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CHAPTER ONE

INTRODUCTION

1.1
BACKGROUND TO THE STUDY

In recent years, with the extensive use of social software, a more accessible and more efficient social environment allows people to fully express their discourse power and provides a more effective platform. According to the Statistical Survey of China's Internet Development released by China's Internet Information Survey Center in Beijing, at the beginning of 2019, China's Internet users exceeded 752 million, with a network coverage rate of 55.3%, showing the considerable base of the Internet community in China. The continuous development of new media technology also provides additional robust support for users to express their opinion and information. According to statistics, Generation Y and Z have become the main force of short video viewing. These two generations constitute the primary consumption of short video. The personalized recommendation mechanism based on big data of the short video platform makes short videos more "intelligent" that can be recommended to the relevant users. Its emergence and development cater to the need of modern life, which has promoted some lifestyle changes. 
Nowadays, creating economic growth through the Internet is workable. As one of the new forms of Internet economy, the internet celebrity economy has developed rapidly in recent years. Internet celebrity economy can be defined as basing on the Internet and gathering many social attentions, forming a substantial amount of fan and targeted marketing. The main ways to realize the internet celebrity economy include e-commerce, IP sale, contract reward, advertising, and entertainment. E-commerce is the most important way to realize the web celebrity economy. Since it emerged in 2013, it has developed rapidly for five years. According to the 2018 China web celebrity Economic Development Insights Report, as of May 2018, the total number of web celebrity fans in China reached 588 million, and 53.9% of them were under the age of 25, which indicates that the Internet social APP users are generally younger. In addition, since 2018, the flow of short videos has led to another wave of development of the web celebrity economy. According to the 43rd Statistical Report on Internet Development in China released by the Internet Network Information Center (CNNIC), the number of short video users in China reached 648 million in December 2018. The dividends of mobile social networking continue to appear, and e-commerce based on social e-commerce has become one of the most active and promising models. Tiktok is social software for short videos of music creativity incubated by Toutiao. Launched on September 20, 2016, it is a social platform for short music videos for all ages. Users can choose songs, shoot short music videos and form their works through this software. In addition, users can update videos they preferred according to their browsing history. In December 2019, Tiktok selected as one of the 100 model brands in the 2019 China Brand Power Ceremony The success of agricultural policy in Ogun State rural community largely depends on the nature and extent of use of radio in mobilizing farmers for the need for development. Communication has been acknowledged for playing a prominent role in the success of agricultural production and adoption of innovations. The planners in developing countries realized that the development of agriculture could be hastened with the effective use of mass media. (Amadi, 2018).There is no gain saying in the fact that agricultural development broadcasts media play a major role in agricultural extension and rural development. In Nigeria, as in many other countries have limited numbers of extension agents, this make it impossible to reach all farmers by interpersonal means (Alozie, 2018). For this reason, tiktok have been used by agricultural organisations and broadcast stations to disseminate relevant agricultural information to large numbers of farm families at minimal cost and to areas hitherto not accessible to extension agents on a regular basis.  Opara, (2011) found that radio is the most accessible channel of communication to farmers in  agro-ecological zones of Nigeria and that they also listened to tiktok throughout the day, but generally prefer listening to agricultural broadcasts in the evening and in the local language. Dambatta, (2012) equally found out that farmers in Nigeria own or have access to tiktok sets and generally prefer listening to agricultural broadcasts in the evening between 5pm -9pm, while showing their acceptance of the programmes by requesting for allocation of more time.

The tiktok is a very important communication outlet and it has been found to play a greater role in the process of positive change than earlier envisaged. Van den Van and Hawkins (2016) opined that the tiktok does this by setting agenda for important discussing topics, transferring knowledge, forming and changing opinions and changing behaviors. The media is also believed to create awareness and diffuse a personal value system favourable to innovations, mobility achievement and consumption Nwachukwu, 2018).

1.2
STATEMENT OF THE PROBLEM

Accessing information coming from physically remote rural locations in the in Nigeria was difficult and costly; and it was equally difficult to deliver information to the farmers, extension workers and researchers who live and work in such places. Telex services were tedious, telephone were unreliable, publications were costly, mail service were deteriorating and tiktok service were few and of poor quality (Greenidge, 2015). There was little expectation that the information needs of the developing world could easily be met let alone those of the agricultural sector. Agriculture is a vital pillar for sustainable development and poverty reduction in Nigeria; it continues to face challenges especially at the regional or rural areas. Production is compromised due to volatile markets, low adaptation of improved technologies, limited access to markets and lack of knowledge among farmers. Adoption of pesticides, fertilizers and improved seeds and practices are only recently gaining momentum (Alozie, 2012). 
1.3
OBJECTIVES OF THE STUDY

The main objective of the study is to investigate an influence of tiktok on agricultural development in Ogun State. Other specific objectives of the study however are to;

1. To establish the relationship between tiktok and agricultural productivity among farmers 

2. To examine farmers’ awareness about agricultural innovations through tiktok
3. To ascertain farmers’ perceptions on the role of tiktok in disseminating information  

4. To find out if farmers use agricultural information to improve their faming method 

1.4  
RESEARCH QUESTIONS

1. Is there any relationship between tiktok and agricultural production?
2. To what extent does farmers’ aware about agricultural innovations through tiktok?
3. What are the farmers’ perceptions on the role of tiktok in disseminating information?  
4. To what extent do farmers use agricultural information to improve their faming method?
1.5     HYPOTHESES 

1. 
H0: There is no relationship between tiktok and agricultural production

    
H1: There is relationship between tiktok and agricultural production

2.
H0: Farmers’ do not aware about agricultural innovations through tiktok
H1: Farmers’ aware about agricultural innovations through tiktok
3 
H0: tiktok does not play significant role in disseminating information to farmers 

H1: tiktok plays a significant role in disseminating information to farmers

1.6
SIGNIFICANCE OF THE STUDY

This research will go a long way in helping the following;

Researchers: this research will, act as reference to future academic studies hence provide more information on tiktok programme and agricultural policy. The study will also add more knowledge to existing information.

Farmers and Entrepreneurs: The study also hopes to highlight the problem associated with agriculture and to make use of the analysis to improve effective production of agricultural products thereby minimizing the problems of communication among farmers.

Other research:  it will be an added value and benefit to the other researcher and student of other institutions in related course

Government:  Government plays a crucial role in providing necessary farm equipment for farmers, to improve production of agricultural products; therefore the findings from this study will encourage government to come up with policies that will encourage the use of tiktok in disseminating agric information.

1.7
SCOPE OF THE STUDY
This research will go a long way in covering the following scope of the study;

Content scope: This scope of this study will cover subject area of the study such as; concept of radio, function of radio, advantages and Disadvantages of tiktok concept of agriculture in Nigeria, Development of Agriculture in Nigeria, Failure of Agricultural Policies and Programmes in Nigeria, Use of tiktok programme and Contribution of tiktok programme to Agricultural Productivity in Nigeria will be fully discussed.
Geographical Scope: The scope of this study will make an effort to cover various activities of Ogun State farmer information managerial system (KWFIMS).  

1.8
  LIMITATION OF THE STUDY
A problem in gathering facts and figures for a project of this nature is inevitable. The researcher encountered some problems in administering the questionnaire. It look a lot of time and patient to get the appropriate people to fill and return the questionnaires, and getting access to the necessary documents was even more difficult.

Finally, time constraint is another limitation in the conduction of this research work. Although, despite the researcher work-load in preparing for the final examination during this research work, serious efforts were made to keep appointments with respondents and collection of other data that are objective factual and adequate for this research work.

1.9
OPERATIONAL DEFINITION OF TERMS

Agriculture is the cultivation of land and breeding of animals and plants to provide food, fiber, medicinal plants and other products to sustain and enhance life.  

Tiktok involves the process by which messages are sent through electrical waves. In other words, sound could be sent and received through these waves.

Rural areas generally refer to areas in a country that are not fully developed.

Farmer: A person who engage in agriculture, raising living organisms for food or raw materials.

CHAPTER TWO
LITERATURE REVIEW

2.1
INTRODUCTION

This section will deal with the review of relevant literatures and other related studies to influence of tiktok on agricultural development in Ogun State. The review was classified into conceptual, empirical and theoretical review. Also featured in this chapter were the reviews of related studies done by other researchers. 

2.2
CONCEPTUAL STUDIES

2.2.1
Concept of Mass Media

Mass media are channels of information dissemination simultaneously to a large, heterogeneous, anonymous and scattered audience. They primarily include newspapers, magazines books (print media) radio, television, the internet (electronic media), bill boards and posters (outdoor media). These media constitute the basic channels of communication in any society. However, the basic focus of this discourse is on the print (newspapers and magazines), broadcast media (radio and television) and to some extent, the internet. The mass media here basically refer to the press, a word which originally connotes the print media but is today used to refer to both the print and broadcast media. (Adeyemi, 2018:65) The mass media are crucial in nation building. Governments can hardly survive without effective use of the mass media. The press are so powerful in a society that Edmund Burke, an 18th century politician first described them as the “Fourth Estate” of the realm, referring to the three major powers in Medieval times in European society which are the Lords (or Nobles), the Clergy, and the Commons (McQuail, 2010: 12). 

Burke described the press sitting in the gallery in the parliament as the most powerful of all estates when compared with the other three estates in the British realm. Today, the press are still called the fourth estate of the realm, the other estates being the executive, legislature and the judiciary. Mass media are channels of communication that involve transmitting of information in some way shape or form to large numbers of people. They include broadcast media and print media. According to Robert (2018: 89) the mass media can be used to present one section of community to another in other to correct mis-information malediction. It can be used to reduce an ignorance of another way of life. In the view of Merfix (2018: 12) “the mass media can contribute to people awareness of potentialities, dissatisfaction and collective power among people. Mass media encourage and ginger people to achieve their goals or the goals of the society by promoting such goals in the media and stimulating the aspirations and activities of the people towards achieving such goals (Okun, 2018: 54). Thousands of children stayed greed to the television set or hours every day and television itself is powerful and can run public reputation. Hurblock (2018: 32) classified mass media to include books, newspaper, magazines, movies, internet and the explosion of digital communication technology in the 20th and 21st century. In his opinion McQuail classified the popular mass media as:

Print pamphlet newspaper (15th century)

Recoding tapes, CD, DVD (19th century)

Concern – It started from about 1900

Radio – it stated from about 1910

Radio – It started from about 1950

Internet – It started in 1990

The mass media not only report the results of public opinion surveys conducted by outside organizations but also increasingly incorporate their own polls into their news coverage. More important newspapers and television help shape public opinion as well. Research has shown that the positions Americans take on critical issues are influenced by the media, especially when the media air divergent views and provide in-depth analysis.

2.2.2
Defining Broadcasting

Broadcasting has been defined as the transmission of information through radio waves from a radio or television station, to the audience in far and near places, through their receivers, which help in decoding such information (Onabajo, 2018: 67).

Similarly, broadcasting can also be defined as the dissemination of information by an organization (radio or television station) to a large widely dispersed heterogeneous audience through their radio or television receivers. As opposed to other forms of mass communication like newspapers, magazines and books, broadcasting is an entirely electronic means of communication because it uses electronic technology to encode, distribute and decode messages; newspaper is not a form of electronic communication because it does not use electronic technology in all the stages of encoding. However, there are now online or internet based newspapers designed, produced and distributed electronically using new forms of technology. Broadcasting is distinguished from “cable casting”– the transmission of television and sometimes radio signals directly into the home by means of coaxial cable – because whereas broadcasting is open to everyone provided you have your television or radio receiver, cable is restricted and its services are exclusively available to only those who have decoders. Similarly, broadcasting, from its definition and meaning, is distinguished from “narrow casting” – the transmission of special interest programmes too much smaller audiences.

2.2.3
HISTORY OF TIKTOK SOCIAL MEDIA IN NIGERIA
Su et al. adopted a netnographic and comparative approach to explore the potential of TikTok as an emerging fan engagement and self-branding tool during a pandemic. Based on ten athletes, findings reveal that the traits of TikTok, playfulness, performativity and authenticity, are conducive to developing an engaged fan relationship, tapping into new audiences, and promoting the content of the brand in a more casual way. Based on Uses and Gratifications theory, Omar and Dequan used online network sampling technique, rating scale of survey and controlled variables—Demographic factors to investigate people's usage involving consuming, participating and producing behaviors as well as the role of user's personality traits and motivations as predictors to this integrated usage behavior. The results show that different types of motivation influence media usage, while personality trade are not significantly related to any TikTok usage behaviors. Mou does research on the marketing strategy of TikTok and Instagram. In order to achieve the goal, Mou investigates in co-creation and virtual community transformed consumers' interaction with one and another; compares consumers' different reactions to content marketing, and sponsored content together with user-generated content. She uses empathy interviews, case studies to understand how consumers behave to different social media marketing programs and made her recommendations to companies developing their social media marketing strategy. With insights obtained from literature review, case studies and consumer interviews, Mou then conclude and make recommendations to brands which marketing strategies to adopt. from general communication studies, sociology and psychology of the theory of resources, meaning an in-depth investigation on the short video to understand trill short construction mode, group representation of the video as well as for its prosperity than the spread of the effect and influence, to the meaning and the development of another short video practical operational Suggestions are put forward. The conclusion is that In our country, the subculture of network margin is extended under the condition of coexistence of multiple cultures. The continuous progress and transformation of technology and media forms have directly brought the flourishing landscape of TikTok. Majdouline et al. studied how TikTok became a worldwide phenomenon only three years after its launch. The research studied the background of the TikTok and detailed description of the platform's business model using a Business model ontology that includes four designs: service design, organization design, technology design, and financial design. The research came to the conclusion that TikTok started providing advertisers with an increasingly reliable and sturdy platform. For now, the platform's revenue streams are generated through in-feed advertising formats, Inapp purchases, Fundraising, and Paid subscriptions. The App is putting into action multiple ways to create profit. Li did the research about the internationalization history of TikTok and made a prediction of the difficulties of the internationalization of TikTok in the future. Li compared the previous International Situation of business in 2016 and 2020. Meanwhile, how did Douyin surpass its peers through technological iteration to seize the international market. Li mentioned the Moreover, he also analyzed the impact of geopolitical changes. The research claimed that TikTok catches up with the changes in international business patterns and it occupied the international market. However, the power of geopolitical changes made the internationalization of TikTok more difficult Xu analyzes the reasons behind TikTok popularity from marketing promotion strategy, user demand and algorithm technology. He analyzes the problems existing in the content operation and liquidation and proposes countermeasures for TikTok's further development. According to the research, the short video industry is on the rise and plays a mainstream role in the Internet industry contemporarily, and TikTok implements a variety of effective marketing strategies, precise algorithm technology and meets the needs of users. However, Xu also suggests some advice like the content homogenization appears in the TikTok, the counterfeit flooding platform, and the lack of liquidity of the platform. He recommends cultivating KOL, learns from the US "pocketing movement" and the cash reward of the volcano video to enhance TikTok application appearance
2.2.4
COMPETENCE WITH KWAI 

After years of development, short videos have become a part of most People's Daily lives. TikTok and One smile's fierce competition has its own advantages. At present, TikTok adopts a defensive strategy while One smile adopts an optimized strategy. In terms of strategic development, TikTok pays more attention to promotion and innovative social networking, which makes TikTok have a higher income user than One smile and its user consumption potential is relatively greater, which is superior in the first and second-tier cities. In contrast, One smile started early, deeply plowed into the sinking market, more close to the relatively low income in the Southeast Asian market, the rural market and the third tier and lower users advantage. At present, TikTok and One smile users have a high penetration rate and the growth of domestic users is limited. Future competition between the two sides in the market is still the key. In 2020, the market size of China's short video will reach 140.83 billion yuan which will continue to maintain a high growth trend and is expected to be close to 200 billion yuan in 2021. But TikTok's market size advantage is gradually losing to Kuaidi thanks to the growth of its social and payments businesses. Trill and quickly the first growth curve from the rapid growth of the domestic market, the current user growth dividend has gradually peaked, both are searching for a second growth curve, trill future growth comes from domestic market deeper and more liquid product internationalization. Quickly cultivates and future growth will be more from the domestic market and the development of new products. Therefore, it doesn't believe that one smile can shake or even surpass TikTok in the future. First of all, as the product matures, the profitability of the company depends on the market it occupies and the consumer group. TikTok's consumers have stronger spending power than One smile. In the domestic market, future user growth is limited. In the overseas market, TikTok's overseas version has been effective and TikTok has started the process of monetization and realization. One smile's share of growth abroad is also relatively small, with only Brazil outgrowing TikTok's market share. Therefore, in the future, TikTok's growth abroad will only become stronger and stronger, and One smile will face more severe threats.
2.2.5
. POTENTIAL RISK 
TikTok was launched in September 2016, and it took two years to finish the breakthrough of 150 million daily activities. Achieved today's status in a very short time from an 8-person entrepreneurial team. It must not just take TikTok from the attitude of the merchandise alone, but for thorough explanations to search out such an oversized number of users reflects some common phenomena within the society. The looks of TikTok solve the most point of the present fragmentation of young people's time. On the idea of a 15-seconds-video, this point limit not only lowers the brink of creation but also takes care of the patience of the audience. The success of TikTok can't be departed from its seizing the core competitiveness of short video amalgamated with content. However, the rapid expansion brings TikTok not only a success but also some potential risks. TikTok's content has long expanded from short videos of creative music to life, economics, business, and even politics and other diverse and all-encompassing content. In spreading into various fields, including universities to charities, this social media giant develops customized content for all walks of life. The live streaming commerce also brings TikTok an enormous advantage compared to the opposite platforms. 1) Yet be readily seen, as an enormous amount of TikTok’s new entry, many first-generation users already off the stage. With the diversified topics get into TikTok, the initial users miss the start clean page full of the frilly videos made by dedicated bloggers. Some TikTok’s beginning users declared that it's barely to look at a brief video postn by a private creation but mostly are stuffed with similar content videos made by cultural communication companies, studios, various officials, and various teams. 2) The rapid development of this social media giant also involves many videos that violate relevant national laws, customs, and cultures. For instance, in China, some TikToks videos are employed by criminal groups for illegal and criminal activities like prostitution and whoring. As users upload massive amounts of videos, TikTok is consistently "deleting posts “, within the last half of 2019 alone, TikTok deleted a complete of 49 million videos worldwide, of which 1/4 involved adult nudity and sexuality and other inappropriate content for youngsters. Until March 2021, users in their teens accounted for 25 percent of TikTok's active user accounts in the United States. Those with negative energy, bad taste values-oriented video widely circulated and imitation among kids under the context of the web age. Adolescence may be a golden stage that needs a decent principle and an accurate life goal concept. If it's not properly guided during this era, if there's an absence of effective supervision of the vulgar and bad videos from the media, it's used as this short video software. Teenagers, one in all TikTok’s main user groups, are susceptible to adverse effects on their physical and mental state, and their physical and psychological state is worrying. Therefore, the measures taken for this phenomenon are extremely important. 3) For TikTok overseas users, their accounts have also encountered cases of political and inter-state struggles. as an example, Ethiopians and Egyptians fought one another on TikTok, and each side tried to defend their right to enter the waters of the Nile.
2.2.6
LIVE STREAMING 

Nature of Influencer Marketing
Influencer marketing is very popular nowadays. Live commerce is developed on the basis of live streaming. The live streaming is a fresh way to show a product’s capability to users in real-time. With more and more fans of influencers, they will try influencer marketing. When live commerce begins, influencers and followers can interact. Even the big influencer can invite superstar to the studio. Because in this way, selling goods is usually the business contact influencer so broker or distributors can't get profit margin anyway. Therefore,the price of goods sold on live commerce is often very low. In summary the nature of live commerce is a new service model of online, display and sell goods through live commerce on the internet platforms. The profit generated through live commerce has been huge. In China, one big influencer can sell 267 million （Juanliu 2020）in one day through live commerce. With the expansion of the influence of live video streaming, mainstream media also joined the live commerce. This model of mainstream media plus web celebrity not only attracts stream, but also wins the heart of people. Live commerce has become one of most popular ways of shopping.
2.2.7

Star Promotion 

With the expansion of TikTok's influence, more and more celebrities tend to settle in TikTok for live commerce. In this way, stars change the psychological distance between fans. This is done to more simulates close contact with fans favorite stars. Fans can also interact with the stars in real-time, that they will have a better image in the fans mind. Star often brings more and more exposure, so TikTok also likes to work with them. This is an effective way to increasing the number of active users and increase exposure. TikTok wants to use celebrity effect, increase user stickiness. The more user stickiness, TikTok will have more brand value. Therefore, lot of celebrities active in TikTok sell merchandise through live commerce and have good achievements.
2.2.8

Advantages of Live Commerce 

The difference between TikTok and Taobao is that TikTok relies more on influencer's follwer, while Taobao is more focused on power of the brand. Because of millions of followers’ base, Tik Tok’s influencer can sell more products, improve the conversion rate. Compared with traditional marketing methods, TikTok's live commerce can interact with customers more frequently. E-commerce can know about customer's needs in time by short video business model of TikTok. TikTok is coorperation with Alibaba. This way can easily take customers to E-commerce platform. This way turns customer's quick shopping impulses into shopping behavior. Flexible business model of TikTok. Such as influencers plus super star or set up the live commmerce in the factory, in this way the customer can feel more involved At present, TikTok needs to make some changes. Improve the platform supervision, and report the goods of live commerce in advance. Find the users positioning. Let the users of TikTok feel the different between TikTok and other APPs. Using crash, awards and increased exposure to encourage user to participate in creation
2.2.8.1
Regulation And Globalization 
The globalization of TikTok is deemed as successful judging by the number of overseas users. On macroscopic perspective, the expansion velocity of TikTok precedes the majority of other social networking software. 6 billion lifetime downloads TikTok has been accumulated as of December 2020. TikTok was published in 2017, in January 2021, it has 689 million monthly active users worldwide. In contrast, Instagram attained the same amount of monthly active users in the sixth year after it was published that TikTok managed to achieve in under three years, while the data of Facebook is four years. In 2020, TikTok's user growth in major countries ranged from 248.7% to 20%. In 2021, TikTok has become the seventh largest social app in the world. On microscopic perspective, TikTok's user base is generally younger, with 47.4% of TikTok's users aged between 10 and 29. Meanwhile, statistics from other regions show that TikTok is popular among youth. In addition, TikTok's user engagement is on par with the rest of the mainstream social media market. The average user spends 52 minutes a day on TikTok. The same user community spends an average of 53 minutes a day on Instagram, compared with 49.5 minutes on Snapchat, 58.5 minutes on Facebook. 
Therefore, it can be concluded that as a new type of social network software, TikTok achieved or surpassed other main social media on market shares and user engagement with less time cost. However, barriers and intervention from government have been applied to the business practice of TikTok, which is divided into cultural factors and political factors. Cultural factors emerged in religious countries with high probability, TikTok is perceived as negative impact of local religion and ethics. According to the CNN report, TikTok was banned in Pakistan in October 2020 and March 2021. Islamabad claimed that “immoral and indecent content” was found in TikTok and it was believed with lacked action on cracking down specific conten. However, relative to the cultural factor, political factor was further concerned by administration. In 2020, the nationalism of India was stimulated by the conflict between Indian army and Chinese PLA in Galvan River Valle. Public appeal for a boycott of Chinese products and services. In June 2020, TikTok was banned by the Indian administration. According to the analysis from Sensor tower, before the ban, TikTok downloads surpassed 1.5 billion in December 2019. In addition, the political factor may lead to trade barriers or acquisition in the long run. The international progress of TikTok was considered by the supreme leader of countries and regions. Administrative Innerving and preemption were enacted and intervened in certain countries with the reason of cyberspace security or information disclosure. In 2020, TikTok was requested to sell the overseas business to an American corporation or it will be banned in America. TikTok has made an effort to stripping the relationship between itself and its Chinese parent company: the Byte dance. The database of TikTok was established in locally, the decrease of Shareholding ratio of its parent company, and the increasing in the local staff can be regarded as the accelerated progress of the indigenization of TikTok. However, the American government was pressing TikTok to sell its business and the Core Recommendation Algorithm until the anti-selling trade secret legislation was enacted by Beijing. Therefore, in the current environment of increasingly fierce global political confrontation, commercial operations may be politicized and become a manner for the government to crack down on the development of multinational enterprises in the local market. The rapid expansion of TikTok was not only results from the high technological content of its products, which catered to the needs of users and filled the gap in the industry, but also due to the favorable external business environment. However, the cultural and political barriers to globalization that TikTok is facing are increasing in the context of the pandemic of covid 19 and the conservatism of the world.
2.3
THEORETICAL FRAMEWORK
1.
Agenda setting theory

2.
Uses and gratification theory

2.3.1
Agenda Setting Theory

Dr. Max McCombs and Dr. Donald Shaw developed the Agenda setting theory in a study on the 1968 presidential elections. In the 1968 Chapel hill study, Shaw and McCombs demonstrated a connection between what 100 residents of Chapel Hill in North Carolina thought was the most important election issue and what the local and national news media reported was the most important (McCombs,Shaw,209:34). By comparing the prominence of issues in news with the public’s perceptions of the most important election issue. From this McCombs and Shaw were able to determine the degree to which media determines public opinion. The two criticisms underlying most of the research under the agenda setting theory are; -the media does not reflect reality they instead shape and filter it and media concentration on a few issues and subjects does lead the public to consider those issues to be more important than others. Agenda setting theory helps us understand the pervasive role of the media. It is applicable in this study as radio is a strong medium of communication that easily influences people’s decisions and choices and also does structure public debates. It matters what a radio station especially one broadcasting to a specific locality brings to the fore for the community to think about. In light of the aforementioned, radio stations should be able to bring out pertinent issues to the light and the way forward in addressing challenges facing farmers/ audience. This also means that that the more salient news issue is in terms of frequency and prominence of coverage, the audience will regard it as important. This theory is relevant to this study as radio can be used to highlight issues relating to the farmers and also offer solutions. The radio station can involve the community on key areas and expose them to the issues. Griffin (2018:54) postulates more frequency and prominence of the news media exposes the public to the issues and the more instances the issues become accessible in the audience memories. This therefore means that placement and repetition of developmental programs in this case on farming will be functionally important and empowering to the community more so farmers.

2.3.2
Uses and Gratification Theory

Turner (2019) states that there are many reasons why audiences choose a particular media. Bulmer and Katz (2018:45) argued that different people use the same communication message to gratify different needs. This theory does provide a framework on the process by which media participants seek information selectively proportionate to their needs and interests. Radio has a direct, immediate and influential effect on media users (Katz, 2018:48). What people do with it is what matters and not what the mass media does to people. It therefore gives people the opportunity to use media to meet their needs. The theory is audience centered as the audience choose and have reasons for using certain media to gratify their needs. McQuail (2019:23) suggests people’s needs influence what media they choose, how they use particular media and how it gratifies them. This theory therefore implies that that the media tries to compete with other information sources for viewer’s gratification (Katz, E., Blumler, J.G., & Gurevitch, M.2019:26). The theory focuses more on the audience and not the message itself by asking ‘what people do with media’ rather than ‘what media does to people’ (Katz, 2019:62). It assumes that the audience takes an active role as opposed to passive in interpreting and integrating media in their own lives. This means that the audience is responsible for choosing a specific media to meet their needs. This theory is relevant to this study, as we will be determining whether the farmers in listen to radio and the reasons that informed their decision to listen to the stations that they do. Since radio has a way of influencing people’s choices, we will identify whether the farmers are influenced by what they hear on radio especially when it comes to the choices they make on agriculture and whether those choices really do meet their objectives.

2.4
EMPIRICAL FRAMEWORK

Six works were reviewed for the purpose of this study.

Njoku, (2019) Effectiveness of radio-agricultural farmer programme in technology transfer among rural farmers in Imo State, Nigeria. Published by Net Journal of Agricultural Science. The role of agriculture in economic development has long been recognized and it can play an important role in reducing poverty and serve as an engine for economic growth in developing countries. The critical drivers of global economic trends today are know-how, technology, creativity and information. The study was carried out in Imo State to examine the effectiveness of radio-agricultural farmer programme in technology transfer to rural farmers in Imo State, Nigeria. Multi-stage random sampling technique was used to select 120 respondents from the three agricultural zones of Imo State. Data were obtained using interview schedule and were analyzed using descriptive and inferential statistics. Result shows that majority of the respondents were males, married and educated with the mean age of 46 years. Result indicates that majority of the respondents indicate that radio-agricultural farmer programme was effective in technology transfer to rural farmers. Research findings indicate that the major missing link between research and sustainable food production is lack of effective information delivery system. Result further indicates that most (100%) of the respondents confirmed that improved technologies transferred were relevant to their farm practices. Olajide, Rasak and Amusat  (2018) Perceived efficacy of radio agricultural commodities trend programme among farmers in Oyo State, Nigeria. An article Journal of Media and Communication Studies. Market information systems play an important role in agro-industrialization and food supply chain and it is one of the very strategic information needs of vast majority of farmers.. One Hundred and Thirty Nine farmers from four farm settlements were randomly selected and interviewed and data analyzed using descriptive and inferential statistics. Results indicate that most farmers were middle aged 30 to 49 (64.1%), male (69.1%), married (91.4%) and farmers with 11 to 15 years of formal education in the modal class (69.1%). More farmers (55.4%) had favorable disposition to the radio programme while farmers’ disposition were highest in areas of enhancement of farmers’ bargaining power ( x =1.8) and boost in products’ sale ( x = 1.8). Farmers benefited most from increased income ( x = 2.4) and least from reduced market risks ( x = (2.2). Farmers’ education ( 2(= 0.53; 0.64), age ( 2 (= 0.68; 0.55), gender ( 2 = 0.42; 0.56) had no significant relationship with perceived efficacy and benefits, respectively. The radio agricultural commodities trend programme proved effective from farmers’ favorable disposition therefore should be sustained and broadcast for longer duration for effective extension advisory services delivery capacity to guarantee sustainable livelihood in rural areas.

In a paper titled “Adoption of Fish Farming Innovation in Nigeria, “Alawode (2019).  The research documented the profile of fish farmers, practices in fish farming, source of innovation before adoption and fish-farming as an investment. Using a structured instrument, the researcher interviewed thirty-five fish farmers. The study reveals that fish farmers are primarily individual with informal training in the practice. The revelation of this study is a further confirmation that there is no programme on radio that is structured on innovation to help the farming profession aside from Jingles and Commercials, the findings is that there is no programme designed for peasant farmers on radio to help them benefit from the innovative trends in fish farming. In the same vein, in a study titled “Broadcast Programming and Nation Building: A study of the Programming pattern of Lagos Broadcast Stations. Adeyemi (2009) show case the programming pattern of selected Lagos Based Radio and Television Stations and ascertaining the level of functionality and their contribution to nation building. The study carried out a sample of four radio stations, two government and two privately owned stations. Content Analysis was adopted in the study of programme schedule between January and April 2007. The finding reveals the fact that entertainment level is so high in all the noted stations, while development-oriented programmes in the areas of Health, Education, Business, Agriculture, Women and Youths are very low.  Amusat, Dauda, and Omirin (2018) Listeners’ perception of the contents of Ere-Agbe farm broadcast programme in peri-urban area of Ibadan, Nigeria. Farm broadcast especially radio is known to play a major role in agricultural extension and rural development. The study examined listeners’ perception of the contents of Ere-Agbe farm broadcast programme in peri-urban area of Ibadan, Nigeria. A total of 134 respondents participated using simple random sampling technique. Questionnaire was used to elicit information from the respondents. Collected data were analyzed using descriptive (frequencies and percentages) and inferential (Chisquare and PPMC) statistics. Result showed that 78.8% of the respondents were males, 87.9% were married, 81.3% had tertiary education and the mean farm size was 2.8 ha. The major area of respondents’ interest in the broadcast was on agricultural news/technology dissemination (75.0%). Findings also showed that the majority (53.3%) benefitted highly from Ere-Agbe farm broadcast, while 60.0% of them had a favorable perception towards the broadcast. Significant relationships existed between farming experience (X2 = 13.709, p = 0.008), benefit derived (r = 0.604, p = 0.000) and perception towards Ere-Agbe farm broadcast. The study recommended that Ere-Agbe programme should dwell more on increased marketing opportunities and endeavor to create more awareness on loan facility for listeners. Omoghene, Nathaniel, Okome and Okumagba (2018) examined the impact of radio agricultural programmes on targeted audience in Nigeria. This study investigated the use of radio as a medium of agricultural information delivery to farmers in Benue State, Nigeria. The objective was to determine the impact of radio agricultural programmes on the target audience (farmers). The data were collected from a sample of one hundred respondents selected through a simple random sampling technique. The data were analyzed with descriptive statistics viz frequency distribution and percentage. The findings of the study showed that 66% of the respondents listened to agricultural programmes aired on Radio Benue and 42% of the listeners indicated that the programmes were relevant to their agricultural information needs. Majority of the respondents admitted that they gained some new knowledge through listening to the programmes. 

CHAPTER THREE

METHODOLOGY
3.1
INTRODUCTION

This chapter described the research design, population for the study, sample and sampling techniques. It also presented the instrument for data collection, procedure for data collection as well as the method of data analysis.
3.2
RESEARCH DESIGN

The research design to be adopted by the researcher for this study is survey research method. The survey research method is a veritable way of eliciting the views of a group, people or population of study about an event, activity or phenomenon. The survey technique is the most commonly used research method in the behaviourial sciences and it involves drawing up a set of questions on various subjects or aspects of a subject and a selected number of a population are requested to answer. (Wimmer and Dominick 2019:45).
3.3
 POPULATION OF THE STUDY

A population for a study is a group or class of subject or variables. According to Asemah et al (2018:45), “a population is described as all the members of any well-defined class of people, events or subjects and is made up of all conceivable elements, or observations, relating to a particular phenomenon of interest to the researcher. Therefore, the population for this research consists of Ogun State farmer information management system (KWFIMS).  The population size as at the population census 2006 was at 201,329 in number which would be used as the population size of the study. 
3.4
 SAMPLE SIZE DETERMINATION/SAMPLING TECHNIQUES 

Sampling according to Wimmer and Domnick [2018] is a subset of the population that is taken to be a representative of the entire population.  The researcher used Taro Yamane formula to determine the sample size.
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= 399.4

= 400 estimated. 

Therefore, the sampling size is 400. 

3.5
SOURCES OF DATA COLLECTION

The Purposive source of data collection was used by the researcher. This sampling technique enables the researcher to use his judgment to choose respondents in the population that have met the purpose of the study. The source of data collection was also applied in selecting the respondents, since this would give the respondents equal opportunity of being chosen for the study. In other words, respondents for the study were purposely selected within the research population.
3.6
RESEARCH INSTRUMENT

A questionnaire will be chosen as the main data collection instrument. A questionnaire is a printed self-report form designed to elicit information that can be obtained through the written responses of the respondents. The information will be obtained through a questionnaire is similar to that obtained by an interview, but the questions tend to have less depth (Burns and Grove, 2018:67). Data will be collected with the aid of questionnaires to evaluate the view of respondents on the subject matter. The questionnaire will be designed to meet the objectives of the study. Questionnaires will be personally distributed by the researcher to the respondents. The questionnaire will be divided into sections “A and B”. Section A relates to personal characteristics of respondents while section B relates to information on relevant variables. These questions will be drawn from the research questions of this study to elicit the views and opinions of the respondents on the topic of study.
3.7
METHOD OF DATA COLLECTION

Data for this study will be obtained mainly from primary sources. The primary data will be gathered from interview and  questionnaires aimed at giving original response relating to the objectives of the study the questionnaire will be divided into section A&B. section  A consist of personal data of the respondents while section B consists of questions relating to the study. 

3.8
VALIDITY AND RELIABILITY OF RESEARCH INSTRUMENT

Validity is the degree or extent to which the research instrument can generate authentic data.  Therefore, the Research instrument was validated as the questionnaire was structure in a Manner that enabled the researcher to get the right response from the respondent.  Also, the questionnaire will be submitted to the studies supervisor for proper correction.  It is believed that the instrument (questionnaire) would be reliable because it is the main instrument for primary data collection in survey research.
3.9
METHOD OF DATA ANALYSIS PRESENTATION

Data Analysis is a key factor in any research work and the method goes a long way in deciding how useful the findings will be. Therefore for the purpose of this research, simple percentage will be used and the data presented in a tabular form.

However, for proving of the hypothesis, the chi-square techniques were used to justify which hypothesis should be accepted and which should be rejected.

The formulae use in calculating the chi-square is shown below.

X2 = ∑ (0-E)2
      E

Where 
O
=
Observed frequency of any value



E
=
The expected frequency



X2
=
The chi-square

∑
=
Summation

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

INTRODUCTION  

One of the most important steps in the research process is data analysis. This chapter seeks to present and analyze the data collected through the means of questionnaire and personal interview with a view to finding out answers to the research questions raised in the proposal. This chapter also seeks to test the ability of the hypotheses with questions to verify them. The accomplishing responses are evaluated in order to validate or reject the hypotheses. The researcher considers this order of presentation necessary for easy reading and understanding.
4.1 ANALYSIS OF BIODATA OF RESPONDENTS

This chapter analyzed the responses gathered from questionnaire. It also interpreted data collected.  Out of four hundred (400) questionnaires distributed to Ogun State farmer information management system (KWFIMS), three hundred and seventy (370) of them were duly completed and returned.
1. Sex of Respondent

	OPTIONS
	FREQUENCY
	PERCENTAGE

	Male
	145
	39.2%

	Female
	225
	60.8%

	Total
	370
	100%


Source: Field Survey, 2025.

According to the table above it revealed that for sex respondents from the 370 questionnaires returned, 39.2% of the questionnaires were returned by male respondent and the remaining 60.8% were from female respondents.

2. Age of Respondents

	OPTIONS
	FREQUENCY
	PERCENTAGE

	21-30 years 
	124
	33.5%

	31-40 years
	181
	48.9%

	41-50 years
	50
	13.5%

	51 years above
	15
	4.1%

	Total
	370
	100%


Source: Field Survey, 2025.

The table above also revealed that for ages of the respondents from 370 questionnaires returned 33.5% of the respondents were between the ages 21-30 years, 48.9% of the respondents were within the age limit of 31-40, 13.5% of the respondents were within the age limit of 41-50, while the while the remaining 4.1% of the respondents were 51 and above years.
3. Marital Status
	OPTION
	FREQUENCY
	PERCENTAGE

	Single 
	108
	29.2%

	Married
	239
	64.6%

	Divorced 
	23
	6.2%

	Total
	370
	100%


Source: Field Survey, 2025.

The table above also revealed that for marital status of the respondents from the 370 questionnaires returned majority of the respondents were married 64.6% followed by single 29.2% while the remaining 6.2% of the respondents were divorced. 

4. Educational Background

	OPTION 
	FREQUENCY
	PERCENTAGE

	SSCE
	259
	70%

	OND/Diploma/NCE
	78
	21.1%

	HND/first degree
	29
	7.8%

	Above first degree
	4
	1.1%

	Total
	370
	100%


Source: Field Survey, 2025.

The table above also revealed that for educational qualifications of the respondents from the 370 questionnaires attended to by respondents with different qualifications, 70% had secondary education, 21.1% had OND/NCE/Diploma education, 7.8% had B.Sc/B.A/HND Education, while the remaining 1.1% had Post Graduate & others forms of education.
4.2 
DATA INTERPRETATION AND ANALYSIS

5. Do you have a tiktok social media?
	OPTION
	RESPONDENT
	PERCENTAGE

	Yes  
	211
	57%

	No 
	159
	42.9%

	Total
	370
	100%


Source: Field Survey, 2025.

In table above, the response indicated that 57% of the respondents have a radio set while 42.9% of the respondents do not have tiktok media.
6. How often do you listen to tiktok social media?
	OPTION
	FREQUENCY
	PERCENTAGE

	Very often
	151
	40.8%

	Often 
	105
	28.4%

	Not very often
	65
	17.6%

	Not often
	49
	13.2%

	Total 
	370
	100%


Source: Field Survey, 2025.

The above table shows that 40.8% of the respondents listen to tiktok social media very often, 28.4% often listen to radio programmes, 17.6% not very often while 13.2% of the respondents do not often listen to radio programmes

7. Do you listen to Agricultural Programmes on tiktok social media?
	OPTION
	FREQUENCY
	PERCENTAGE

	Yes 
	201
	54.3 %

	No 
	169
	45.7%

	Total 
	370
	100%


Source: Field Survey, 2025.

The above table show that 54.3% of the respondents listen to agricultural programmes on tiktok social media, while 45.7% of the respondents do not listen to agricultural programme
8. How would you describe agricultural tiktok social media to farmers 

	OPTION
	RESPONDENT
	PERCENTAGE

	It improves agricultural practice
	151 
	40.8%

	It creates awareness on new agricultural methods
	98
	26.5%

	It enhances agricultural productivity
	67
	18.1%

	Increased marketing opportunities
	54
	14.6%

	Total
	370
	100%


Source: Field Survey, 2025.

In the table above, the response indicated that 40.8% of the respondents described that agricultural tiktok social media to farmers to improves agricultural practice, 26.5% described that it creates awareness on new agricultural methods, 18.1% described that it enhances agricultural productivity while 14.6% of the respondents described that agricultural tiktok social media to farmers has increased marketing opportunities. 

9. Do you think agricultural tiktok social media is effective in disseminating agricultural information?
	OPTION
	FREQUENCY
	PERCENTAGE

	Yes 
	180
	48.6%

	No 
	108 
	29.2%

	Sometimes 
	82
	22.2%

	Total 
	370
	100%


Source: Field Survey, 2025.

The above table show that 48.6% respondents think that agricultural tiktok social media is effective in disseminating agricultural information, 29.2% think that it is not effective, while 22.2% of respondents think that its is effective sometimes.
10. Which tiktok social media do you often listen to?
	OPTION
	RESPONDENT
	PERCENTAGE

	Tiktok 
	139
	37.6%

	facebook
	124
	33.5%

	whatspp
	107
	28.9%

	Total
	370
	100%


Source: Field Survey, 2025.

In table above, the response indicated that 37.6% of the Respondents listen to tiktok social media, 33.5% listen to facebook, while 28.9% of the Respondents often listen to whatspp.
11. What type of Agricultural Programmes do you listen to?
	OPTION
	FREQUENCY 
	PERCENTAGE 

	Agbesunwon
	189
	51%

	Agbelere
	119
	32.2%

	Agbe Afokosoro
	62
	16.8%

	Total 
	370
	100%


Source: Field Survey, 2025.

From the above table, 51% of Respondents listen to Agbesunwon Agricultural Programme, 32.2% listen to Agbelere, while 16.8% of the Respondent listen to Agbeafokosoro.

12. What is the format of Agricultural Programmes presented?
	OPTION
	FREQUENCY
	PERCENTAGE

	Drama 
	136
	36.7%

	Interview
	108 
	29.2%

	Discussion
	81
	21.9%

	News
	45
	12.2%

	Total 
	370
	100%


Source: Field Survey, 2025.

The above table show that 36.8% of  the  respondents said that the format of agricultural programmes are presented in dramas, 29.2% said interview,  21.9% discussion, while 12.2% of the respondents  said that the format of agricultural programmes are presented in news.

13. Agricultural information aired through tiktok social media?

	OPTION
	RESPONDENT
	PERCENTAGE

	Yes 
	170
	45.9%

	No      
	104
	28.1%

	I don’t think so
	96
	25.9%

	Total
	370
	100%


Source: Field Survey, 2025.

According to the table, the response indicated that 45.9% of the respondents said agricultural information aired through tiktok social media, 28.1% said no, while 25.9% of the respondents don’t think that agricultural information aired through tiktok social media.
14. What is the time of listening to agricultural programmes?
	OPTION
	RESPONDENT
	PERCENTAGE

	Morning 
	180
	48.6%

	Afternoon 
	114
	30.8%

	Evening 
	76
	20.5%

	Total
	370
	100%


Source: Field Survey, 2025.

According to table, the response indicated that 48.6% of the respondents listen to agricultural programmes in the morning, 30.8% of the respondents listen to agricultural programmes in the afternoon, while 20.5% of the respondents listen to agricultural programmes in the evening.
15. What is the knowledge gained through tiktok agricultural programmes?

	OPTION
	FREQUENCY
	PERCENTAGE

	Appropriate and correct application of fertilizer   
	130
	35.1%

	Better Agricultural practices
	106
	28.6%

	Prevention of post- harvest losses
	65
	17.6%

	Access to agricultural credits and loans
	69
	18.6

	Total 
	370
	100%


Source: Field Survey, 2025.

The above table shows that 35.1% of the respondents gained the knowledge on appropriate and correct application of fertilizers, 28.6% gained knowledge on better agricultural practices, 17.6% gained knowledge on prevention of post- harvest losses, while 18.6% of the respondents gained knowledge on access to agricultural credits and loans.

16. How would you rate the tiktok social media based on the level of awareness on new agricultural methods?  

	OPTION
	FREQUENCY
	PERCENTAGE

	Above Average 
	180
	48.6%

	Average 
	108 
	29.2%

	Below average 
	82
	22.2%

	Total 
	370
	100%


Source: Field Survey, 2025.

The above table show that 48.6% of the Respondents rate the Radio Programme based on the level of awareness on new agricultural methods above average, 29.1% rate it as average while 21.9% of the Respondents rate the radio programme based on the level of awareness on new agricultural methods below average. 
17. How would you rate effectiveness of tiktok in sharing agricultural scientific knowledge to the masses?
	OPTION
	RESPONDENT
	PERCENTAGE

	Excellent 
	170
	45.9%

	Good 
	64
	17.3%

	Fair 
	66
	17.8%

	Poor 
	46
	12.4%

	Very poor
	24
	6.5%

	Total
	370
	100%


Source: Field Survey, 2025.

According to table, the response indicated that 45.9% of the respondents rate effectiveness of Radio in sharing agricultural scientific knowledge to the masses as excellent, 17.3% of the respondents rate it as good, 17.8% rate it as fair, 12.4% rate the effectiveness as poor, while 6.5% of the respondents rate effectiveness of tiktok in sharing agricultural scientific knowledge to the masses as very poor.
18. Radio sensitizes and educates farmers about improved agricultural practice needed to be adopted?
	OPTION
	FREQUENCY 
	PERCENTAGE 

	Strongly agree
	128
	34.6%

	Agree 
	119
	32.2%

	Undecided 
	20
	5.4%

	Disagree 
	92
	24.9%

	Strongly disagree
	11
	2.9%

	Total 
	370
	100%


Source: Field Survey, 2025.

From the above table, 34.6% strongly agreed that radio sensitize and educate farmers about improved agricultural practice needed to be adopted, 32.2% agreed, 5.4% undecided 24.9% disagreed, 2.9% strongly disagreed.

19. Tiktok social media helps farmer in correct application of fertilizer.
	OPTION
	FREQUENCY
	PERCENTAGE

	Strongly agree
	157
	42.4%

	Agree
	127
	34.3%

	Undecided
	13
	3.5%

	Strongly disagree
	59
	16%

	Disagree
	14
	3.8%

	Total 
	370
	100%


Source: Field Survey, 2025
 The above table shows 42.4% strongly agree, 34.3% agree that radio helps farmer in correct application of fertilizer while 3.5% undecided, 16% strongly disagree, and 3.8% disagree.
20.  Agricultural programme on tiktok encourage increase in agricultural produce.

	OPTION
	FREQUENCY
	PERCENTAGE

	Strongly agree
	172
	46.5%

	Agree 
	132
	36.0%

	Undecided
	10
	2.7%

	Disagree 
	44
	11.7%

	Strongly disagreed
	12
	3.2%

	Total 
	370
	100%



Source: Field Survey, 2025.

Table above shows, 46.5% persons strongly agreed that agricultural programme on tiktok encourage increase in agricultural produce  while 36.0% agreed it has, 2.7% undecided, 11.7% disagreed and the remaining 3.2% strongly disagreed.    
21. Agricultural tiktok social media played in the agricultural information dissemination.

	OPTION
	FREQUENCY
	PERCENTAGE

	Strongly agree
	184
	49.7%

	Agree 
	133
	35.9%

	Undecided
	5
	1.5%

	Disagree 
	11
	2.9%

	Strongly disagree
	37
	10.0%

	Total 
	370
	100%


Source: Field Survey, 2025.

Out of the total respondents, 49.7% persons strongly agreed that agricultural tiktok social media played in the agricultural information dissemination while 35.9% agreed, 1.5% undecided, 2.9% disagreed and the remaining 10.0% strongly disagreed.

22. Agriculture productivity  is a vital pillar for sustainable development and poverty reduction

	OPTION
	FREQUENCY 
	PERCENTAGE

	Strongly agree 
	171
	46.2%

	Agree 
	122
	32.9%

	Undecided
	 8
	2.2%

	Disagree 
	28
	7.6%

	Strongly disagree 
	41
	11.1%

	Total 
	370
	100%


Source: Field Survey, 2025.

From above the table shows 46.2% strongly agreed, 32.9% agreed, 2.2% undecided, 7.6% disagreed, and 11.1% strongly disagreed that agriculture productivity is a vital pillar for sustainable development and poverty reduction
23. Agricultural tiktok social media increase farmer’s productivities

	OPTION
	FREQUENCY 
	PERCENTAGE

	Strongly agree 
	169
	45.7%

	Agree 
	103
	27.8%

	Undecided
	12
	3.2%

	Disagree 
	39
	10.5%

	Strongly disagree 
	47
	12.7%

	Total 
	370
	100%


Source: Field Survey, 2025.

The  above table shows 45.6% strongly agreed, 27.8% agreed, 3.2 Undecided, 10.5% disagreed, and 12.7% strongly disagreed in the above table that agricultural tiktok social media increase farmer’s productivities.
24. Tiktok social media broadcasting can address the problems facing agriculture in Nigeria.

	OPTION
	FREQUENCY
	PERCENTAGE

	Strongly agree
	172
	46.5%

	Agree 
	132
	35.7%

	Undecided
	10
	2.7%

	Disagree 
	44
	11.7%

	Strongly disagree
	12
	3.2%

	Total 
	370
	100%



Source: Field Survey, 2025.

Table above shows, 46.5% persons strongly agreed that radio broadcasting can address the problems facing agriculture in Nigeria while 35.7% agreed it has, 2.7% undecided, 11.7% disagreed and the remaining 3.2% strongly disagreed.

25. Suggestions made by extension workers on radio programmes have impact on farmer productivity

	OPTION
	FREQUENCY
	PERCENTAGE

	Strongly agree
	184
	49.7%

	Agree 
	133
	35.9%

	Undecided
	5
	1.5%

	Disagree 
	11
	2.9%

	Strongly disagree
	37
	10.0%

	Total 
	370
	100%


Source: Field Survey, 2025.

Out of the total respondents, 49.7% persons strongly agreed that suggestions made by extension workers on radio programmes have impact on farmer productivity while 35.9% agreed, 1.5% undecided, 2.9% disagreed and the remaining 10.0% strongly disagreed.

26. There is relationship between tiktok social media and Agricultural Production
	OPTION
	FREQUENCY 
	PERCENTAGE 

	Strongly agree
	128
	34.6%

	Agree 
	119
	32.2%

	undecided 
	20
	5.4%

	Disagree 
	92
	24.9%

	Strongly disagree
	11
	2.9%

	Total 
	370
	100%


Source: Field Survey, 2025.

From the above table, 34.6% strongly agreed that there is relationship between tiktok social media and agricultural production, 32.2% agreed, 5.4% undecided 24.9% disagreed, 2.9% strongly disagreed.

27. Farmers are aware about agricultural innovations through tiktok social media
	OPTION
	FREQUENCY
	PERCENTAGE

	Strongly agree
	157
	42.4%

	Agree
	127
	34.3%

	Undecided
	13
	3.5%

	Strongly disagree
	59
	16%

	Disagree
	14
	3.8%

	Total 
	370
	100%


Source: Field Survey, 2025.

 The above table shows 42.4% strongly agree, 34.3% agree that farmers aware about agricultural innovations through tiktok social media while 3.5% undecided, 16% strongly disagree, and 3.8% disagree.

28. Tiktok social media plays a significant role in disseminating information to farmers.

	OPTION
	FREQUENCY
	PERCENTAGE

	Strongly agree
	172
	46.5%

	Agree 
	132
	35.7%

	Undecided
	9
	2.7%

	Disagree 
	44
	11.9%

	Strongly disagree
	10
	3.2%

	Total 
	370
	100%



Source: Field Survey, 2025.

Table above shows, 46.5% persons strongly agreed that tiktok social media play a significant role in disseminating information to farmers while 35.7% agreed it has, 2.7% undecided, 11.9% disagreed and the remaining 3.2% strongly disagreed.
29. Farmers use agricultural information to improve their farming method  

	OPTION
	FREQUENCY
	PERCENTAGE

	Strongly agree
	184
	49.7%

	Agree 
	133
	35.9%

	Undecided
	5
	1.5%

	Disagree 
	11
	2.9%

	Strongly disagree
	37
	10.0%

	Total 
	370
	100%


Source: Field Survey, 2025.

Out of the total respondents, 49.7% persons strongly agreed that farmers use agricultural information to improve their faming method while 35.9% agreed, 1.5% undecided, 2.9% disagreed and the remaining 10.0% strongly disagreed.

30. Agricultural tiktok social media improve marketing opportunities to farmers.

	OPTION
	FREQUENCY 
	PERCENTAGE

	Strongly agree 
	171
	46.2%

	Agree 
	122
	32.9%

	Undecided
	 8
	2.2%

	Disagree 
	28
	7.6%

	Strongly disagree 
	41
	11.1%

	Total 
	370
	100%


Source: Field Survey, 2025.

From above the table shows 46.2% strongly agreed, 32.9% agreed, 2.2%   undecided, 7.6% disagreed, and 11.1% strongly disagreed that agricultural tiktok social media improve marketing opportunities to farmers.
4.3   TEST OF HYPOTHESIS

Hypotheses One 


H0: There is no relationship between tiktok social media and agricultural production

H1: There is relationship between tiktok social media and agricultural production

To test this hypothesis, the researcher employed the statistical (x²) chi-square test base on the reaction of respondents.

A Response to Hypothesis One

	OPTION
	FREQUENCY
	PERCENTAGE

	SA
	184
	49.7%

	A 
	133
	35.9%

	D 
	16
	4.3%

	SD
	37
	10.0%

	Total 
	370
	100%


Source: Field Survey, 2025.

Using x² 


Σ = 370 = 60

        2

x² = Σ(o-e)²
e
[image: image7.wmf]
	        O
	        E
	      O-E
	    (O-E)²
	(O-E)²

    E

	317
	60
	17
	289
	6.72

	53
	60
	-17
	289
	6.72

	
	
	
	
	13.44


Source: Field Survey, 2025.

X² calculated = 13.44

Level of significance = 5%

Degree of freedom = n-1 = 2-1 = 1

x² = 3.841 at 1 degree of freedom (0.05) level of significance.
DECISION RULE: 

Since x² calculated value is greater than tabulated value 3.841 required for 5% of significance for one degree.

Based on the above analysis, the researcher rejects the null hypothesis (H0) and accepts the alternative hypothesis (H1) we therefore conclude that there is relationship between tiktok social media and agricultural production

HYPOTHESIS TWO

H0: Farmers’ do not aware about agricultural innovations through tiktok social media 

H2: Farmers’ aware about agricultural innovations through tiktok social media
A Response to Hypothesis Two.

	OPTION
	FREQUENCY 
	PERCENTAGE 

	SA
	128
	34.6%

	A
	119
	32.2%

	D 
	92
	24.9%

	SD
	31
	2.9%

	Total 
	370
	100%


 Source: Field Survey, 2025.

Using x² = Σ (o-e)²
E

	O
	E
	O-E
	(O-E)
	(O-E)²

     E

	247
	60
	27
	729
	16.95

	124
	60
	-27
	729
	16.95

	
	
	
	
	33.9


X² calculated value = 33.9

Level of significance = 5%

Degree of freedom = n-1 = 2-1 = 1
DECISION RULE
Since calculated value of x² 33.9 is greater than the tabulated critical value 3.841 required for 5% level of significance of 1 degree.

Based on the above analysis, the researcher rejects the null hypothesis (H0) and accepts the alternative (H1) we therefore conclude that farmers’ aware about agricultural innovations through tiktok social media
HYPOTHESIS THREE

H0: Tiktok social media does not play significant role in disseminating information to farmers 

H3: Tikt#ok social media plays a significant role in disseminating information to farmers

A Response to Hypothesis Three

	OPTION
	FREQUENCY
	PERCENTAGE

	SA
	172
	46.5%

	A
	142
	38.4%

	D
	45
	12.2%

	SD
	11
	2.9%

	Total 
	370
	100%


Source: Field Survey, 2025.

 Using x² = Σ (o-e)²
                         e

	O
	E
	O-E
	(O-E)
	(O-E)²

          E

	312
	60
	27
	845
	89.95

	45
	60
	-27
	845
	15.5

	
	
	
	
	43.9


Source: Field Survey, 2025.

X² calculated value = 43.9

Level of significance = 5%

Degree of freedom = n-1 = 2-1 = 1

DECISION RULE

Since calculated value of x² 33.9 is greater than the tabulated critical value 3.841 required for 5% level of significance of 1 degree.

Based on the above analysis, the researcher rejects the null hypothesis (H0 ) and accepts the alternative (H1) we therefore conclude that  tiktok social media play a significant role in disseminating information to farmers
4.4
DISCUSSION OF FINDINGS

From Research Question One; Findings revealed that there is relationship between tiktok social media and agricultural production. This finding agrees with the opinions of Yaya (2012) who opines that agricultural communications, as indeed any development communication accelerates interaction among farmers, leads to improvement in the quality of information output and confers statue or legitimacy on agricultural issues. It can also act as an institutional catalyst which departments, groups, organizations, institutions and governments can use to mobilize people for agricultural development. tiktok social media can also be used to facilitate access to small-scale loans and acquisition of helpful ideas that can increase agricultural produce.
From Research Question Two; The finding of this study also revealed that farmers’ aware about agricultural innovations through radio. This finding agrees with the views of Chapman (2013) concurs by noting that rural tiktok can be used to improve the sharing of agricultural information by remote rural farming communities. Participatory communication techniques can support agricultural extension efforts especially using local languages and tiktok social media to communicate with farmers directly. From Chapman assertion, it is clear that radio if well used, can play an essential role in reaching the small-scale farmers with vital information that can transform their lives and their economic activities in a positive manner.

From Research Question Three; it was also revealed that tiktok play a significant role in disseminating information to farmers. This finding agrees with the views of Omenugha, Ndolo & Uzuegbunam, (2012) states that tiktok social media makes farmers aware of new techniques and encourages them to approach extension agents for more details. It is one of the quickest ways of reaching a large number of farmers in a very short time and therefore useful in times of emergencies such as a large pest attack. tiktok social media can be effectively used to announce meeting points, training dates, work programmes, providing farmers with information on a wide range of topics of interest to them besides technology, such as new prices, materials available in the market, agriculture policy.
CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1
 SUMMARY OF FINDINGS
The study examined the influence of tiktok on agricultural development in Ogun State. Tiktok has become the most essential medium to communicate appropriate and correct application of fertilizer and agricultural best practice. tiktok social media can be used to improve the sharing of agricultural information by remote rural farming communities. Participatory communication techniques can support agricultural extension efforts especially using local languages and rural tiktok to communicate with farmers directly in other to boost agricultural productivity.
In the previous chapters of this study, the researcher presented background to the study, statement of problem, objectives of the study. Also, the researcher discussed conceptual framework, the theoretical review which were agenda setting theory and uses and gratification theory. The researcher also recognizes the importance of research design and methodology.

Under this, data were collected through the use of questionnaire and the following findings were made:

1. It was discovered that there is relationship between tiktok social media and agricultural production.

2. It was also revealed that farmers’ aware about agricultural innovations through tiktok 

3. It was gathered that radio play a significance  in disseminating  information to farmers 
5.2 
CONCLUSION 

Based on findings the study concluded that the influence of tiktok on agricultural development programmes in developing countries largely depends on the nature and extent of use of mass media in mobilizing farmers for the need for development. Communication has been acknowledged for playing, a prominent role in the success of agricultural production and adoption of innovations. The planners in developing countries realized that the development of agriculture could be hastened with the effective use of mass media. This study has described that mass media information dissemination to farmers is primarily through radio and television in Nigeria. These are traditional media sources that are in use to reach farmers due to poor communication infrastructural facilities within the country. Farm broadcast which covers various aspects of agricultural production activities at different times of the year should therefore be more accessible to the farmer by removing the language barriers through multilingual presentation.

5.3
RECOMMENDATIONS 

Following recommendations are proffered;

1.
Media stakeholders should wake up to use the power of the broadcasting to inform, educate and enlighten peasant farmers about new ideas on modern farming practices.

2.
Nigerian governments should encourage the participation of private sector in supplying farm inputs to ensure steady and timely supply of such inputs.

3.
Nigerian Agricultural Extension System should be revamped by funding arrangement to provide mobility, training, incentives and institutional support so that it will increase its services to farmers for enhanced production, among others.

4.
Future extension package should be aimed at encouraging these farmers to listen to the tiktok social media farmer programme as basis for attaining increased agricultural production.

5.
Government owned broadcast stations should also encourage interested independent agricultural programmes by reducing the cost of their air time.

6.
There should be rescheduling of the radio programme to very late in the evenings when the farmers will be opportune to listen to the agricultural programme.
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QUESTIONNAIRE 

.
Dear Respondent,

Raheem Idris Olayiwola is a final year student of the above named Department and institution. I am conducting a research on the topic “INFLUENCE OF TIKTOK ON AGRICULTURAL DEVELOPMENT IN OGUN STATE (A CASE STUDY OF KWARA FARMER INTO MANAGEMENT SYSTEMM)”. I appeal to you to study and kindly supply the answers to the following information to the best of your knowledge.
Be assured that all information supplied shall be treated in utmost confidentiality and used for research purpose ONLY.

Thanks for your anticipated co-operation.

Your faithful, 

HARUNNA KAFAYAT OMOLADE
SECTION A: BIO DATA

Please tick (√ ) in each question that best represent your views in the space provided.

1. Sex (a).Male [  ] (b). Female [   ]

2. Age (a) 18-25 [ ] (b) 25-30 [ ] (c).31-40 [ ] d.41-50 [ ] 


    (e) 50 and above   [  ]

3. Marital status (a.) single [  ] (b) Married [  ] (c) Divorced [  ] (d) Windowed [  ]

4. Education (a) No formal Education [ ] (b) Secondary [ ] (c) NCE [  ] (d) OND [  ] 

(e) HND [  ] (f) B.sc [  ] (g) Post- Graduate [  ]
SECTION B

5. Do you have a tiktok social media? (a) Yes [ ]    (b) No [ ] 

6. How often do you listen to tiktok social media? Very often [ ] .Often [ ] Not very often [ ] Not often [ ]   

7. Do you listen to agricultural programmes? (a) Yes [ ]    (b) No [ ] 

8. How would you describe agricultural radio program to farmers in Ogun state?  a) it improves agricultural practice [ ]  b) it creates awareness on new agricultural methods [ ]  c) it enhances agricultural productivity [  ]  d) increased marketing opportunities [  ]

9. Do you think agricultural tiktok social media is effective in disseminating agricultural information? a) Yes [  ] b) No [  ] c) Sometimes [  ]

10 Which stations do you often listen to?  a) tiktok b) facebook c) whaspp  
11. What type agricultural programmes you listen to?  a) Agbesunwon b) Agbelere c) Agbe Afokosoro

12.  What is the format of agricultural programmes presented a) Drama [  ]   b) Interview [  ] c) Discussion [  ] d) News [  ] e) Phone in programme [  ] Others……………….

13. Agricultural information aired through tiktok social media? a) Yes [  ] b) No [  ] c) I don’t think so [  ]

14. What is the time of listening to agricultural programmes? a) Morning [  ] b) Afternoon [  ] c) Evening [  ]

15. What is the knowledge gained through tiktok social media agricultural programmes? a) Appropriate and correct application of fertilizer   [  ] b) Better Agricultural practices [  ] c) Prevention of post- harvest losses [  ]   e) Access to agricultural credits and loans [  ]  

16 How would you rate the tiktok social media based on the level of awareness on new agricultural methods? a) Above Average [ ] b) Average [ ] c) Below Average [ ] d) others specify………………..

17 How would you rate effectiveness of tiktok social media in sharing agricultural scientific knowledge to the masses? (a) Excellent [ ] (b) Good [ ] (c) Fair [ ] (d) Poor [ ] (e) Very poor [ ]

SECTION C

Keys: SA = Strongly Agree, A = Agree, U= Undecided, D = Disagree, and SD= Strongly Disagree 

	S/N
	QUESTION
	SA
	A
	U
	SD
	D

	18
	Tiktok social media sensitize and educate farmers about improved agricultural practice needed to be adopted
	
	
	
	
	

	19
	Tiktok social media helps farmer in correct application of fertilizer
	
	
	
	
	

	20
	Agricultural programme on tiktok social media encourage increase in agricultural produce  
	
	
	
	
	

	21
	Agricultural tiktok social media played in the agricultural information dissemination.
	
	
	
	
	

	22
	Agriculture productivity  is a vital pillar for sustainable development and poverty reduction
	
	
	
	
	

	23
	Agricultural tiktok social media increase farmer’s productivities
	
	
	
	
	

	24
	Tiktok social media broadcasting can address the problems facing agriculture in Nigeria
	
	
	
	
	

	25
	Suggestions made by extension workers on tiktok social media have impact on farmer productivity 
	
	
	
	
	

	26
	There is relationship between tiktok social media and agricultural production
	
	
	
	
	

	27
	Farmers’ aware about agricultural innovations through tiktok social media
	
	
	
	
	

	28
	Tiktok social media play a significant role in disseminating information to farmers
	
	
	
	
	

	29
	Farmers use agricultural information to improve their faming method  
	
	
	
	
	

	30
	Agricultural tiktok social media improve marketing opportunities to farmers
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