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Abstract

The study analyzed the socio-economic characteristics of cereal crop farmers in the usage of 

social media in Benue and Nasarawa States, Nigeria. Data were collected from primary 

sources through administration of structured questionnaire on 251 farmers' selected using 

purposive random sampling technique. Data analyses were achieved usingdescriptive 

statistics andLogit regression. Results on perceived benefits of used of social media indicated 

that all the attributes loaded high with mean score of above 2.50, the highest was reduced cost 

of obtaining information (x=3.74)  and least was ease of communication (x=3.11). Similarly, 

results on perceived factors that influenced the use of social media revealed that all the 

attributes except ease of use (Benue  x=3.35and Nasarwa (x=2.45) and relatively low cost 

(Benue x= 1.98 and Nasarwa x= 2.31) influenced social media usage among the cereal crop 

farmers. Pooled results indicated that all the attributes except ease of use (x= 2.39) and 

relatively low cost (x= 2.12) influenced the use of social media among rural cereal crop 

farmers. The results of Logit regression showed that non-farm income (0.005)and 

membership of association (0.006) had positive and significant effects on the use of social 

media. Results of Mann-Whitney test indicated that there was a significant difference in the 

usage of Instagram (0.00479, p < 0.010) in Benue and Nasarawa States. It is recommended 

that communication companies should reduce the cost of recharge cards/data, government 

should provide electricity to reduce the high cost of charging phones, the public and private 

sectors should create awareness on social media skills and government and Non-

governmental organizations should provide adult education to the farmers to improve their 

literacy level. Keywords:Comparative, analysis, farmers, usage, social media

Introduction

Communication has been one of the basic needs of human beings after food, shelter 

and clothing (Saravanan and Bhattacharjee, 2013). The development and advancement of 
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civilization have increased the need for communication. Man, as a social animal, tries and 

tests new modes and methods of communication everyday. Starting with carvings on wall of 

caves, they progressed through stone tablets, papyrus leaves to printing (Saravanan and 

Bhattacharjee, 2013). 

The insatiable quest of human beings for increasing their realm of contacts and 

reaching larger mass and advancement in technology evolved into Information and 

Communication Technologies (ICTs), but development did not stop there. Man progressed 

from mass media tools like radio and television towards more user centred devices with 

today's computers and mobile phone (Saravanan and Bhattacharjee, 2013). Information and 

Communication Technology is being used for development purpose because of their mass 

reach. Apart from radio and television, computers and Internet which are already being 

utilized for development, recent addition to the list of aids in communication is the social 

media (Saravanan and Bhattacharjee, 2013).

Social Media is defined as the online technologies and practices used to share content, 

opinions and information, promote discussion and build relationships. Social media services 

and tools involve a combination of technology, telecommunications and social interaction; 

they can use a variety of formats, including text, pictures, audio and video (Stanley, 2013). 

Social media are web-based tools of electronic communication that allow users to personally 

interact with others individually or in groups for the purposes of exchanging information, 

sharing thoughts and opinions, influencing and facilitating decision-making by creating, 

storing, retrieving and exchanging information in any form (text, pictures, video, etc.) by 

anyone in the virtual world (Suchiradipta and Saravanan, 2016). 

 Kaplan and Haenlein (2009) defined SM as a group of Internet-based applications that 

build on the ideological and technological foundations of Web 2.0 and that allow the creation 

and exchange of user-generated content. Social media are known as the Internet-based tools 

for sharing and discussing information among people (Saravanan and Bhattacharjee, 2014). It 

is the user generated information, opinion, video, audio and multimedia that is shared and 

discussed over digital networks (Andres and Woodard, 2013). Merriam-Webster (2015) 

defined SM as forms of electronic communication through which users can create online 

communities to share information, ideas, personal messages and other content. Social media 

are web-based services that allow individuals to construct a public or semi-public profile 

within a bounded system, articulate a list of other users with whom they share a connection, 

view and move within their list of connections and those made by others within the system. 

The nature and nomenclature of these connections may vary from site to site (Boyd and 

Ellison, 2007).
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The extension system is entrusted with multiple development activities besides their 

mandate, which eventually dilute the focus on extension activities and decrease efficiency. 

Majority of the farmers still remain unreached. With the abilities of reaching large number of 

people individually and simultaneously, social media have assumed a greater role in the 

extension work. The developments in the social media and networking technologies provide 

new ways of technology transfer. It is against this background that the research was carried out 

to:

i. ascertain types of social media used by rural cereal crop farmers; 

ii. identify the perceived benefits of social media usage on rural cereal crop farmers;

iii. describe factors influencing social media usage to among rural cereal crop farmers; 

and

iv. identify barriers to the usage of social media among rural cereal crop farmers; 

 Hypothesis

Ho.  Socio-economic characteristics of the respondents have no significant effects on the 

usage of social        media among the respondents. 

Methodology

The study area is Benue and Nasarawa States. Benue State experiences tropical 

climate with two distinct seasons, the rainy season (which lasts from April to October with 

annual mean rainfall of 1500mm and the dry season which begins in November and ends in 
o o

March with annual temperature fluctuating between 23 C and 38 C. The state is made up of 

several ethnic groups including Tiv, Idoma, Igede. Others are Jukun, Etulo, Abakpa, Akyeya, 

Hausa, Igbo and Igala among others. Most of the people are farmers, while the inhabitants of 

the riverside areas engage in fishing as their primary or secondary occupation.

Nassarawa State with its capital at Lafia has (13) thirteen Local Government Areas 

(LGAs), it has diverse ethnic groups such as Alago, Eggon, Kanuri, Gwandara, Egbira, Mada, 

Tiv, Bassa, Nyankpa and Gbagi among others. The state is bounded in the north by Kaduna 

State, in the west by Federal Capital Territory Abuja, in the south by Kogi and Benue States 
2

and in the east by Taraba and Plateau States. It has a landmass of 27,117km  of which 70% is 
0 0

arable land for agriculture; it lies between longitude 8.3  North and Latitude 8.37  North and 

East respectively. The state experiences two distinct seasons; dry and rainy seasons. The dry 

season begins from late October to March while, the wet season begins from April and ends in 

October. The estimated amount of annual rainfall is between 1100mm-2000mm, the 
0 0

temperature ranges from 15.22 C to 38 C (Agada and Igbokwe, 2014).

The population of the study comprised all registered rural cereal crops farmers in 

Benue and Nasarawa States. A sample size of 262 respondents(rural cereal crop farmers) was 
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selected using stratified purposive and simple random sampling techniques, however, 251 

questionnaires only were returned. The first stage involved the stratification of the states into 

three Agricultural Zones of North, South and West. The second stage involved purposive 

selection of two Local Government Areas (LGAs) from each Agricultural Zone. The third 

stage involved the purposive selection of two council wards from each LGA and the fourth and 

the final stage involved the use of simple random sampling technique to select respondents 

from the council wards. Four (4) social media platforms namely Facebook, Instagram, 

WhatsApp and YouTube were selected based on their usage in the study area. 

Method of Data Analysis

Logit regression model was used to determine socio-economic characteristics 

influencing the use of social media. The model is expressed as:

Where, 	 = Probability that socio-economic characteristics influencing usage of iR

social media =	 Constant term =	 Coefficient to be estimated	 	ob kb

X 	 =	 for K=1…….. 12 which are independent variablesk

th
I	 =	 i  observation.

As ranges from –α to + α,  ranges from 0 to 1 and  is non-linearly related to. The iZ iR iR

Logit of the unknown binomial probabilities that is, the Logarithms of the odds, are modelled 

as a linear function of the X . In estimable form, the model is express as,i

The unknown parameters  are usually estimated by maximum likelihood. Thus, the ib

model is explicitly express as

    

Let +=
ikkoi

XZ bb  

Then 
Ze

Pi
-+

=
1
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A four-point Likert-type scale as follows: 1 = not at all; 2 = low; 3 = moderate and 4 = 

high. The scores were added up to 10 and divided by 4 to obtain a mean score of 2.5. A mean 

score that was equal to or greater than 2.5 was regarded as having high.Likert-type scale 

measured perceived benefits and perceived factor influencing social media usage.

Results and Discussion

The result in Table 1 on types of social media used depicted that Facebook (Benue x= 

3.82 and Nasarwa x= 2.34); YouTube (Benue x= 1.78 and Nasarwa x= 1.34 and Nasarwa x= 

1.34 and Nasarwa x= 1.16). Pooled results indicated that Facebook had a mean of 

3.83,WhatsApp2.63, YouTube 1.77 and Instagram 1.2618

The finding corroborates that of Teixeira (2014) who reported that Facebook remains 

the dominant platform with 94% of social networkers maintaining a Facebook account. 

Facebook is used by at least 90% across sexes, ages and locations. The finding, also, confirms 

that of Anyanwu et al. (2013) that Facebook ranked highest (89.2%) in the list of social media 

utilized by farmers in Nigeria and was closely followed by Twitter (46.3%).

Lawanson et al. (2016) observed that Facebook, YouTube, Wikis and blogs provide a 

huge amount of materials on a wide range of subjects. The finding is, also, related to that of 

Wangu (2014) that respondents allocated a large portion of their time to social media sites 

particularly Facebook for agricultural purposes and were participatory via the social media. 

Diekmann et al. (2009) reported that respondents prefer Facebook to gather and disseminate 

agricultural information. Respondents also view Facebook as not only a sharing place for 

agricultural news but also a sharing place for advice and opinions. 

The implication of these findings is that agricultural information can be disseminated 

to the farmers using Facebook. Facebook is one of the social media platforms that are use both 

in the villages and in the township. Agricultural extension workers should be encouraged to 

d i s s e m i n a t e  i n f o r m a t i o n  t o  f a r m e r s  o n  t h e  F a c e b o o k .   
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Results in Table 2 show the mean scores for perceived benefits by the respondents; indicated 

that all the variables/attributes of perceived benefits for using social media among cereal crop 

farmers were above 2.50 for both Benue and Nasarawa States and for pooled. The implication 

is that all the attributes were benefits of using social media among the cereal crop farmers in 

the study. 

The implication is that the high cost that was associated with obtaining agricultural 

information to improve and increase agricultural production has been reduced. Farmers can 

buy a recharge card/data at ₦100.0 and access information on the social media instead of 

traveling long distances to meet agricultural extension agents in their offices for very vital 

farm information on the one hand. On the other hand, extension agents can buy a recharge 

card/data and use it within the office or anywhere and send information to their clients without 

wasting time and energy like during the time of traditional media. 

The finding corroborates that of Bristy (2015) that the social media help to reduce 

stress and increase satisfaction among farmers. It allows farmers (slow or quick) to retrieve 

any agricultural information at their own pace and speed (self-pacing). Furthermore, it is easy 

to join bulletin board discussion any time, or visit farmers' organization, researchers, 

extension workers, websites,etc at anytime to obtain very vital farming, processing and 

storage, sustainable agriculture and development information among others. It has also 

overcome the limitations of space and time.

Table 1: Mean Scores on Types of Social Media Used by the Respondents on State Basis (n 
=251) 
Types of Social Media 
Used 

       Benue State Nasarawa State Pooled 

   Mean STD Mean STD Mean STD 

Facebook  3.82 0.447 3.84 0.437 3.83 0.443 

WhatsApp 2.82 1.176 2.34 1.225 2.63 1.218 

YouTube  1.78 1.110 1.75 1.178 1.77 1.136 

Instagram  1.34 0.821 1.16 0.573 1.26 0.734 

Cut-off mean = 2.50 
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Effects of Socio-economic Characteristics on the use of Social Media among the 

Respondents in Benue and Nasarawa States

Facebook

Results in Table 3 show that all the independent variables regressed were not 

significant. The implication is that the socio-economic characteristics of the respondents do 

not significantly affect their use of Facebook to acquire agricultural information. The use of 

Facebook was very high among the respondents, irrespective of their socio-economic status. 

The finding corroborates Al-Rahimi, Othman and Musa (2013) who reported that the high 

level of use of Facebook among people makes it to be considered as an educational tool 

because of its beneficial qualities such as enabling peer feedback, goodness of fit with social 

context and interaction tools. 

Similarly, Sago (2013) observed that Facebook enjoyed near universal usage (94.9%), 

Twitter, Pinterest and Google+ had much lower usage from 22.1 to 31.8%. The finding is also 

related to that of Teixeira (2014) that Facebook remains the dominant platform with 94% of 

social networkers maintaining a Facebook account. It is used by at least 90% across all sex, age 

and locations. 
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Table 2: Mean Scores of Perceived Benefits of using Social Media by the Respondents  
Perceived benefits  Benue   

 State 
(x

ҧ

)  

Std. 
dev.  

Nasarawa 

 State (x)  

Std. 
dev.  

   Pooled  
Sample  (x)  

Std. 
dev.  

Availability of voice, visuals 
and words  

3.43  0.584  3.45  0.500  3.43  0.550  

Connects people from 
anywhere at anytime

 
 

3.41
 

 
0.520

 
 

3.47
 

 
0.557

 
 

3.43
 

 
0.535

 Cost of obtaining information 
reduced

 

3.33
 

0.750
 

3.43
 

0.571
 
3.47

 
0.683

 

Provide timely and accurate 
information

 
 3.45

 
 0.631

 
 3.44

 
 0.572

 
 3.44

 
 0.606

 Provision of instant feedback
 

3.19
 

0.732
 

3.39
 

0.645
 
3.27

 
0.703

 Easy of communication

 
3.11

 
0.724

 
3.43

 
0.587

 
3.24

 
0.688

 Reduce stress and increase 
satisfaction

 

3.31

 

0.736

 

3.42

 

0.515

 

3.35

 

0.656

 
Agricultural information 
obtained at own pace and 
speed

 

 3.32

 
 0.682

 
 3.34

 
 0.552

 
 3.33

 
 0.631

 
Creation and sharing of 
information/photos or videos

 
 

3.44

 
 

0.652

 
 

3.36

 
 

0.592

 
 

3.41

 
 

0.628

 
Resolve time table conflicts on 
obtaining information

 
 

3.36

 
 

0.817

 
 

3.45

 
 

0.573

 
 

3.39

 
 

0.727

 
Cut-off mean ≥ 2.50

 



Instagram

Results in Table 3 reveal that non-farm annual income has positive and 000 (8.355)

significant effect on the use of Instagramat 1% suggesting that a percentage increase in non-

farm income will increase probability of use of Instagram. This means non-farm income is an 

additional income to the main income of the farmer and any increment from it can serve as a 

secondary source of income to the farmer who can use it for other things and also access social 

media. 

The improvement in non-farm income will complement the main income obtained 

from farm produce which are harvested seasonally. Farmers can make use of the non-farm 

income to access social media more frequently since access to social media may be done on 

daily basis. Also for peasant farmers, crops are harvested either twice or thrice a year 

depending on crops cultivated. If left to the cereal crops income alone a farmer may not be able 

to access the social media frequent enough for adequate information. 

Membership of association also has positive and significant effect 1.550 (7.987) the 

use of Instagram at 1% suggesting that a unit increase in will membership of association 

increase theprobability of the use of Instagram by 15.5% in the study area. This implies that 

farmers who belong to a cooperative society are more likely to use Instagram more than their 

counterparts who are not members of any farmers' association. 

Major occupation also positively and significantly 1.994 (5.268) influence the use of 

Instagram by 5%. This implies that as more people engage in farming as a major occupation 

the probability of using Instagram will increase. This is in line with priori expectation. 

Instagram provides farm information most especially pictures. Farm input dealers and other 

stakeholders may find it as a sure way of sending and receiving agricultural information. 

Cost of accessing social media also positively .000 (4.802)and significantly influence 

the use of Instagram by 5%. This means that the lower the cost of accessing Instagram the 

greater the probability that farmers will use it to access agricultural information. This is in line 

with prior expectation that the cheaper the cost of accessing social media the more the farmers 

will access information on it and the higher the cost, the fewer the access to it by farmers.  
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Table 3: Binary Logistic Regression on the Effects Socio-economic Characteristics on the 
use of Social Media in Benue and Nasarawa States 
Independent Variables Facebook Exp. B Instagram Exp.B 
Age -17.894(.008) .000 -.049 (1.503) .952 
Sex -251.911(.005) .000 -.198 (.127) .820 
Education -387.828(.008) .000 1.471 (2.867) 4.355 
Major occupation 150.609(.009) 3.015E+065 1.994 

(5.268)** 
7.342 

Cereal farm size -52.609(.005) .000 -.376 (.964) .687 
Cereal annual income .001(.007) 1.001 .000 (.0357) 1.000 
Off-cereal annual farm income .000(.001) 1.000 .000 (.033) 1.000 
Non-farm annual income .001(.005) 1.001 .000 

(8.355)*** 
1.000 

Farming experience -7.133(001) .001 -.009 (.019) .991 
Social media experience -23.156(.002) .000 -.158 (.371) 854 
Membership of association -92.498(.006) .000 1.550 

(7.987)*** 
4.710 

Cost of accessing social media .029(.006) 1.030 .000 
(4.802)** 

1.000 

Constant 2535.871(.008) . -8.486 (9.491) .000 
Nagelkerke R2 1.00 .278  .722 .318 
Omnibus Test of model coefficients 32.501***  45.222***  
*** and ** = significant at 1% and 5% respectively. 
Wald values in parenthesis 

Perceived Factors Influencing the use of Social Media
Table 4 shows the perceived factors influencing the use of social media among cereal crop 

farmers. The findings revealed that in both Benue and Nasarawa States except for ease of use 

(Benue x = 2.35 and Nasarwa x = 2.45) and relatively low cost (Benue x = 1.98 and Nasarwa x 

= 2.31) all the respondents agreed that factors including usefulness of social media (Benue x = 

3.23 and Nasarwa x = 3.58); convenience and flexibility (Benue x= 3.28 and Nasarwa x = 

3.67) and provision of opportunities to express views opportunities to express views (Benue x 

= 3.49 and Nasarawa x = 3.66) among others influenced their use of social media. The 

pooledresult indicate that except for ease of use (x = 2.39) and relatively low cost (x = 2.12) the 

respondents agreed that the entire variables/attributes influenced their used of social 

media.This is an indication that farmers want to express their farming experiences and other 

views with other farmers using social media. 

The expression of views among members of the farming community is very important 

as the less experienced ones get to learn from the more experienced farmers. Social media has 

provided the opportunity for farmers to share their views on farming and other matters. It 
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allows the user to view, listen, upload and send text at the users' convenience. 

This confirms Mayfield (2008) who stated that the special features of participation, 

openness; expression of views, community and connectedness makes social media a unique 

user experience. Expression of views is one of the features which have made many 

people/fans to subscribe to the social media.  Similarly, Feder, Murgai and Quizon (2004) 

reported that farmers consider other farmers to be the most important source of agriculture 

information, but prefer more specifically trained sources as the complexity of the message 

increases.

Results in Table 5 show factor analysis with varimax rotation applied to the data 

yielded a 3-dimentional solution. The communalities which can be regarded as indications 

of importance of the variables in the analysis with a reasonable number of them were 

generally above 0.50, indicating that the variables selected for the study were appropriate 

and relevant. The three factors which altogether accounted for 47.6% of the total variance in 

the 13 original variables may be regarded as composite indicators defining the factors 
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Table 4: Mean Scores of Perceived Factors influencing the use of Social Media by the 
Respondents

 

Perceived Factor Benue 
State( 

ҧ

) 
Std. 
Dev. 

Nasarawa 
State  ( )  

Std. 
Dev.  

Pooled 
Sample 

( )  

Std. 
Dev.  

Ease of use 2.35 1.016 2.45  0.926  2.39  0.979  
Usefulness of social media 3.23 0.584 3.58  0.534  3.37  0.589  
Convenience and flexibility 3.28 0.688 3.67  0.512  3.44  0.651  
Provision of opportunities to 
express views 

 
3.49 

 
0.633 

 
3.66  

 
0.570  

 
3.56  

 
0.613  

Enjoyment/attraction 3.39 0.696 3.50  0.592  3.43  0.656  
Immediate feedback by the 
user
 

3.08 0.837 2.95  0.856  3.03  0.845  

Easy of communication
 

3.05
 

0.946
 

2.98
 

0.804
 

3.02
 

0.890
 Relatively low cost

 
1.98

 
1.109

 
2.31

 
1.155

 
2.12

 
1.138

 Availability of voice, visuals 
and

 
words

 

3.34
 

0.697
 

3.38
 

0.579
 

3.36
 

0.650
 

Creation and sharing of 
information/photos or videos

 

3.47
 

0.664
 

3.61
 

0.547
 

3.53
 

0.622
 

Connects

 

people

 

from 
anywhere at anytime

 

3.53

 

0.664

 

3.45

 

0.669

 

3.51

 

0.666

 
Cut-off mean ≥ 2.50

 

x



affecting the use of social media by the respondents in the study area.

Based on variables loadings three factors were identified namely socio-economic 

factors (Factor 1), technological factors (Factor 2) and infrastructural factors (Factor 3). In 

factor 1, (socio-economic factors) variables that had significant effect on the usage of social 

media were age (0.774), high cost of charging phone (0.634), language barrier (0.485), high 

cost of recharge card/data (0.601), high cost of smart/android phone (0.514) and lack of 

social media awareness (-0.637). This implies that the high cost of recharge card/data can 

also affect the time farmers spent on the social media to access production, processing, 

storage and other information for maximum production. 

Similarly, farmers who do not know how to read and write in English language 

cannot read and understand any video, message, etc send to them written in English 

language. Also farmers who are not aware of existence of social media do not know the 

opportunities provided by the social media for quick access to agricultural information. The 

findings validate that of Newbury et al. (2014) that the high cost of data restricts the use of 

multi-media like images and videos among farmers as they consume much more data than 

text. 

In factor 2; (technological factors),variables that had significant effect on the usage 

of social media in the study area were lack of social media skills (0.708), lack of interest 

among extension workers (-.816), lack of social media awareness (-.637), lack of privacy 

(9.609) and low literacy level (.625). This means that lack of social media skills for instance 

can prevent respondents/farmers from using the social media to obtain the desired 

agricultural information or it may take a farmer several hours to access information that 

would been accessed in few hours if she or he has the skills. 

The findings uphold that of Samuel et al. (2005) and Mugisa-Mutetikka, Opio, Ugen, 

Tukamuhabwa, Kayiwa and Musa (2008)that many farmers cannot read and write, 

therefore, cannot read messages sent to them containing very vital agricultural information 

by other farmers or extension agents. Some farmers do not have the skills to use social media 
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to contact their friends due to illiteracy. 

In factor 3;(infrastructural factors), variables that significantly affected the usage of 

social media in the study area were poor internet connection (0.608), erratic power supply 

(0.627) and long distance to recharge phone (0.532). The implication is that erratic power 

supply can prevent a farmer from charging his phone. Erratic power supply can also prevent 

a farmer from using an access card bought from a public cyber cafe to access agricultural 

information on the social media. In areas where for instance, there is erratic power supply, 

the use of any electronic device for accessing social media platform will be limited to hours 

of electricity supply. Faulty internet connection can lead to a user spending many hours 

without being connected to any social media platform. This implies that the technological 

factors can prevent or limit the usage of social media.  

The finding is similar to that of Newbury et al. (2014) that faulty internet connection, 

unproductive use of time, internet connections and infrastructural issues were some of the 

barriers to the use of social media among farmers. Similarly, Andres and Woodard (2013) 

observed that barriers to use of social media in Nigeria included poor connectivity and erratic 

power supply for powering phones among others.

The implication of these findings is that socio-economic, technological and 

infrastructural factors are capable of preventing farmers from the using social media to 

obtain desired agricultural information for maximum cereal crops production. 

Conclusion

Several perceived factors influencing the use of social media in the study area were 

identified and some of them are ease of use, usefulness of social media, convenience and 

flexibility, provision of opportunities to express views, enjoyment/attraction and immediate 

feedback by the user. Barriers were identified includinghigh cost of recharge card/data, cost 

of charging phone, erratic power supply. There was a significant difference in the usage of 

social media between Benue and Nasarwa States as respondents used social media in 

accessing agricultural information in Benue more than Nasarawa State. Socio-economic 

characteristics significantly affected the usage of social media. 
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Table 5: Rotated Component Matrix of Factor Analysis of Barriers to the use of Social 
Media by the Respondents 

Barrier                                                                           Factor Loadings                        
Communalities                                                                                           
                                                                                1                     2                       3 
Age (A) .774* -.181 -.015 .632 
High cost of charging phone 
(HCCP) 

.634* .430 .137 .606 

Language barrier (LB) .485* .341 .032 .353 
High cost of recharge card/data 
(HCRD) 

.601* .377 .060 .507 

High cost of smart/android phone 
(HCP) 

.514* .273 -.116 .353 

Lack of social media skills (LS) .134    .708** -.031 .520 
Lack of interest among extension 
workers (LIEW) 

 
.030 

 
-.816** 

 
.143 

 
.688 

Lack of social media awareness 
(LSMA) 

-.042      -
.637** 

-.135 .425 

Lack of privacy (LP) .025     .609** .214 .417 
Low literacy level (LLL) -.083     .625** .154 .421 
Poor internet connection (PIC) -.181 -.129 .608*** .420 
Erratic power supply (EPS) .222 .337 .627*** .556 
Long distance to recharge phone 
(LDRP) 

-.105 .040     
.532*** 

.296 

     
Eigen Values 3.777 1.252 1.166  
% of Variance 26.344 11.989 9.314  
Cumulative %  26.344 38.333 47.647  
 

Cut-off mean = 2.50 

Method: Kaiser’s Normalization 

* Factor 1: Socio-economic factors 

** Factor 2: Technological factors 

*** Factor 3: Infrastructural factors 

Recommendations

1. It is recommendedthatthe cost of recharge cards/data should be reduced to encourage 

purchase.

2. Cost of charging phone should be reduced and made affordable.
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