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Abstract 
This study adopted a descriptive survey design in investigating farmers’ 
perception and adoption of Mass media advertising of agricultural produce 
in Anambra state. A sample of 192 farmers and non farmers were randomly 
selected from Anambra west and Anambra East L.G.A. Data was collected 
using a structured questionnaire and oral interview. The Study used mean 
and Chi Square to analyze the data collected. while Mean technique was 
used to answer the three research questions, Chi Square statistics was used 
to test the hypothesis at .05 level of significance. Results revealed favourable 
attitude towards radio, television and newspaper advertising. It also 
revealed a significant relationship between advertising and increase in 
sales. Based on the findings, it was recommended that radio and television 
stations and newspaper agencies should pay more attention to agricultural 
advertising and promotion. 
 
It is the desire of every producer to generate market for his product. This is 

because, as long as there is adequate market for a particular product, the producer 
remains profitably in business.  Agricultural production like every other business 
outfit requires to be operated at a profit because profit is a motivation for going into 
business. However, when the public does not know what agricultural produce is 
available, the price or even where such produce can be bought, it will not make for a 
better market. Dunn (1995) stated that one may have the finest product and the most 
attractive price, but if potential customers do not know about the product, the chances 
of success are limited for that business 
 

The Agricultural sector has not been able to consistently demonstrate the 
benefits of advertising of farm produce. According to Peissig, (2004) one of the major 
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issues facing the agricultural industry is lack of awareness because many people are 
unaware of what happens in the sector, how it operates and how it affects their daily 
life. The Maryland Department of Agriculture (2011) reported also that consumers 
were not getting clear information on what they were buying and that those who 
would like to patronize local farmers through buying fresh, local food could not do so 
in some retail settings. Oso (1993) also noted that despite budgetary allocations, 
agricultural productivity has not improved and that agricultural sector is characterized 
by very small production unit. 
 

Knowing that advertising plays an important role in promoting any business 
no matter the type, should agricultural industry continue to exist in the dark despite 
the importance the sector to the nation’s economy? It is against this background that 
this study was being carried out to investigate how farmers perceive and adopt the 
mass media advertising using print and electronic mass media such as radio, 
television and newspaper. 
 
Research Objectives 

This study generally seeks to investigate farmers’ perception and adoption of 
mass media advertising of agricultural produce. Specifically, this study will: 
1. Examine the negative attitude of farmers towards radio, television and newspaper 
advertising. 
2. Determine the relationship between advertising and increase in sales of agricultural 
produce  
3.  Identify the roles of advertising in developing agriculture sector. 
 
Hypothesis: There is no significant relationship between advertising and increase in 
agricultural produce sales in Anambra state. 
  
Review of Related Literature 

The agricultural market is becoming more competitive than ever and for 
farmers to ensure products and services are recognized by consumers must make 
effective use of mass media advertising. Advertising within the agriculture sector is 
essential and finding the right medium for any type of information sharing is also very 
important to the overall success of agricultural products and services.  
Advertising is a promotional tool used to create awareness about an organization, a 
product or an event through the use of mass media. Advertising agricultural 
information is pertinent for the development of agricultural industry giving its 
significant role to the economic growth and development of the nation. The 
availability of agricultural information through mass media will not only benefit 
farmers in search of information but also consumers who are searching for 
information on farm products. Oladeji, (2011) and Hamilton, Richards and Stiegert 
(2009) observed that advertising can be used to show where and how farm input can 
be obtained thereby reducing the problem of not obtaining required input on time by 
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the farmers and can also reduces the costs associated with consumer search thereby 
facilitating substitution possibilities between products. 

The aim of every advertising message whether informative or persuasive is to 
spur the targeted audience into action. Ayanwale, Alimi and Ayanbimipe (2005) 
noted that advertising is a major tool in creating product awareness and conditioning 
the mind of a potential consumer to take eventual purchase decision.  According to 
Dunn (1995), advertising activities are undertaken with the aim of increasing sales or 
enhancing the image of a product or business. It is used primarily to inform the 
potential customer of the availability of products or services, when they are in season, 
where they are located and anything special about the products. 
 

The mass media is the vehicle through which agricultural information can be 
communicated. The mass media consist of print media (newspapers, magazines, 
bulletins, posters hand bills, etc.) and electronic media (radio, televisions, video, 
computer, etc.). Hassan,  Shaffril, Ali, and Ramli, (2010) and Olper and Swinnen, 
(2009) reported that mass media advertising reflects the media’s incentives to provide 
news to different types of group in the society and stated that it complement 
agriculture sector when used appropriately. The mass media is also seen as a highly 
effective means of transmitting agricultural information especially through television, 
radio, printed media which have produced an effective dissemination of agriculture 
programs and information. 
 

Radio, television and newspaper have been found more useful to farmers for 
dissemination of agricultural information. Abbas, Pervez,  Balal, Shahid, and Bajwa, 
(2011) revealed that radio alone catered for the information’s needs of farmers three 
times as much as indicated by extension workers in Pakistan. Meanwhile, the radio 
and television have been acclaimed to be the most effective media for diffusing 
agricultural information to the masses especially in a country where literacy level is 
low. Television and radio are significant in transmitting of agricultural information to 
both literate and illiterate farmers alike even in interior areas and within a very short 
time. However, among the several mass media, newspapers are commonly used 
especially among the literate farmers and general public. It also has other advantages 
such as wide coverage, affordable price, permanence of message written on it, it can 
also serve for reference purposes and afford the reader the opportunity of reading it at 
his/her convenient time (Purushothaman, Kavaskar, Reddy, and Kanagasabapathi,  
2011).  
 
Research Methodology 

A descriptive survey method was adopted in the study. The study was 
conducted in Anambra state. Anambra state consists of four agricultural zones – 
Aguata, Awka, Anambra and Onitsha. Judgmental sampling technique was employed 
to select Anambra West and Anambra East L.G.A. out of Anambra Agricultural Zone. 
This zone was chosen because of the high rate of farming activities prevalent in that 
part of the state. The major occupation of the inhabitants is faming and they are high 
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producers of yam, cassava, maize and rice. The population was made up of all 
farmers and non farmers that buy agricultural produce in Anambra West and and 
Anambra East L.G.A. 80 farmers were selected out of 144 farmers using simple 
random sampling also, 112 non farmers were randomly selected resulting to a total 
sample size of 192. A well structured questionnaire and oral interview were used in 
data collection. Data was analyzed using Mean scores to answer the three research 
question and Chi Square statistic to test the hypothesis at .05 level of significance.  
 
Data Analysis and Presentation 
The results of the study were presented thus: 
 
Table 1: Mean Analysis for the Negative Attitude of Farmers towards Radio, 
Television and Newspaper Advertising. 
 

Items  Mean Remark 
Radio advertising is costly 
  

1.92 Dg 
 

People do not have time to listen 
to radio 

1.81 Dg 

Radio does not have wide 
coverage 

2.03 Dg 

Television advertising is costly  3.08        Ag 
Not everybody have television  2.01 Dg 
Some who has TV do not have 
time to watch it  

2.26 Dg 

Most local farmers do not read 
newspaper 

2.21 Dg 

Newspaper advertising favours 
the literate class only   

2.75 Ag 

Newspapers are not affordable  1.91 Dg 
Overall  2.22  Dg 

 
Ag= Agree, Dg= Disagree, Criterion Mean= 2.50, n= 192 
 
Table 1 shows farmers’ responses to some negative attitudes towards mass media 
advertising. Result indicate that farmers disagreed that radio advertising is costly 
(1.92), people do not have time to listen to radio (1.81) and  radio does not have wide 
coverage (2.03). While they agreed that television advertising is costly (3.08), they 
disagreed that not everybody have television (2.01),some who has TV do not have 
time to watch (2.26) and most local farmers do not read newspaper (2.21). However, 
they agreed that newspaper favours only the literate class (2.75) but disagreed that 
newspapers are not affordable (1.91). Given the overall mean of 2.22 and a criterion 
mean of 2.50, it implies that farmers do not have negative attitudes towards mass 
media advertising.   
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Table: 2 Mean Analysis for the Relationship between Advertising and Increase 

in Sales 
 
 
 
 
 
 

 
 
Ag= Agree, Criterion Mean= 2.50, n= 192 
Result on Table 2 shows that farmers agreed that advertising increases production 
(2.81), more buyers attracted (3.11), more quantities are sold (3.24) and rapid increase 
in demand (2.71). The overall mean of 2.97 which is up to the criterion mean (2.50), 
indicates that there is a relationship between advertising and increase in sales. 
 
Table: 3 Mean Analysis for the Role of Advertising in Developing Agriculture 

Sector. 
 
 
 
 
 
 
 
 
 

 
Ag= Agree, Criterion Mean= 2.50, n= 192 
 
Table 3 shows the roles advertising play in developing the sector. Farmers agreed 
advertising plays such roles as; communicates agricultural information (3.44), attracts 
new buyers (2.63), increases farmers’ profit (2.99), increases overall market 
performance (3.04), creates agricultural awareness (2.80), enhances producer-buyer 
relationship (2.55) and attracts investors (2.69). Given overall mean score of 2.88, it 
implies that advertising plays important role in developing agricultural sector. 
 
 
 
 
 
 
 

Items   Mean  Remark 
Increases production 2.81 Ag 
More buyers are attracted 3.11 Ag 
More quantities are sold 3.24 Ag 
Rapid increase in demand 2.71 Ag 
Overall 2.97 Ag 

Items Mean Remark 
Communicates agricultural information 3.44 Ag 
Attracts new buyers 2.63 Ag 
Increases farmers’ profit 2.99 Ag 
Increases overall market performance  

3.04 Ag 
Creates agricultural awareness 2.80 Ag 
Enhances producer-buyer relationship 2.55 Ag 
Attracts investors 2.69 Ag 
Overall  2.88 Ag 
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Table: 4 Chi Square Analysis for Relationship between Advertising and 

Increase in Sales.  
S = Significant, n=192 
 

The hypothesis tested at .05 level of significance shows a significant value for 
increases production (.000), more buyers attracted (.000), more quantities are sold 
(.000) and rapid increase in demand (.002). This implies that the test is significant, 
meaning that advertising increases production; attracts more buyers and increases 
sales volume and demand. Therefore, following the decision to reject the null 
hypothesis if the test is significant at .05 (i.e., p-value or observed level of 
significance less than the given level of significance), the null hypothesis is thereby 
rejected and it is concluded that there is a significant relationship between advertising 
and increase in sales of agricultural produce. 
 
Result and Discussion 

The result on Table one revealed that farmers and non farmers do not yield to 
the negative attitudes listed about radio, television and newspaper advertising. 
However, it show television advertising is costly and also that newspaper is meant for 
the literate group. To this effect, Hassan,  Shaffril, Ali, and Ramli, (2010) Supported 
that radio and television have been proved to be the most effective media for 
communicating knowledge to the masses. Meanwhile, Purushothaman, Kavaskar, 
Reddy, and Kanagasabapathi (2011) reported that in a country where the literacy rate 
is low, farmers prefer to listen to radio and watch television rather than read 
newspaper since to them, radio and television messages are made clearer while 
newspapers plays important role in communicating agricultural information among 
the literate farmers. Meanwhile, Oladeji, (2011), opined that farmers are disposed to 
reading newspapers to access information about farming 
 

Table two indicates that advertising increases sales of agricultural produce. 
This finding is in line with the views of Hamilton, Richards and Stiegert (2009) who 
stated that advertising enhances performance in markets for advertised goods. 
 

Table three revealed that advertising plays important role in promoting 
agriculture sector. It communicates agricultural information, attracts new buyers, 

Items  Farmers  
n= 80 

Non farmers    
n = 112   

df Χ2 P Decision 

Increases production 2.92  2.70 9 15.35
  

.000
  

S 

More buyers are attracted 3.02 3.10 9 5.16 .000
  

S 

More quantities are sold 3.16  3.08 9 4.88       .000
  

S 

Rapid increase in demand             2.82 2.60  9 9.38       .002
  

S 
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increases farmer’s profit and overall market performance, creates agricultural 
awareness, enhances producer-buyer relationship and attracts investors. Abbas et. al., 
(2011) supported that the use of mass media is what agriculture needs today and that 
mass media offer great opportunities in transfer of information in agricultural 
extensions. Meanwhile, Dunn (1995) supported that the aim of advertising is to 
enhance the image of a product or business.  
 

The result of hypothesis tested at .05 level of significance indicated a 
significant relationship between advertising and increase in sales of agricultural 
produce. Also Dunn (1995) agreed that advertising is an activity undertaken to 
increase sales.  
 
Summary of Major Findings 
A presentation of major findings was made based on the research questions and null 
hypotheses testing.  The major findings are summarized thus; 
1. Farmers do not exhibit negative attitude towards advertising. 
2. Advertising increases sales volume of agricultural produce. 
3. Advertising plays important role in promoting agriculture sector. It plays such 

roles as communicating agricultural information, attracting new buyers, 
increasing farmers’ profit and increasing overall market performance in 
agriculture sector. 

4. The null hypothesis tested show that there is a significant relationship 
between advertising and increase in sales of agricultural produce 

 
Conclusion and Recommendation 

Agricultural advertising involves all the processes geared towards 
communicating agricultural information to the farmers and to general public. 
Agricultural information can be advertised through the use of mass media. There are 
the print media, made up of newspapers, magazines, bulletins, posters hand bills, etc. 
and electronic media made up of the radio, televisions, video, computer, etc. 
Advertising of farm produce plays a vital role in keeping the consumers of such 
produce informed while improving the sale of the advertised produce. Furthermore, 
advertising of agricultural information is also very useful to farmers as it reduces their 
search for farm information. It is important to say that the advertising of agricultural 
information is pertinent for the development of agricultural industry giving its 
significant role to the economic growth and development of the nation. 
Based on findings, it was recommended that; 
1. The Ministry of Agriculture in conjunction with advertising agencies should 

organize a sensitization programme for farmers on advertising.  
2. Television and radio stations and also newspaper agencies should devote more 

attention to agricultural advertising than they used to.  
3. Farmers themselves should also subscribe to advertising their farm produce for 

better market performance. 
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