGS
From the study, it was established that farmers required agricultural information to make the right decision. The study further revealed that farmers require adequate and reliable agricultural information. Furthermore, 80% of the respondents agreed that they seek information from different sources. In terms of literacy level, 85% of the respondents were well educated and hence are easier to educate other farmers. On the other hand, 15% of the respondents had educational background in agriculture which gave them more advantages than other farmers. 
In terms of quality of extension services, the study revealed that few extension officers were in place but they were not readily available to give farmers extension services due to the high demand of the extension services and the present restriction caused by coronavirus. This forced many farmers to seek alternative avenues like social media to get agricultural information. The study revealed that 85% of the respondents agreed that extension officers provide information to make the right decisions. The study further on smallholder includes enterprise selection, farm planning, market price information, and farm visits. 
A significant percentage of farmers in Ilorin East use social media platforms with WhatsApp and Facebook being the most popular. Social media platforms are used to share various types of agricultural information including best practices, market prices, and weather updates. Farmers who use social media have reported an increase in their knowledge of agricultural practices and technologies. Social media has enabled farmers to make informed decisions about their farming practices, leading to improved productivity and profitability. Social media provides farmers with timely access to information enabling them to respond quickly to changes in the market or weather conditions. 
A significant percentage of farmers in Ilorin East use social media platforms with WhatsApp and Facebook being the most popular. Social media platforms provide opportunities for farmers to connect with other farmers, extension agents, and agricultural experts, facilitating knowledge sharing and collaboration. Social media has empowered farmers to take control of their agricultural practices, making informed decisions and improving their livelihoods. The sheer volume of information on social media can be overwhelming, making it difficult for farmers to identify relevant and accurate information. Some farmers may require training to effectively use social media platforms and navigate the digital landscape, ensuring the accuracy of information shared on social media.















CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1 SUMMARY
The primary objective of this study was to evaluate in-depth research on the impact of social media on the spread of agricultural information among Ilorin East farmers. This objective was achieved by answering the four research questions for the study. 
This research work is divided into five main chapters. From chapter one to five, the study revealed a step-by-step approach for easy presentation of its contents. Chapter one includes introduction, background of the study, statement of the problems, research questions, research objectives, significance of the study, scope and limitation of the study, plus the definition of terms. 
Chapter two contains the theoretical framework of the research applied by the researcher and agenda setting theory to interpret and conceptual framework was clearly explained. The empirical review (literature review) also explained the nature of different individual research. 
Chapter three contains research methodology adopted in the study, population of the study, sampling size which is (100).
 Chapter four contains how the data gathered was analyzed for proper understanding. It is also concerned how data were presented. 
Chapter five explained and summarized the whole chapter from chapter one, it also contains limitation of the study, conclusion, and recommendation.

5.2   CONCLUSION
From the study, it can be concluded that the majority of farmers have a positive attitude towards the use of social media in seeking agricultural information. Facebook is the most common social media platform among farmers in the study area. 
Further deduction indicated that while most farmers using social media are active on the same, few either rarely or never use the media to obtain agricultural information. The majority of the young farmers source for agricultural information through a variety of avenues. They have only little interest in market-based agricultural information, market trend, price, and stock available, and credit facilities. 
It can be concluded that the majority of the young farmers in Ilorin East, Kwara State, Nigeria require agricultural information, especially on training, information, agrochemicals, and technological information. 
The study on the impact of social media on the spread of agricultural information among Ilorin East farmers revealed that social media has emerged as a vital tool for disseminating agricultural knowledge and promoting best practices. By leveraging social media platforms, farmers in Ilorin East have gained increased access to timely and reliable information, improved their knowledge and skill, and enhanced their networking opportunities. 
The findings of this study underscore the potential of social media to transform agricultural development in rural areas. However, to fully harness the benefits of social media, efforts are needed to address the challenges of limited internet connectivity, digital literacy, and information overload. 
Social media has the power to revolutionize agricultural information dissemination and promote sustainable agricultural practices among Ilorin East farmers. By embracing social media and addressing the associated challenges, stakeholders can unlock new opportunities for agricultural development and improve the livelihood of farmers in the region.
5.3  RECOMMENDATIONS
Based on the analysis of the impact of social media on the spread of agricultural information among the farmers, the following recommendations can be made to maximize benefits and mitigate challenges: 

i. Agricultural news and communication should be spread using social media platforms popular in the farming communities. 
ii. There should be information centers where farmers can access social media and get assistance with accessing such information. 
iii. Proper training on social media platforms, especially for extension officers, must be prioritized to enable the provision of relevant information to farmers. 
iv. Social media literacy training should be provided for farmers in order to effectively use social media platforms to access and share agricultural information. 
v. Targeted content creation: Develop and disseminate agricultural content that is relevant, accurate, and easy to understand for Ilorin East farmers. 
vi. Regularly monitor and evaluate the effectiveness of social media in spreading agricultural information among Ilorin East farmers, making adjustments as needed. 
vii. Social media can facilitate connection between farmers, extension agents, and other stakeholders, promoting knowledge sharing and collaboration. 
viii. Develop strategies to sustain social media initiatives over time, including ongoing content creation and engagement.
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