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ABSTRACT 

 A social movement is a personal obligation taken on by an individual, due to 

either a personal experience or responsibility, to pursue action to implement a 

change in a community or society.  Facebook is a social networking device in which 

users interact through conversations, and build relationships by networking with 

other users.  Facebook groups are created as part of a smaller community within the 

social networking site and focus on particular interests or beliefs about certain issues 

that are shared by users.   The purpose of this study was to determine why 

individuals use social media, specifically Facebook, to communicate information in 

social movements related to agricultural issues.    

 Eight interviews were conducted with Facebook participants who actively 

contribute to the promotion of a social movement through the social networking site.  

Interview questions were asked to address the five research objectives for the study.  

Results found that participants said they are successful in using Facebook to promote 

the social movements they represent.  Participants are personally motivated to 

actively recruit and participate in Facebook as an informational and promotional 

communication channel. Though participants primarily promote their message 

through Facebook, they also use other social media tools to help reach as many 

people as possible.  Overall, participants have been pleased with the outcome of 

their Facebook groups, and offer advice for future practitioners who want to use 

social media to promote agricultural movements.  
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CHAPTER I 

INTRODUCTION 

 
Background and Setting 

 Communications is often cited for its role in creating change (Rogers, 2003; 

King, 2003).  Communication has been used since the beginning of time to relay 

information, implement knowledge and skill, manipulate views and beliefs, create and 

manage disputes and disagreements, develop connections and relationships among 

people and parties, instigate new ideas and innovations, and to assist in cultural, 

behavioral, and psychological beliefs (Anderson-Wilk, 2009). 

 Communication has played a major role in facilitating change in agriculture in 

the past and suggests how new social media technologies could be used to advance 

preservation of agriculture in the future, as well as to relay up-to-date information to 

agricultural specialists (Anderson-Wilk, 2009).  Advancements in agriculture and 

technology have generated a crucial need for the industry to effectively communicate 

agriculture and issues to the public (Roth, Vogt, & Weinheimer, 2002).  In past years, 

mass media have been most effective in conveying information and communicating to 

the public.  As advancements in technology are rapidly becoming accepted in society, 

interpersonal communication is better at creating awareness and interest, and to serve 

as a form of evaluation and trial (Food and Agriculture Organization, 2006).  

Social Media 

Online communities and social media websites have sparked one of the most 

significant social developments society is yet to know (Experian Marketing Services, 
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2010).  Social media are primarily Internet and mobile-based tools for sharing 

information, interacting, and building relationships among individuals.  Social media 

encompasses interactions that take place between individuals who incorporate the use 

of different technologies, telecommunication, and social relations.  According to 

Brogan (2010), people are necessary to make conversations happen, which is the 

overall purpose of social media, to “empower and enable conversations digitally” (p. 

1).  Forms of social media include blogging, podcasting, video blogging, and all other 

various social networks.  Each of these is designed to give society a way to reach out 

and connect with others.  People like to engage in social media to feel like they are 

being heard, and that their thoughts and feelings are respected (Brogan, 2010).  

There’s a lot of talk about social media. Tons. The echo is nearly 
deafening at this point. Freedom. Openness. We have powerful tools to 
communicate. We are the media. It’s all about the conversation. We 
talk about this all the time. At the same time, more people are just 
starting to get into this, so it’s all new and exciting and fresh again. 
(Brogan, 2010, p. 185) 

 
 

Social media and networking technologies help people connect with one 

another based on shared interests, political views, or activities.  Some social media and 

networking Web sites are broad and offer practices to diverse audiences, while others 

focus specifically on certain hobbies and interests.  Sites also vary in the 

communication tools they offer to users, including mobile connectivity, blogging, and 

photo/video sharing (Boyd & Ellison, 2007).  New technologies that are being created 

for online interaction aid in building interpersonal communications and relationships, 

which helps get information and issues covered on a large scale (Anderson-Wilk, 

2009).  
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In society, people want to be engaged, they want to stay busy, and they want to 

be appreciated.  These are the top three reasons why people become involved in social 

media, no matter what platform they choose (Brogan, 2010).  People with similar 

beliefs can unite using various social media networking tools to share common 

interests.  Electronic mail, news groups, and computer discussions aid in the 

development of communication communities, which are groups that engage in the 

discussion of interests, goals, and beliefs (Jonassen et al., 1995).  By applying social 

media as a new technology, human networks are being created on a global scale, and 

are therefore more efficient.  Worldwide, people who share common bonds are using 

social media and networks to connect and respond with one another more quickly, 

more economically, and with less hesitation (Anderson-Wilk, 2009). 

In a 2009 American Farm Bureau Federation survey of young farmers and 

ranchers, among the 92% of young (aged 18-35) farmers and ranchers who use 

computers, 46% regularly interact in some form of social media (Hoffman, 2009).  

With the breakthrough of social media and other web-based tools, such as Facebook 

and Twitter, social media is not only changing the way individuals interact with each 

other, it is also playing a distinctive role in forming opinions, and creating consumer 

awareness and preferences.  Though many individuals who may be considered 

“agriculturalists” use social media to connect with people who have similar beliefs and 

interests, they are also using it to engage in conversations with people who have 

completely different views and outlooks on sensitive participants.  This form of 

communication is crucial for activist groups to have their voices and concerns heard, 
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especially those who are fighting to save modern agricultural practices (Hoffman, 

2009).  

Social Networking 

 Social networks are online systems of websites created for the purpose of 

interacting, socializing, and building and maintaining relationships (Kabani, 2010).  

Social networks are communities where people can interact, conversations can be 

spread around, and most importantly, people can be heard (Brogan, 2010).  Social 

networks not only serve purposes for individuals’ needs, but it is also beneficial and 

used for public relations and marketing firms, as well as non-profits and other 

organizations (Brogan, 2010).  The first social networking site, SixDegrees.com, 

emerged in 1997 and promoted itself as a tool that allowed users to communicate with 

one another via instant messaging.  From 1997 to 2001 other networking sites began 

surfacing to allow people to easily communicate with friends and strangers with whom 

they shared a common bond. Boyd and Ellison (2007) defined social networking sites 

as “web-based services that allow individuals to: 

(1) construct a public or semi-public profile within a bounded system, 
(2) articulate a list of other users with whom they share a connection, 
and (3) view and traverse their list of connections and those made by 
others within the system. (p. 2) 
 

 Social networking sites are more recognizable than other virtual communities 

in that they allow for “maintenance of existing social ties and formation of new 

connections,” (Ellison, Steinfield, & Lampe, 2007).  Early research conducted 

regarding social networking sites involved work on computer-mediated 

communications and virtual communities in particular, and conclude that individuals 
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who use these sites would at some point connect with pre-existing social ties created 

outside the online community (Wellman, Salaff, Dimitrova, Garton, Gulia, & 

Haythornthwaite, 1996). 

 Social networking sites are most commonly used to create relationships among 

people who share a common bond or interest.  They promote collaboration between 

people, and in a sense, can get a group of people with similar interests to determine 

what is important to them, and what comes next (Brogan, 2010).  “Online social 

networking sites support both the maintenance of existing social ties and the formation 

of new connections” (Ellison, Steinfield, & Lampe, 2007, p. 2).  The term 

“networking” is used to define this type of communication because people associate 

and network with one another on these sites, initiating relationships among friends and 

strangers.  Though networking is a key reason for people to congregate and connect 

with one another, it is not the sole function for many social media and networking 

sites; this is the main factor that sets them apart from certain forms of computer-

mediated communication (CMC) (Boyd & Ellison, 2007). 

 Communication is more likely to be effective if people have an opportunity to 

ask questions, discuss with others, actively process content, and apply information in a 

social context (Brown & Adler, 2008).  Social networking sites are unique forms of 

communication because they create relationships among people based on similar 

interests and backgrounds.  Strangers who share similar views and opinions become 

connected and form relationships that would otherwise be unavailable 

(Haythornthwaite, 2005). 
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 In order to be able to be part of a community on a social networking site, a 

profile must first be created.  Profiles are unique pages where one can “type oneself 

into being” (Sundén, 2003, p. 3).  Users then answer demographic and personal 

interest surveys, which makes them searchable by other users on the social networking 

sites based on their answers.  This encourages people to begin communication, and 

eventually form relationships with people of similar backgrounds and interests.  

However, the visibility of users’ profiles can be set at their own discretion, to limit the 

amount of traffic on their personal webpage.  Profiles allow users to connect with 

friends using messages or instant chatting features, share photographs and videos, and 

form special interest groups within the social networking sites to connect with those of 

similar goals and opinions (Boyd & Ellison, 2007). 

Social media networks, such as Facebook, Twitter, MySpace, LinkedIn, Bebo, 

Orkut, and others have emerged in the last several years and are sustained by people 

who take part in their availability.  These social networking sites are places where 

people can communicate on a personal level, but also create business interest as well.  

People use these communities to market products; to recruit followers, employees, or 

clients; to understand the marketplace; or even to build no strings attached 

relationships (Brogan, 2010).  These social networking sites are also breaking into 

advertising. General Motors (GM) announced in the last year that they are working to 

move one-third of their advertising budget to online marketing strategies and 

advertisements (Brogan, 2010).  
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Facebook 

 “With radio it took 38 years to reach a target audience of 50 million; with 

Facebook it took a mere two years,” (Hoffman, 2009, para. 1).  Facebook is one of the 

most popular and universal social media and networking sites.  In 2010, Facebook 

active user numbers have increased to more than 500 million.  Users spend an average 

of 20 minutes a day engaging in the site, and at least half of the entire Facebook 

population logs in once a day (Kabani, 2010).  Facebook was the top-searched term 

overall in 2009 – moving up from the 10th spot in 2008.  These statistics only include 

visits to websites, so incorporating the mobile phone applications would make for an 

even greater percentage of visits (Experian Marketing Services, 2010). 

 Facebook can be broken into four main parts: profiles, groups, pages, and 

events.  Profiles are how people represent themselves to others.  Users make their 

profile pages unique to their own style, interests, and creativity.  Groups are created by 

users, and allow users to take part in smaller communities within Facebook that 

support certain interests or beliefs that are shared by others.   

 Fan pages are also smaller communities within Facebook.  Although similar to 

groups, they are different because they allow users to become a fan of something they 

like, such as a favorite band or brand of clothing, instead of joining a group to support 

a cause.  Events are virtual invitations created to invite other users to any real or online 

event (Kabani, 2010).  This application works through the capability to recruit 

members and disseminate messages easily through social networking, diverse 

political, social, and other special-interest organizations that use Facebook groups to 
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create online interaction and make use of the valuable and entertaining information 

and developments (Park, Kee, & Valenzuela, 2009).   

 Once individuals engage in groups and become active members, they have the 

ability to receive information that may not be available to them in any other form.  

Facebook groups also give these individuals the chance to participate in other 

activities and come across opportunities they otherwise may not have the advantage of 

gaining access (Park et al., 2009). 

Social Media in Agriculture 

 Agriculture and the need for agricultural information have existed for 

thousands of years (Paskoff, 1990).  Farmers have been socializing and interacting 

with one another since the “plow broke the plains” (Walter, 2008, para. 2).  Social 

media is not only a communicating and listening tool, but is also used for educating 

and documenting (Bradshaw, 2009).  Social media are becoming great sources to 

inform and educate consumers about important topics.  Twitter, a social networking 

site, is being used by farmers to share happenings from around the farm.  Google 

Maps and Google Earth are being used to help farmers plot their land (Hest, 2008).  

Agriculturalists are also using video sharing sites, such as YouTube, to post videos, 

commercials, news packages, and documentaries (Bradshaw, 2009). 

 In agriculture, social media has become “more of a business responsibility than 

a luxury,” (Hoffman, 2009, para. 6).  It has become a responsibility of agriculturalists 

to embrace and engage in interaction with critics and consumers in order to make sure 

that the right side of the story of agriculture is being told; otherwise, those doubters 

are going to go above and beyond to dig for facts, whether they are true or false.  By 
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taking on the challenge of social media, farmers, ranchers, and other agriculturalists 

are making a difference (Hoffman, 2009). 

Social media gives local farmers and specialty food producers an opportunity 

to compete with larger farms around the country (Sage, 2003).  Research shows that 

state agriculture departments have already taken part in social media.  Agribusinesses 

also use social media to help connect rural farmers to cooperative extensions through 

sites like Western North Carolina (WNC) Vegetable and Small Fruits News (Sage, 

2003).  Food safety is one of many topics being discussed among agriculturalists in 

social media communities; there are many blogs, forums, Twitter and Facebook 

messages, and Facebook pages circulating cyberspace regarding food and how it is 

produced (Hoffman, 2009).  Other interest specific social networks are sprouting up 

for nearly every target group, including farmers (Anderson-Wilk, 2009).  AgChat is an 

example of a social networking site that is targeted to the agricultural community.  It is 

a discussion forum for users that targets conversations around issues in the agricultural 

industry.  

 AgChat Foundation is an example of a group of advocates, or “agvocates” as 

they like to be called, who work together for the common interest of agricultural 

communications.  The people who are involved in this foundation work to help 

farmers and ranchers share their story to people around the world through social media 

(AgChat, 2010).   The AgChat Foundation was built by agriculturalists who 

experienced how social media can work to influence opinions revolving around the 

agricultural industry.  AgChat encompasses all different types of social media outlets 

(particularly Twitter, Facebook, blogs, YouTube, and LinkedIn) that are used to 
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promote agricultural practices and to voice opinions on any issue that involves the 

industry (AgChat, 2010).  

Agriculture Online is a website, created by the editors of Successful Farming 

magazine, that offers agricultural news, discussions, and other related information to 

agriculturalists.  In 2007, farmers who used Agriculture Online, a website dedicated to 

promoting agriculture news and discussions, came together to meet in person after 

only communicating online and knowing each other via Internet; the meeting was 

known as Marketing Talk discussion group.  Farmers use Agriculture Online to 

connect with each other and carry on conversations about issues in agriculture that 

they feel strongly about (Walter, 2008). 

Social media gives agriculturalists an opportunity to share their story 

(Bradshaw, 2009).  Farmers and ranchers alike can also send messages or create posts 

in forums like Facebook or Twitter, which can instantly create awareness about 

agricultural topics and issues.  “The value of that kind of Twitter or Facebook message 

cannot be quantified, but it’s the type of reassurance, accountability, and 

responsiveness consumers are seeking and that they expect,” (Hoffman, 2009, para. 8). 

Social Movements  

 Social movements can be defined as personal responsibilities or commitments, 

initially created by a leader or an experience, in which a strong belief is held and 

action is taken to attempt to implement change.  The movement then identifies him 

with a new set of values, and holds him accountable to a new order.   Social 

movements are accusations made by a community or society that suspect real 

oppositions, and want to establish order within the movement to improve existing 
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conditions within the society at large (Gerlach & Hine, 1970).  According to Tarrow 

(1994), social movements should not be seen as expressions of extremism, violence, 

and deprivation.  They are better defined as collective challenges based on common 

purposes and social solidarities in sustained interaction with elites, opponents, and 

authorities (Tarrow, 1994). Social movements have varied in their principles, and 

some have been revolutionary in their efforts while others have effortlessly failed to 

emerge (Christiansen, 2009). 

 Social movements are seen in all aspects in society, even though they may not 

be recognized as such.  In February 2010, Yellow Tail Wines USA created a campaign 

called “Tails for Tails,” in which they planned to donate $100,000 to the Humane 

Society of the United States (HSUS).  The United States Sportsmen’s Alliance was 

offended by the campaign, and sent a letter to the company, explaining the HSUS was 

not concerned in the interest of the agricultural industry.  News of the campaign 

quickly began spreading through cyberspace, and farmers and ranchers began voicing 

their opinions by posting messages, videos, and pictures on the World Wide Web.  

After the uproar took hold, Yellow Tail Wines USA took action; they continued to 

send donations to HSUS, but only to the Animal Rescue Team (Crowell, 2010). 

Social movements are global phenomena, but successful and established 

organizations work in order to obtain goals set in favor of the movement.  Social 

movement activists, advocates, or organizers are involved in efforts to influence public 

opinion and public policy direction, often as part of the endorsement of a framework 

for the evaluation of social or political conditions (McHale, 2004).  According to 
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McHale (2004), activist, or advocate communication appears in situations regarding 

social movements: 

Activist or advocate communication refers to messages sent through the 
media that promote shifts in the social and political construction of 
legitimate limits of social, political or economic activity. Social 
movement activists appear in front of congressional hearings and city 
council sessions. They can be found in films, television, music, and 
other forms of mass media. (p. 5) 

 

Griffin (1980) studied the evolution of social movements, and, in discussions 

with communication scholars and researchers, he discouraged putting limitations on 

what instances of social phenomena could be categorized as movements.  He instead 

encouraged scholars and researchers to make use of an inclusive definition of social 

movements in order to study a wide range of situational activism under the same 

category and guidelines as social movement theory and methods (Griffin, 1980).  

Society considers local advocacy communication as a subset of social movement 

communication, which includes efforts of advocates to communicate through 

publications, mailings, mass media, the Internet, interpersonal contact, meetings, 

phone calls, demonstrations, and other media (McHale, 2004). 

 In the latter part of the 20th century, social movements were seen emerging in 

society, especially in the United States.  “While many have faded away with little 

discernible impact, history will surely record the environmental movement as among 

the few that significantly changed our society,” (Dunlap & Mertig, 1992, p. 11).  The 

environmental movement is said to have started in 1962 with the publication of 

Carson’s (1962) book Silent Spring.  Dangers and repercussions of what had happened 

to the environment during the chemical era started a belief that pollution jeopardized 
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the sanctity of air, water and soil, and a concern was formed about the possible 

harmful effects of dangerous and unknown poisons (Carson, 1962).  The 

environmental movement in the United States not only deals with the wellbeing of 

public health concerns, it has a longstanding support for conservation, particularly 

within the National Park system (Leopold, 1949).   

 Another example of a social movement with ties to the agricultural industry is 

the animal rights movement, which can be dated back as early as the late 18th century.  

Described as a “moral crusade,” the U.S. animal rights movement calls for an end to 

cruelty toward animals and for compassion to all living things (Jasper & Nelkin, 

1992).  Animal testing, factory farming, entertainment, and fashion are areas that 

activists target as being hazardous to the well being of living creatures.  Many makeup 

companies, including Revlon, have been accused of testing their products on animals. 

In 1990, Revlon became one of the first cosmetic companies to ban animal testing 

within their company (PETA, 2010).  

 In 2006, The Humane Society of the United States (HSUS) aided in passing 70 

new state laws to protect animals.  Among these efforts was a campaign called “The 

HSUS Factory Farming Campaign” that works to “minimize the distress and torture 

that animals experience that are raised for agricultural purposes,” (Humane Society of 

The United States, 2010, para. 2).  According to the HSUS, the organization is the 

nation’s largest animal protection organization with 11 million members and 

constituents – the one out of every 28 Americans (HSUS, 2010).  The campaign was 

in full swing in 2008, as the HSUS persuaded voters in the state of California voted to 

pass Proposition 2, which was created to ban the confinement of farm animals using 
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veal crates, battery cages, and sow gestation crates that prohibits the animals’ 

movement. The proposition passed with 63.5% of the vote (Starobin, 2010). 

 In February 2009, HSUS leaders threatened Ohio agricultural leaders, saying if 

they refused to work with them on the propositions against large-scale animal farms, a 

battle would be created between the activist group and Ohio (Farm and Dairy Staff, 

2009).  Ohio agricultural leaders in turn pushed forward with an idea of a 

constitutional amendment (Issue 2) to create a livestock care standards board to 

improve agricultural conditions in Ohio.  On November 3, 2009, Ohio voters approved 

Issue 2 when 63.66% (nearly 2 million people) voted for the amendment (Farm and 

Dairy Staff, 2009).  

Public Relations 

 Public relations is an “old industry that has relied on the same tactics and 

formulas for much of its history, and that has traditionally been measured by the 

amount of media coverage resulting from output company messages” (Matthews, 

2010, p. 18).  Public relations practices work to build relationships with the public in 

order to raise awareness about an organization, which promotes a product, service, or 

cause, and those relationships will determine the rise or fall of the promotion of the 

organization (Cutlip, Center, & Broom, 1985). 

 Many public relations practitioners practice traditional methods of public 

relations because they have found it to be reliable, and changing their methods of 

communication might disorganize their system (Grunig, 2009).  Though public 

relations practitioners were once viewed as laggards when it came to adopting new 
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communication channels, research suggests that practitioners are more in tune with 

adopting new digitally based technologies (Eyrich, Padman, & Sweetster, 2008).   

 Social media offers many different opportunities for practitioners to interact 

and build relationships with the public who adopt these digitally integrated tools in 

their everyday lives (Curtis et al., 2010).  According to social media and public 

relations theorist Falls (2009), “PR has taken on an entirely new role in the 

organization over the last two to three years.  It’s the most dramatic shift in the 

industry since the invention of e-mail, but is happening faster and more dramatically,” 

(p. 21). 

Advocacy 

Advocacy is taking a stand on issues that one is passionate about, offering 

opinions, suggestions, help, and support to the people in control of the situation in 

order to improve the situation.  Advocacy is a chosen action for change when working 

to gather support for a cause, raise money, and to recruit members of a community to 

be part of an organized event or program (McHale, 2004).  Advocates play the most 

important role in a social movement.  An advocate stands up and speaks out for a 

cause worthy of fighting for, which is the basic framework for the definition of a 

social movement.  Advocates work toward the success of change in a movement, 

voice opinions, work toward the cause, and communicate the message to the public to 

make people aware of the issue at hand (McHale, 2004). 

Social movement advocates can persuade the public to support specific issue 

positions by taking social action.  Social action is when people of an organized group 

or community take action to create a positive change to improve the well being of 
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society (The Community Tool Box, 2010).  Members of these groups work together to 

create social change and implement social action by expressing their opinions, using 

the media, having boycotts, and other types of social, political, and economic pressure 

that they implement to make their concerns be heard (The Community Tool Box, 

2010).  A link between social movement activists and policymakers can become 

stronger if social movement communication is capable of increasing the salience of an 

issue in the view of the public, policymakers, and influencing legislative action 

(McHale, 2004).  

  It is best to start planning an advocacy campaign when (a) research shows 

there is no other possible way to accomplish goals for a cause; (b) if it is certain that 

the campaign can be fully and completely carried out; and (c) if advocates have the 

time, energy, and passion to successfully do what it takes to complete the campaign 

(The Community Tool Box, 2010).  Advocacy is most often successful when getting 

government, businesses, schools, or other large institutions to help fix problems that 

can be harmful or may affect people within the community.  The situation may be 

resolved through persuasion, compromise or if the need arises, through legal or 

political action.  Advocacy is not always confrontational, but it may be uncomfortable 

and unattractive to individuals working toward the cause (The Community Tool Box, 

2010).  

Having the ability to communicate through various media is the primary tool 

for the success of social movement activists.  Social and political movement activists 

use communication to contribute to the construction of public reality, to mobilize 

members, to establish a collective identity, and to reach multiple audiences.  In a 
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social movement, advocacy communication is the key tool for influencing perceptions 

of the public; communication is a central phenomenon that enables advocates to 

influence public opinion (McHale, 2004). 

Need for Study/Significance 

 The agriculture industry faces a number of significant issues from numerous 

stakeholders.  One of the emerging channels available for communication about these 

issues is through the use of social media technologies.  These new technologies have 

made participatory communication readily available through various platforms, with 

no restriction to time or place.  New communication technologies are continuously 

emerging, creating a faster, more efficient means of interaction (Anderson-Wilk, 

2009). Due to the significance of social media technologies as means of 

communication and interaction, it is important to better understand how these 

technologies are being used to communicate about agricultural issues.   

Social media technologies help people interact and build relationships with one 

another. Social activists use social media and networking to reach out to people in 

order to gather support for their causes, and to aid in social movements.  Due to the 

popularity of social media and its use as a quick, easy, and inexpensive 

communication device, those who work in social movements are using these tools, 

including Facebook groups, to advocate their cause.  More research is necessary to 

understand what motivates social movement advocates to utilize Facebook groups to 

help communicate messages to the public, and what perception these participants have 

in regard to the effectiveness of using this social media tool to influence public 

opinion about agricultural topics. 
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Theoretical Framework 

 The theoretical framework used in this study combines intentional change 

theory, social capital theory, computer mediated communication theory (CMC), and 

uses and gratifications theory.  Intentional social change theory states that a particular 

change agent works to bring about specific intentions or purposes.  Social movements 

and social planning are both areas that study intentional social change.  In many cases, 

change agents can be considered organizations or activist leaders.  Administrative 

bodies such as national governments and local communities attempt to implement 

intentional social change.  Social movements also tend to require individuals or 

organizations to implement intentional social change into their own regimen (Sato, 

2006).  

According to Sato (2006), the analysis of intentional social change contributes 

to the general understanding of society in at least three respects.  First, the analysis 

offers a general framework for the study of social planning and social movements.  

Second, it can be instrumental in developing a theory of social change in general.  

Third, it provides a new perspective for “unintended social consequences.” 

While intentional social change works specifically to bring about certain 

intentions or purposes, social capital theory encompasses the “norms and networks 

facilitating collective actions for mutual benefits” (Woolcock, 1998, p. 155).  Social 

capital theory accepts the concept that social networks are valuable, because 

participants are expecting advantages by gaining personal relationships with others.  

Just as a college education can increase productivity, those who follow the principles 
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of social capital believe that social networks can also increase efficiency and can help 

develop proficiency. 

People take part in social interactions and networking in order to gain profits 

for themselves; Lin (1999) listed three conclusions for why social relations can 

enhance the outcomes of actions: 1) it assists the flow of information; 2) social 

relationships may bring forth influence on agents who play a critical role in decision-

making processes; and 3) social relationships may be recognized, by agents within an 

organization, as an individual’s credentials, which may reflect how well people adapt 

to new people and surroundings in social situations (Lin, 1999, p. 31). 

 A key component of the emerging technology of computer networks and social 

media is the computer mediated communication (CMC) theory.  CMC directly relates 

to the use of computer networks to support interaction and communication between 

computer users (Jonassen et al., 1995).  CMC often affects users of this type of 

interaction by instigating societal and behavioral effects. 

 The technologies used to facilitate CMC include discussions among computer 

users, electronic mail, and on-line databases.  However, as new technologies emerge, 

so do new forms of CMC. New audiovisual technologies offer more capabilities than 

merely using text-based tools (Rominszowski & Mason, 1996).  The significance of 

these types of communication is that they have the capabilities to support conversation 

and collaboration.  Knowledge construction and the sharing of ideas and beliefs 

transpire when people explore issues, take and discuss positions, and reflect on and re-

evaluate their positions (Jonassen et al., 1995). 
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 Katz, Blumler, and Gurevitch (1974) said that there has been an awareness of 

the gratifications that media provide since the beginning of empirical mass 

communication research.  Uses and gratifications has been used to study all different 

types of media, but most recently has been used for electronic media such as the 

Internet or social media. According to Park et al. (2009), one way to explore 

individuals’ reasoning for using this social networking site is to apply the uses and  

gratifications theory.  These researchers stated that this theory has a helpful framework 

to understand Internet usage and users’ needs (Park et al., 2009).  Uses and 

gratifications theory can be used to assess media use by individuals, groups of people, 

or a society as a whole.  This theory specifically studies how people use media to 

fulfill goals and gratifications that they expect to fulfill by choosing to engage in 

particular media (Joinson, 2008).  Researchers want to know how people target 

specific media in hopes of obtaining particular outcomes.  Some reasons people use 

media is to gain information, personal identity, social interaction, and entertainment 

(Harwood, 1999).  Figure 1.1 depicts Shannon and Weaver’s (1949) model of 

communication, and how information travels from the source to the destination.  This 

model can be used to analyze how Facebook as a communication tool can relate to the 

basic model of communication. 
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Figure 1.1. Shannon and Weaver Communication Model (1949)  

 

Problem Statement 

 The importance of the implementation of social media and networking 

technologies as a communication tool within the agricultural industry is becoming 

more crucial as a mechanism to more adequately and efficiently communicate with the 

public.  New communication technologies are being adopted in the industry, and there 

is a significant need to understand why individuals use social media, specifically 

Facebook, to communicate information in social movements related to agricultural 

issues.  Those who work in agricultural communications must remain aware of how 

audience members seek and obtain information about agricultural issues.  New social 

media communication technologies significantly influence the dissemination of 

information, and provide opportunities for social interaction among those in the 

agricultural industry and members of the public. 

 Findings from this study will help agricultural communications professionals 

develop strategies using social media and networking tools to communicate 

information quickly and effectively to the public.  This study will also provide a better 
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understanding of the motivation to use social media tools, especially Facebook, to 

promote social movements.  Finally, this study will explore social movement 

advocates’ perceptions of how effective Faceboook, as a social media tool, has been to 

their causes. These results may help agricultural communicators better represent their 

issues and disseminate information to diverse audience members through the use of 

social media. 

Purpose and Objectives 

 The purpose of this study is to determine why individuals use social media, 

specifically Facebook, to communicate information in social movements related to 

agricultural issues.  To achieve that purpose, the following research objectives were 

used: 

1. Describe the characteristics of the participants of the Facebook groups that 

address social movements related to agricultural issues. 

2. Describe each participant’s motivation to become involved with the social 

movement. 

3. Describe how communication channel decisions were made to promote the 

social movement. 

4. Describe participants’ opinions, attitudes, and beliefs of using Facebook as 

a communication channel in their social movements.  

5. Describe participants’ assessment of their outcomes as it relates to using 

Facebook in social movements. 
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Limitations of the Study 

 This study had several limitations to the research and outcomes.  The study is 

limited to the selected participants of the Facebook groups under study.  Also, the 

study cannot be generalized to a larger population.  The study is also limited to 

studying one social networking website, Facebook, even though many others are 

available.  

Basic Assumptions 

 Several assumptions were made when conducting the study. First, Facebook is 

an adequate social media and networking tool for supporting social movements.  Also, 

the participants participating in the study provided honest responses.  Participants 

referred back to their feelings and emotions regarding their uses for Facebook as 

members of the group under study as they answer questions concerning the study.  

Finally, all participants involved in the study were able to understand the interviews 

because they will only be conducted in the English language. 

Summary 

  Due to a constant change in technology, it is important to gain as much 

information as possible about social media and its uses in agriculture.  More research 

is currently needed to understand these tools, and how they can be used to 

communicate with the public.   

 Social activists are using social media and networking to reach out to people 

and gain support about important issues, and to aid in social movements.  Social 

movements are personal obligations that are brought about by specific instances or 

experiences in which a leader takes charge and implements action in order to bring 
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about change within a community or society (Gerlach & Hine, 1970).  Social 

movements can be seen in agriculture, which includes, but is not limited to, the animal 

rights movement and the environmental movement. 

 Social media includes many different online forums that allow people in 

society to reach out and connect with one another (Kabani, 2010).  People use social 

media to connect with others based on shared interests, political views, or activities.  

Social media gives people an opportunity to reach out and let their voices be heard, 

which may give them a sense of comfort or respect by others (Brogan, 2010). 

 Due to its increased popularity in the last several years, Facebook has been 

deemed one of the most popular and universal social networking sites available.  Over 

500 million people are currently involved in Facebook, and at least half of those 

individuals are logging on once a day (Kabani, 2010).  Facebook allows people to 

connect and meet new people, to learn about people in their offline communities, and 

to gain information about important issues (Lampe et al., 2008).  Though different 

media outlets are constantly covering Facebook, there is very little academic research 

currently available regarding the social networking site (Ellison et al., 2007).  

 Four theories worked together to make up the theoretical framework that was 

used to conduct and analyze this research: intentional social change, uses and 

gratifications theory, social capital theory, and computer-mediated communication 

theory.  The purpose of this study is to determine why individuals use social media, 

specifically Facebook, to communicate information in social movements related to 

agricultural issues.  Five research objectives were created and used to achieve this 

purpose. 
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CHAPTER II 
 

REVIEW OF LITERATURE 

 The review of literature focuses providing a conceptual framework based on 

public relations practices, with emphasis on social media as a public relations tool. 

This chapter also describes the theoretical framework for this study, which includes 

intentional social change theory, social capital theory, uses and gratifications and 

computer mediated communication theory (CMC). This chapter also provides research 

conducted in social movements, social media and agriculture. 

 Public Relations  

 Cutlip et al. (1985) defined public relations as “the management function that 

builds and maintains mutually beneficial relationships between an organization and 

the publics on whom its success or failure depends” (p. 6).  By building these mutually 

beneficial relationships, public relations practitioners can get people to become 

interested in what they are trying to promote or market and become consumers or 

followers.   

 Public relations theorists base the practice of public relations upon four models 

that are most often practiced by organizations: press agentry, public information, two-

way asymmetrical, and two-way symmetrical (Grunig & Hunt, 1994).  Today, public 

relations campaigns and programs are typically centered on these same practices and 

theories, and are based upon a four-step process known as RACE that stands for 

research, action, communication, and evaluation.  This is a communication-planning 

tool that helps public relations practitioners and communicators strategize programs 

and campaigns (Matthews, 2010).  
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 Public relations originally derived from hype, promotion, and propaganda, and 

can be associated with negativity and stereotypes (Matthews, 2010).  This pessimistic 

outlook on public relations stems from a series of instances in which public relations 

has been proven to be unethical because practitioners have not been honest and 

trustworthy in their practices.  In May 2000, PR Week conducted a survey among 

public relations professionals to determine whether or not current public relations 

methods could be deemed as morally just.  The survey found that one out of four 

public relations professionals admitted to lying on the job, while 39% admitted to 

stretching the truth to better satisfy their needs (Turney, 2009).  Some researchers state 

that social media could be a way for the public relations industry to redeem itself and 

to seem more credible and reliable to consumers.  Wright and Hinson (2008) sought to 

determine whether it was ethical to conduct research on blogs written by practitioners, 

and whether or not this information could be deemed credible.  Results indicated that 

63% of participants believed that it was ethical to practice public relations by using 

such methods as blogs and other forms of social media.  However, the study also 

found that only a small number of organizations were conducting such research and 

were embracing social media (Wright & Hinson, 2009).  

 Public relations has always been known as a professional practice in which 

fads tend to be customary and focus on a wide range of concepts, images, brands, 

perceptions, reputations, messages, integrated marketing communications, and others 

(Grunig, 2009).  Most practitioners who follow these fads tend to limit their perception 

on media relations and usage, believing that traditional practices will produce the best 

overall outcome.  This limits digital social media usage by public relations 
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practitioners because they feel that it would upset the traditional practices they have 

come to rely on for communications and relationship building (Grunig, 2009).   

 Though many practitioners are cautious in changes and trends, many in the 

industry have embraced social media as an advantageous communication channel for 

their practices.  Grunig (2009) commented: 

Each day, I receive announcements of conferences, seminars, online 
discussions, publications, books, websites, and blogs discussing how 
practitioners can use social media to revolutionize their public relations 
work.  If the social media are used to their full potential, I believe they 
will inexorably make public relations practice more global, strategic, 
two-way and interactive, symmetrical or dialogical, and socially 
responsible (p. 1). 
 

 Social media creates a situation for communities to form and for individuals to 

interact around particular organizations, which in turn creates situations for 

relationship building and maintenance with publics (Edman, 2007).  Relationships 

such as these can benefit the outcome of how people adopt messages, services or 

products marketed by organizations (Rajagopalan & Subramani, 2003). “Greater 

interactivity promotes greater brand learning through better information assimilation 

and could help companies forge cognitive and emotional bonds with their brand users” 

(Dou & Krishnamurthy, 2007, p. 204).   

 Public relations organizations are working to keep up with the changing and 

integration of these new digitally based social media technologies.  According to a 

report in PR News online (2009) cited by Grunig (2009), 51% of public relations 

departments in the United States are responsible for digital communication, 49% for 

blogging, 48% for social networking, and 52% for micro blogging (which includes 

text messaging and instant messaging).  
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 Phillips (2009) created a model to show how digital communication tools can 

be integrated in the four models of public relations: propaganda, information, one-way 

asymmetrical, and two-way asymmetrical.  Figure 2.1 demonstrates that digital tools 

exist for each of the four models. 

 

 

Figure 2.1. A New Media Adaptation of the Models of Public Relations (Phillips, 
2009) 
  

Over time, it becomes increasingly important for practitioners to understand 

how to utilize these social media tools as they relate to their job (Curtis et al., 2010).  

Public relations practitioners are primarily using social media to communicate and 

build mutually beneficial relationships.  As seen in the Figure 2.1 public relations 
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practitioners are utilizing many different digitally based communication channels to 

support different areas of the practice.  Curtis et al. (2010) found that social media is 

becoming popular for not only for-profit organizations but for the non-profit sector as 

well.  Organizations that have defined public relations practices are more likely to be 

deemed successful from use of social media technologies, and organizations are more 

likely to use social media if they find it to be credible.  As researchers seek to 

determine success of these social media tools in terms of reaching target audiences, 

practitioners will be more likely to adopt these technologies into their own practices, 

which will aid in promoting a specific cause and in developing communications 

strategies (Curtis et al., 2010). 

 Both for-profit firms and non-profit causes struggle to differentiate themselves 

in highly competitive markets (Gourville & Rangan, 2004).  Among both of these 

sectors, cause marketing has become increasingly popular.  Cause marketing involves 

cause-linked promotion of a commercial product or service, and a portion of the 

overall profit will be contributed to the cause.  The idea behind this type of marketing 

is that people who are supporting the cause will be drawn to the promoted product, 

and vice versa.  In cause marketing, a for-profit firm must build and maintain a 

mutually beneficial relationship with an organization that is dedicated and committed 

to a specific cause (Gourville & Rangan, 2004).  Practitioners who work for the non-

profit sector could greatly benefit from social media tools because they may have little 

to no budget to spend on marketing (Curtis et al., 2010). 

 Past research has determined that, from a postmodernism point of view, public 

relations practitioners will act as organizational activists (Holtzhausen & Voto, 2002).  
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It is believed that, like activists, public relations practitioners become loyal and 

passionate about what they are promoting, whether it be a product, service, or a 

specific cause.  Dozier and Lauzen (2000) made connections between the behavior of 

environmental activists and public relations practitioners.  These researchers hold that 

activists lead to “social change, through fundamental deconstruction and 

reconstruction of the social order” (Dozier & Lauzen, 2000, p. 14).  Holtzhausen 

(2000) said that if public relations practitioners increased their participation in 

community activism, it would be more likely for practitioners to seem ethical and 

credible, especially if they are taking a stand within the company in which they work. 

Social Planning and Social Movements 

 Social planning is a course of action that is implemented to help communities 

and organizations identify their strengths and weaknesses, as they establish ways to 

improve their quality of life in the community.  Social planning is something that has 

been around since the beginning of civilization, though it may not have been noted in 

this way; governments and towns have used social planning to build their 

communities.  The first step of social planning is identifying needs of a community in 

hopes of improving standards of living.  Once needs have been identified, it is 

important to facilitate a course of action and to include community members to come 

together and work toward an enhanced quality of life.  Social planning is comparable 

to physical planning, because it most often refers to scrutinizing the built environment 

in which we live.  Some important principles that are associated with social planning 

include advocacy, communication and consultation, participation, timeliness, 
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adaptability, flexibility, collaboration and cooperation (Community Development 

Halton, 2010). 

  Social movements are groups of people with a common ideology who bond 

together to achieve certain goals to further improve society.  According to Tarrow 

(1994), social movements are a philosophy that identifies values and goals, and 

provides a conceptual framework by which all experiences or events relate to the 

identified goals or values.  Motivating factors that drive a person to participate in a 

movement are determined. An assessment is then made to determine why people 

support the values and goals of the movement, and how they work toward 

implementing change.  Blumer (1969) said a social movement could be defined as: 

collective enterprises seeking to establish a new order of life. They 
have their inception in a condition of unrest, and derive their motive 
power on one hand from dissatisfaction with the current form of life, 
and on the other hand, from wishes and hopes for a new system of 
living. The career of a social movement depicts the emergence of a new 
order of life. (p. 99) 

 

 In this definition, Blumer describes movements as “collective enterprises”, 

meaning “they entail social agents working together in various ways, sharing in a 

common project,” (Crossley, 2002, p. 3).  Many or most phenomena in the social 

world are collective, which is a defining piece of a definition of social movements.  

Social movements, both those that have been successful and those that have failed, 

have dramatically impacted society for centuries.  Over time, there have been social 

movements that have stood out among others, and significantly changed the way our 

society facilitates, including the 1960s American Civil Rights Movement, the gay 

rights movement, and the animal rights movement (Christiansen, 2009).  
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 Though there are many distinctions and differences in social movements, there 

are also important systematic connections that sociologists have identified that relate 

to the life cycle of a social movement.  Blumer (1969) identified four stages that occur 

in the development of a social movement: social ferment, popular excitement, 

formalization, and institutionalization.  Since Blumer first classified these four stages, 

they have been refined and renamed as emergence, coalescence, bureaucratization, and 

decline.  These four stages help researchers and scholars understand how movements 

form, grow, and dissipate.  The four stages model also helps in, “understanding 

collective action and provides a useful frame of analysis for sociologists considering 

social movements and their effects in the past and present,” (Christiansen, 2009, p. 1). 

 The first stage in social movements is emergence, which is when the social 

movement is first forming; very little action has been taken and organization is just 

beginning to form.  This stage can be thought of as widespread discontent about 

current societal or community issues, which may involve political action (Macionis, 

2001; Hopper, 1950).  This stage is brought about within a social movement 

organization, which is an organization that is associated with a particular movement, 

and takes necessary course of action to carry out plans that are essential for the 

movement to thrive and be successful (Christiansen, 2009).  

 Coalescence is the second stage in the social movement life cycle.  In some 

instances, the discontent experienced by individuals is not further pursued; however, 

in this stage, “it is no longer just a general sense of unease, but now a sense of what 

the unease is about and who or what is responsible,” (Christiansen, 2009, p. 2).  This 

stage is also referred to as the popular stage.  Hopper (1950) defined this process and 
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stated that “unrest is no longer covert, endemic, and esoteric; it becomes overt, 

epidemic, and esoteric.  Discontent is no longer uncoordinated and individual; it tends 

to become focalized and collective,” (p. 273).  During this stage, leadership roles are 

created and disseminated among group members; the organization itself begins to 

form and expand; and most importantly, individuals begin to form strategies and plan 

for reform (Christiansen, 2009). 

 The third stage is bureaucratization. This stage, also referred to as 

formalization, is about raising awareness based on strategies that have been created by 

the social movement organization.  By this stage, it is necessary to have hired people 

who can work for the social movement organization in favor of the movement.  It is 

also essential to have more people involved than those who simply rally and protest.  

By this stage, it is important to have hired staff members who work around the clock 

to keep order within the movement.  Researchers have found that social movements 

tend to fail at times because organizations do not bureaucratize in this way 

(Christiansen, 2009).  Formalization often represents those paid workers who maintain 

order within the organization for the movement when volunteers and advocates are not 

accessible (Macionis, 2001; Hopper, 1950). 

 The last stage in the model is decline, also known as institutionalization.  

According to Christiansen (2009), decline doesn’t necessary mean failure for social 

movements.  Miller (1999) said there are four ways social movements can decline: 

repression, co-optation, success, and failure.  Repression occurs in social movements 

when authorities, or change agents, act in favor of the movement but end up taking 

control and unintentionally destroy the movement.  This type of decline can make it 
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difficult for social movements to carry out actions, to achieve its goals, or to recruit 

new members (Christiansen, 2009). Co-optation occurs when leaders use their power 

within the organization for personal benefits, leaving the movement and its goals 

behind.  Leaders could be getting compensation of some sort, or could be getting paid 

off by authorities.   

 Not all social movements end in defeat because of co-optation, however; some 

simply decline because they are successful in achieving the goals the organization was 

founding to address.  Smaller movements have a better chance for survival because the 

goals are smaller and easier to achieve and maintain.  This makes it easier for 

organizations to create new campaigns and to move forward in achieving different 

goals once a movement is coming to a close (Christiansen, 2009).   

 Failure is the most common way a movement can decline.  Miller (1999) 

argued that sometimes organizations cannot handle the rapid change and growth that 

has been brought about to their organization because of the success of a movement.  

This, in turn, causes a movement to fail.  Some people become so obsessed with the 

movement that they do not recognize or sympathize when others do not let the 

movement be the most important priority in their lives (Miller, 1999).   

 Aside from Miller’s four reasons for decline to occur, others note that a fifth 

reason for decline exists; or, that organizations may become established with the 

mainstream, or when the social action becomes an accepted behavior.  This is more 

clearly defined as “goals and ideologies are adopted by the mainstream and there is no 

longer any need for a movement,” (Christiansen, 2009, p. 4).  This is different than co-
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optation because in this form of decline, the action is accepted by society overall, and 

there is no longer a need for an organized movement.   

 Social movements materialize as a reaction to cultural or social issues, or 

political change, which may make it difficult for the movements to categorize them in 

the four-stage model.  Social movements do not always necessarily categorize into the 

four stage model, or may skip stages within the model altogether (Christiansen, 2009). 

The four theories used in this study address how people’s attitudes can be 

altered and influenced by attitudes, opinions, and actions of other individuals.  These 

theories also offer rationalization for how change can be brought about by computers 

and other technologies.  This study utilizes the research previously conducted 

surrounding these theories in order to establish research objectives and inform the 

methodology.  Living in a digital world, we see how the theories used in this study can 

tie into the basic communication model.   

Figure 2.2 correlates with Shannon and Weaver’s (1949) communication 

model, and demonstrates how each of these four theories relates to one another, and 

how they all work together to make up the theoretical framework of this study.  The 

figure shows how the framework starts with the information or issue that is being 

advocated and how it then transmitted through the administrator of the Facebook 

group.  This demonstrates intentional social change theory, and how the transmitter is 

attempting to bring about change.  In this study, the channel used to transmit the 

message is Facebook, which demonstrates computer-mediated communication and 

how computer technologies can affect behaviors.  The message then reaches the 

receiver who are the members of the Facebook group.  Social capital theory and uses 
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and gratifications theory are both demonstrated here by showing how the members 

react to the message, and what rewards and benefits they are seeking by networking 

and taking part in the Facebook groups.  The message has at this point reached its 

destination, and the cycle continues. 
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Figure 2.2. Researcher’s Perspective on How Theories Relate to the Study 

 

Intentional Social Change Theory 

 Intentional social change theory addresses a change agent’s attempt to bring 

about proposed change with specific objectives and goals (Sato, 2006).  A change 

agent is an individual who influences people’s opinions regarding their decision-

making process about innovation in a direction that is considered desirable by the 

change agent or its company (Rogers, 2003).  The theory states that intentional social 
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change is limited to actions in which a change agent intentionally strives to execute 

social change with a specific outcome in mind.  Many studies of this theory are 

focused around why some intended changes prosper and some fail.  Researchers want 

to know what elements are necessary for targeted populations to take part in an 

intended transformation brought about by change agents (Sato, 2006).  There are four 

main characteristics of social change, which include: 1) it happens everywhere, but the 

rate at which change actually occurs varies from place to place; 2) social change is 

most often intentional, but almost always it is, however, unplanned; 3) social change 

creates controversy among individuals, organizations, or societies at large; and 4) 

some changes have more significance than others (Macionis, 2001). 

 Change as an organizational occurrence essentially becomes known in a 

framework of social interactions among individuals, which represent and are created 

by communication (Giddens, 1984; Poole & DeSanctis, 1990).  Though intentional 

change has only been studied in the last several centuries, it has always occurred.  In 

the 1970s, Japan’s Ministry of Health and Welfare created a policy that gave senior 

citizens the right to receive free medical care.  The purpose of this act was to 

encourage senior citizens to receive medical treatment when their health was poor.  

When this policy was enacted, there was a dramatic increase in health care received by 

senior citizens.  Though the act overall ended in negative outcomes (a dramatic rise in 

the nation’s medical expenses and a shortage of hospital beds throughout the country), 

there was an intended change that the Japanese government was hoping to see.  The 

policy was later terminated in 1983, with a new and different plan implemented for 

senior citizens (Sato, 2006). 
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  Intentional change theory has also been used in the agricultural industry, with 

one example from the 19th century.  In the southern United States in the 1880s, single-

crop cotton farming, controlled by large-scale plantation owners, was extremely 

prosperous when the Civil War was coming to an end (Schwartz, 1976; Soranaka, 

1996).  In years following the war, farmers leased their land to tenant farmers.  This 

eventually became a problem because tenant farmers with insufficient funds put 

themselves in debt, becoming tied to the land.  The Southern Farmers’ Alliance was 

established with the mission to avoid tenancy that deprived the farmers who had rights 

to the land.  The Alliance promoted an exchange system that provided production to 

members at lower costs and helped sell crops at higher rates.  The movement lasted for 

a little over a decade, before it began to decline in the 1890s (Sato, 2006). 

 Intentional social change theory states that people use their own ideas and 

thoughts to manipulate the actions and opinions of others in a way that the outcome is 

seen as beneficial.  Intentional social change begins with a change agent who has clear 

objectives in mind, and has a goal to implement this change in a society.  In the 

diffusion of innovations theory, Rogers (2003) defined seven roles of change agents: 

1) to develop a need for change; 2) to institute an information exchange relationship; 

3) to identify problems; 4) to produce an intention for change in the client; 5) to 

interpret an intent into action; 6) to create consistency in adoption and prevent 

discontinuance; and 7) to accomplish an overall relationship.  This is seen in the 

earlier example of The Southern Farmer’s Alliance.  When landowners and tenant 

farmers joined forces to establish the Southern Farmers’ Alliance, the organization 
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acted as a change agent to overthrow the tenancy system and thereby rectify the 

impoverishment its members’ conditions (Sato, 2006).  

 The fundamental framework that comprises intentional social change theory 

generally occurs at the societal, or macro, level (Sato, 2006).  Macro level processes 

are defined as the processes within intentional social change that are on a bigger level, 

such as those changes that occur within an organization or society.  Initially it may 

seem that intentional social change only occurs on the macro or societal level, but in 

fact, within the macro level processes that make up intentional social change theory, 

are two factors: the actor-level or micro level process and the process of transition 

among macro and micro levels.  Micro level processes in intentional social change are 

those that occur between individuals.  Multi-level transitions, which can sometimes be 

interpreted as micro level processes, are the steps within the overall process that occur 

at a societal level (Sato, 2006).   

 Weber (1920) described a multi-level interpretation of intentional social 

change theory that consisted of three parts: 1) insisting certain values and beliefs in 

members; 2) these individuals then adopt particular paths of economic behavior to 

follow; 3) those members would form economic organizations, typically capitalistic, 

within a public.  This theory has since been expanded; however, the original basis of 

the theory still remains (Sato, 2006).  Multi-level transitions are steps that occur within 

the macro level of intentional social theory.  These multi-level transitions can be 

broken down from the macro level, which goes directly from the means to the social 

consequences, to a micro level process, which incorporates means, new situations, 

responses of decision makers, and then back to social consequences (Sato, 2006).  
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 The multi-level transitional process begins with the decision makers who have 

the initial idea to implement change.  They create means, or the adopted values at 

which the intended change that is being implemented is actually based around.  When 

change agents take action in hopes of gaining the results they long for, they are 

creating new situations for other social actors, also referred to as decision makers 

(Sato, 2006).  Rogers’ (2003) diffusion of innovations theory stated that change agents 

implement actions with a clear and concise objective in mind to bring about behavioral 

change in order to create particular outcomes.  

 The next step in Weber’s (1920) theory of intentional social change, responses 

of decision makers, could be referenced to when people accept a new economic 

direction, and then decide to form economic organizations within a community or 

society.  Decision makers are those individuals who are targeted by change agents in a 

society to accept the social change the change agents are working to implement.  If the 

decision makers accept the social change, then the change agents have succeeded in 

achieving their goals.  Responses of decision makers are the choices made by the 

decision makers to either accept or reject the social change brought about by the 

change agents.  Another example refers to the founding of the Southern Farmers’ 

Alliance.  The farmers who own the land allowed the tenant farmers to become 

decision makers, and the formation of the Southern Farmers’ Alliance enabled tenant 

farmers to be part of joining the organization (Sato, 2006).  

 Within the formation of a new organization or society, decision makers must 

choose an action.  This is where it is assumed that these decision makers, or social 

actors, make a rational decision.  Due to the nature of that decision, intentional social 
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change is also considered a rational choice theory (Sato, 2006).  Rational choice 

theory is often debatable and research is often modeled around “rationality” and how it 

can be accurately measured.  Sato (2006) argued that rationality is the key component 

for both change agents and decision makers.  Rationality is when an individual 

instinctively acts with reason.  To act habitually with reason is also saying that an 

individual is acting in accordance with what tends to be realistic (Landauer & 

Rowlands, 2001). 

 The final stage of the multi-transitional process within intentional social 

change occurs when actions are actually implemented by decision makers, and in turn, 

social consequences occur.  In the situation of the Southern Farmers’ Alliance, the 

members’ actions resulted in an overall advancement in the standard of living (Sato, 

2006).  Figure 2.2 represents the general fundamental framework that is used to 

examine this theory.  

 

 

              Figure 2.2. Multi-level interpretation of Weber’s (1920) theory 
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 Arrow A in Figure 2.2 shows the relationship that forms from individuals’ 

ideas, or adopted means, and how that develops into social consequences.  Social 

consequences could either be positive or negative outcomes that occur from adopting 

new ideas or concepts within a society.  This part of the figure represents the macro-

level transitions. Arrows B, C, and D then indicate the formation that develops from 

the macro, multi-level transitions, to the micro level and then how it repeats (Sato, 

2006).  These arrows represent intentional social change from the macro level (Arrow 

A), then to the micro level processes (Arrows B and C), and then back to the macro 

level again (Arrow D). 

 Intentional social change theory is significant because it aids in forming a 

general understanding of society in three ways.  First, the theory offers an all-

encompassing framework for the understanding and study of social planning and 

social movements.   While social planning and social movements are somewhat 

different, the mechanisms that define them are fundamentally indistinguishable.  Both 

concepts aspire to communally resolve problems or issues that people cannot solve 

merely by individual endeavors (Sato, 2006).  

 Second, social change can aid to creating a theory of social change in general. 

Administrative leaders who organize social planning events and social movements 

strive to implement roles as change agents.  Both groups make an effort to “bring 

about social change to address collective issues,” (Sato, 2006, p. 7).  Social planning 

and social movements can both be evaluated using this intentional social change 

framework (Sato, 2006).  
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 A third contributing factor of intentional social change theory is that the 

analysis of intentional social change can contribute to helping researchers learn more 

about controlling unintended social consequences (Sato, 2006).  During the course of 

intentional social change, change agents sometimes encounter circumstances in which 

they are unprepared.  Researchers have concluded that this occurs because a change 

agent’s rationality is limited, which makes it difficult for the change agent to make a 

prediction of the outcomes.  “Bounded rationality of a change agent is the primary 

factor giving rise to unintended consequences,” (Sato, 2006, p. 9).  If change agents 

are well informed of the possible consequences of their actions, then there are very 

little instances for unintended consequences to occur.  

 Researchers utilize intentional social change theory to determine why some 

intentional social changes succeed and others do not.  Ultimately, understanding 

intentional social change theory would be more successful for researchers if they 

knew: (a) how change agents implemented specific plans within a time period create a 

new situation for decision makers; (b) how do decision makers respond to these new 

social consequences; and (c) how their responses accumulate to create macro level 

social consequences (Sato, 2006). 

 Researchers need to focus on creating effective research strategies to examine 

and investigate social change in depth.  According to Sato (2006), research should be 

done that concentrates on multi-level transitions.  Multi-level transitions relate to 

intentional social change at the macro level, and how a society transitions at different 

stages of social change.  To date, most theories have failed because researchers 

typically do not comprehend the importance of analyzing these transitions.  Those who 
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do understand the importance have not been able to advance their analysis due to 

insufficient sources of theoretical framework and methodical tools (Sato, 2006). 

 Another important research strategy that needs to be addressed is to clarify the 

principles behind the actions of decision makers.  Without research on this issue, it is 

difficult to understand how decision makers respond to new social situations they 

encounter (Sato, 2006). 

 Research is still needed to be able to specify precise intended outcomes of 

social change that are implemented by change agents.  Within the classical social 

movement theory, it is difficult to define objectives brought about by change agents 

because the theory does not address objectives at the macro level, a difference from 

intentional social change theory.  Research is needed to define what steps are taken for 

change agents to attain the intended outcomes of social change they are expecting 

(Sato, 2006).  

Social Capital Theory 

 Social capital is a concept most often used to refer to social economic status 

and how people use their resources to succeed.  Those who have a higher social 

economic status generally have more advantages and opportunities to gain social ties 

than those who are of a lower social economic status.  Communities that have a more 

diverse set of social networks have more efficient capabilities to take on replenishing 

problems within a society.  The common term, “it’s not what you know, it’s who you 

know,” is a simple explanation for the basis of social capital.  It is the knowledge and 

experiences that have been gained from being members in particular social groups or 

organizations, jobs that have been offered because of a certain status or contact, or 
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even just contacts of those who have been referred to as a friend of a friend (Woolcock 

& Narayan, 2000). 

Studies suggest that capital theories began with theorist Karl Marx, who 

initially started studying capital and its effects on society.  His theory on capital is 

known by many as the “classical theory of capital,” (Lin, 1999).  This theory is the 

framework for social capital theory, which is explained by Lin as, “access to and use 

of resources embedded in social networks, an investment in social relations with 

expected returns,” (Lin, 1999, p. 30). 

 Social capital can almost always be associated with networking.  The theory 

behind social capital is that those that we know and keep in contact with will enhance 

our social status and will be called upon for material or social gain.  Social capital 

refers to the “norms and networks that enable people to act collectively,” (Woolcock 

& Narayan, 2000, p. 3).  This not only applies to individuals, but to whole groups or 

organizations as well.  Consequently, society does not engage in interaction with those 

who do not have benefits to offer.  

 Quan-Haase and Wellman (2004) suggest that there are two primary uses of 

the social capital theory.  Individuals use social capital theory for social contact, which 

includes any form of interpersonal communication, such as face-to-face visits, 

personal encounters, phone calls, and social events.  Social capital theory can be 

applied to civic engagement among individuals as well.  This is defined as, “the 

degree to which people become involved in community, both actively and passively, 

including such political and organizational activities as political rallies, book, and 

sports clubs,” (p. 1). 
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 Not participating in creating social ties can have an inverse, yet instrumental 

impact on society.  It may cause people to feel “out of the loop,” whereas ambitious 

individuals recognize that “getting ahead” requires a significant amount of social 

networking (Woolcock & Nayaran, 2000). 

 Several controversies surround social capital theory.  One major controversy 

that occurs at the macro (societal level) versus relational-level (micro) position is 

whether social capital is collective goods or individual goods (Portes, 1998).  

Collective goods are known as public goods or public property; available to all people 

within a community. Individual goods are those that are property of only one 

individual and are not shared by others.  Most scholars agree that social capital is both 

collective and individual goods; meaning that social capital is “institutionalized social 

relations with embedded resources are expected to be beneficial to both the collective 

and the individuals in the collective,” (Lin, 1999, p. 33).  At the communal or societal 

level, social capital signifies certain valued resources of members who participate in 

networking, including economic, political, cultural, or social (such as social 

connections) goods (Lin, 1999). 

 Another controversy related to the focus on the collective aspect of social 

capital, is that there is either closure or density in social relations and social networks 

(Bourdieu, 1986; Coleman, 1990; Putnam, 1993a, 1995).  In Bourdieu’s (1986) 

research, social capital is viewed as the investment of the members in the dominant 

class within a group or network who want to be accepted and gain mutual recognition 

by other key figures.  These unyielding forces show that it may be possible to organize 
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network resources (the contacts and connections one gains from engaging in 

networking) that may be beneficial to the individual in the future (Lin, 1999). 

 Society recognizes features of social capital, and acknowledges that social ties 

can be a liability as well as an asset: therefore, social capital can serve a number of 

favorable purposes.  First, it allows people to focus on sources that are gained rather 

than the consequences that may arise from social capital (Portes, 1998).  Second, 

social capital allows society to incorporate different magnitudes of social acceptance 

and social networking, and to understand that communities have access to more than 

one of them (Woolcock & Narayan, 2000).  For instance, different people with 

different social standings may be present within the same community, and each may 

be engaging in a social capital for different reasons and to gain different advantages.  

People who are of higher social standing may be networking, while people who are of 

a lower social status may be trying to “get ahead” from their current situation (Kozel 

& Parker, 1998; Barr, 1998; Narayan, 1999). 

 The third feature that social capital presents is that while the definition views 

the community as the primary component under study, social capital may also be 

applied to individuals or families.  Social capital theory assumes that the way a 

community is structured strongly affects the individuals or families within the 

community.  The way governments, whether local, state, or national, represent 

themselves strongly affects community life and development projects (Isham & 

Kaufmann, 1999). 

 Social capital research that has been conducted in the last several decades 

stems from work done by Coleman (1990) on education, and Putnam (1993b, 1995) 
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on civic participation and institutional performance.  Putnam’s work provided 

foundational studies in nine fields: 1) families and youth behavior problems; 2) 

democracy and governance; 3) community life (“virtual” and civic); 4) work and 

organizations; 5) schooling and education; 6) general cases of collective action 

problems; 7) public health and environment issues; 8) crime and violence; and 9) 

economic development (Woolcock, 1998; Foley & Edwards, 1999).  This provides 

evidence that social capital can be used a number of ways in order to gain different 

benefits, such as engaging in social media to build personal relationships, or 

networking with co-workers to improve working conditions. 

 Woolcock & Narayan (2000) argued that based on the evolution of this 

literature, there are four essential perspectives of social capital and economic 

development: the communitarian view, the institutional view, the synergy view, and 

the networks view.  The communitarian view connects social capital with local level 

organizations, including associations, clubs, and civic groups.  This view determines 

that social capital is essentially “good,” that “more is better,” and that its occurrence 

always has a positive effect on a community’s well-being.  Research using this 

perspective emphasized the centrality of social ties in helping the poor manage risk 

and vulnerability (Woolcock & Narayan, 2000). 

 The institutional view is the second outlook on social capital.  This view 

argues that the liveliness of community networks and civil society is a result of the 

political, legal, and institutional environment.  The institutional view is different from 

the networks view in that it puts emphasis on social capital as a dependent variable.  

This view states that the capabilities of social groups to act in their collective interest 
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depend significantly on the quality of the formal establishments in which they exist in 

(North, 1990), and that “emergent qualities such as high levels of ‘generalized trust’ in 

turn correspond to superior rates of economic growth,” (Woolcock & Narayan, 2000, 

p. 11).  

 Another perspective of social capital is the synergy view.  Evans (1992, 1995, 

1996) is one of the primary contributors to the research based around this view.  He 

said he believes that synergy that occurs between government and an individual 

citizen represents complementarities and embeddedness.  Complimentary is defined as 

the mutually accommodating relations between public and private actors.  It is 

represented in frameworks of rules and laws that protect rights to associate, or more 

humble measures, which include the conditions brought forth by the state to assist in 

protecting rights to associate or facilitate connections among community associations.  

Embeddedness refers to the nature and coverage of the ties connecting citizens and 

public officials.  This view accepts three steps that theorists, researchers, and policy 

makers should take when attempting to implement social change: identify social 

relationships that characterize a particular community; develop institutional strategies 

based on an understanding of those relationships; and identify ways and means by 

which positive expressions of social capital can offset or be created based on negative 

expressions (Woolcock & Narayan, 2000). 

 The networks view is the fourth, and arguably the most important, perspective 

on social capital for this study because it looks at both positive and negative aspects.  

This view stresses the “horizontal as well as vertical associations between people, and 

relations within and among other organizational entities as community groups and 
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firms,” (Woolcock & Narayan, 2000, p. 7).  Another perspective of this view is that 

without the connection of social divides (such as ethnicity, race, gender, or socio-

economic status), social capital limits the pursuit of branching out and creating 

interests among different groups.  These two perspectives of the network view have 

become known as “bonding” and “bridging” social capital.  “Bonds” refers to strong 

intra-community ties and “bridges” are weak extra-community networks (Woolcock & 

Narayan, 2000).  Narayan and Cassidy (2001) refers indirectly to bonds as the ties that 

hold societies together: bonds of shared values, norms, and institutions.   In 

conclusion, the networks view considers the tension between social capital’s “virtues 

and vices” as a defining quality (Woolcock & Narayan, 2000, p. 7). 

 Social ties can provide an individual with helpful information about 

opportunities and options that may otherwise not be available.  Embedded resources, 

or resources that are embedded in a social structure, are often viewed as a valid 

measure for social capital.  Embedded resources aid in the dissemination and flow of 

information.  The extent of social resources can be further identified as network 

resources and contact resources.  Network resources are those embedded in an 

individual’s ego-networks.  Contact resources refer to those embedded in contacts 

used to aid in an influential action, such as finding a job.  Resources measure one’s 

wealth, power, and/or socioeconomic status; these are typically defined as the 

contact’s occupation, authority position, industrial sector, or income (Lin, 1999).   

 Several explanations can be presented as to why embedded resources in social 

networks will create positive outcomes and relationships.  Embedded resources in 

most societies are represented by wealth, power, and status (Lin, 1982).  Social 
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networks could put forth an influence on agents (e.g., recruiters or supervisors of the 

organizations) who have a large part in making decisions, such as hiring or 

promotions.  Also, social ties or contacts that individuals have may be viewed as 

qualifications that can be related to the individual’s social credentials.  This could 

prove that the individual is successful at building and creating social networks and 

contacts (Sato, 2006). 

 To address social capital at a community level, Onyx and Bullen (2000) 

developed a questionnaire for the state of New South Wales (Australia), in which they 

specifically zoned in on eight factors that contributed to the being of social capital.  

These eight factors included: participation in local community, proactivity in social 

context, feelings of trust and safety, neighborhood connections, family and friend 

connections, tolerance of diversity, value of life, and work connections.  Based on the 

outcome of the scores by those individuals involved in the study, the researchers could 

accurately predict which community each person belonged to, which helped to 

promote the instrument’s use in planning and monitoring community development 

activities. 

 Narayan and Cassidy (2001) built on this previous work and research to 

develop social capital instruments that were used as diagnostic tools at the community 

levels across the world.  They concluded that, because there are different forms of 

social capital that fit the needs of different individuals that could change over time, an 

accurate social capital instrument that was to be built would have to encompass a 

“range of dimensions of social capital, assuming different forms and combinations of 
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dimensions of social capital will be important in different societies,” (Narayan & 

Cassidy, 2001, p. 17).  

 Studies conducted in Uganda and Ghana (Narayan, 1999) by the World Bank’s 

Social Capital Initiative in Panama and India (Krishna & Shrader, 1999) tested 

instruments that were depicted to accurately measure social capital.  Instruments tested 

included a variety of questionnaires and open-ended methods to collect data at the 

household and community levels.  Results concluded that the underlying factors of 

social capital are extremely similar even when the context tends to be very different.  

Figure 2.3 indicates the findings from the questionnaires and open-ended questions 

regarding global social capital.  The figure represents the relationship among the 

theorized elements of social capital and the questions used to measure each element. 
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Social
Capital

Group
Characteristics

Generalized
Norms

Togetherness

Everyday 
Sociability

Neighborhood 
Connections

Volunteerism

Trust

Number of Memberships
Contribution of money
Frequency of participants
Participation in decision making 
Membership heterogeneity
Source of group funding

Helpfulness of people 
Trustworthiness of people 
Fairness of people

How well people get along
Togetherness of people

Everyday sociability

Asking neighbor to eat for sick child
Asking for help for yourself if sick

Have you volunteered 
Expectations of volunteering
Criticisms for not volunteering
Fair contributions to neighborhood
Have you helped someone

Trust of family
Trust of people in neighborhood
Trust of people from other tribes/castes
Trust of business owners
Trust of Gov’t officials
Trust judges/courts/police
Trust of Gov’t service providers
Trust of local Gov’t  

Figure 2.3. The Dimensions of Social Capital (Narayan & Cassidy, 1999) 

 

 

Computer-Mediated Communication 

 “Computer-Mediated Communication (CMC) systems not only process 

information about innovation but are also an innovation that organizations must 

process, a circumstance that provides organizations with opportunities and challenges 
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for enhancing their resourcefulness and responsiveness,” (Rice, 1987, p. 65).  CMC is 

generally used to explain or predict effects of media use by individuals using Internet, 

networks, or computer technologies.  CMC encompasses the use of networks of 

computers and technologies to aid in interaction and communication.  These 

technologies include, but are not limited to e-mail, discussion boards and forums, 

instant messaging capabilities, computer video conferencing, and other online 

databases (Romiszowski & Mason, 1996). 

 Research has implied that CMC can create change in the way people 

communicate and interact with one another and can influence certain communication 

patterns and social networks (Fulk & Collins-Jarvis, 2001).  This statement basically 

implies that CMC leads to social effects.  According to Jones (1995), CMC is not just 

a tool, but is also a positive and ever-changing technology, medium, and engine of 

social relations.  CMC does not only set the foundation and create structure for social 

relations, but is also the gap between relations that occur and the tool that individuals 

use to bridge that gap (Jones, 1995).  

 Many studies that use CMC encompass the main distinction that has been 

made in CMC: the difference between synchronous (real-time) and asynchronous 

(delayed time) communications.  Synchronous, or real-time communication can be 

defined as interaction between two people in a face-to-face discussion such as talking 

on the telephone or large group discussion such as a lecture.  This form of 

communication also takes place in a chat room or similar online environment.  

Asynchronous forms of communication occur when there is a significant time delay 

between sending a message and it being read.  When referring to offline 
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communication, this form is comparable to mailing a letter or sending a fax.  In online 

communication, asynchronous examples include sending an e-mail, commenting on 

discussion boards, and watching computer conferences (Romiszowski & Mason, 

1996). 

 CMC creates opportunities for complex processes of communication to occur 

between multiple persons.  It merges the “permanent nature of written communication 

(which itself has implications for research processes) with the speed, and often the 

dynamism of spoken communications, for example via telephone,” (Romiszowski & 

Mason, 1996, p. 398).  With emerging technologies becoming available for 

communication, it is apparent that possibilities for interaction and feedback are 

becoming unbounded.  The possibility for expansion in interaction within CMC 

environments is more flexible and wealthier than other forms of computer-based 

learning and communications (Romiszowski & Mason, 1996). 

 There has been much discussion in terms of research on CMC, particularly as 

to whether it is parallel to oral discourse or to written texts, or whether it is a different 

form (Kaye, 1991; Yates, 1993).  Some researchers said that computer-mediated 

communication and online social networks correlate connections among participants, 

which supports a variety of different relationships (Lampe, Ellison, & Steinfeld, 

2006).  Discussion boards and archives, as well as the individuals saving messages for 

later use or reference, create new and unique forms of interaction amongst people.  

CMC can also propose elements that are not common in face-to-face environments 

(Feenberg, 1989).  The ability to recall and examine the particular form of a 
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communication has reflective importance for research conducted on or using CMC 

(McConnell, 2002).  

 In many of the forms of CMC, particularly discussion forums, the majority of 

users do not actively participate in any of the discussions that are taking place.  Most 

of the users who do in fact play a part tend to make a small contribution to 

discussions, while a small number of active users provide a larger portion of message 

contributions.   The presumption is that, due to technological advances, it has become 

possible for individuals to speak, which is foreseen as a positive ideal.  The majority 

of members of discussion boards and forums are passive recipients of messages, rather 

than active contributors to discussion; these people are known as lurkers.  Lurking is a 

term used to describe passive consumption of electronic discussions.  In most face-to-

face group discussions, many participants lurk most of the time, only making 

contributions on an occasional basis.  Discussion boards, whether online or offline, 

would be impossible without the contribution of members, or if the members actively 

contributed more frequently than they do; there needs to be a good balance between 

the two (Romiszowski & Mason, 1996).  

Uses and Gratifications Theory 

 Uses and gratifications theory attempts to explain the uses and functions of 

media for individuals, groups, and society.  This theory basically discusses why people 

choose particular media to fulfill certain needs.  People choose their own media 

consumption so they may incorporate it in their lives in a way most beneficial to them.  

Users are goal-oriented in their media consumption and application.  Individuals use 

their own interpretive framework for their own understanding of the information 



 Texas Tech University, Mica Graybill, December, 2010 
 

 57 

perceived through the media.  This theory suggests that the media compete with other 

sources of information in order to fulfill the user’s gratifications (Katz et al., 1974).   

 Uses and gratifications theory was first studied in the 1970s, but originated 

several decades earlier.  Wimmer & Dominick (1994) proposed that uses and 

gratifications surfaced in the 1940s with the emergence of radio and popular 

newspapers.  At that time, researchers began to study why people engaged themselves 

in particular media.  In the 1950s and 1960s researchers began focusing on a 

functional perspective, claiming that the uses and gratifications theory was from the 

perspective of the audience.  Blumler and Katz (1974) conducted the first research to 

explain the connections between the audience’s motives, media gratifications, and 

outcomes.  In more recent years, with the arrival of Internet, the perspective and study 

of uses and gratifications and the role it plays in people’s lives seems all the more 

relevant (Bumgarner, 2007).  Audiences have an important responsibility in obtaining 

messages they receive from the Internet because they are actively seeking out to 

receive certain information (Bryant & Zillman, 2002). 

 McQuail (1985) researched users’ motivations for watching television, and 

summarized four specific needs that people use media to satisfy: diversion, personal 

relationships, personal identity, and surveillance needs.  Diversion refers to an 

individual’s need to escape their everyday life situations, or can also be defined as an 

emotional release.  For example, entertainment websites can be grouped into this 

category, and can be defined as any type of media that helps the user to escape reality 

and can give them an alternative focus.  Personal relationship needs come from a 

dependence upon other users, and gives people a way to feel connected to one another.  
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An example of media that can fulfill this need is social networking sites because these 

sites allow people to gain a sense of belonging through conversation or interaction 

with others.  Personal identity needs help users make use of the media in such a way 

that they can gain personal values and create an identity for themselves.  Surveillance 

needs are the last category, and are identified as an individuals’ need to understand the 

audiences’ environment and media use (McQuail, 1985). 

Facebook 

 Facebook is one of the most popular social networking websites.  It captured 

64% of visits in the social networking category in November 2009, and visits had 

increased to 172% overall when compared to November 2008 (Experian Marketing 

Services, 2010).  According to Facebook statistics, there are currently over 500 million 

users, and active users have approximately 130 friends (Facebook, 2010).  Although 

there has been significant media coverage over this popular social networking website, 

there has been little academic work exploring the marvel (Ellison et al., 2007). 

 In the social networking community, Facebook stands out because it allows 

people to post significant amounts of personal information and, unlike most social 

networking communities, it allows that information to be posted publicly (Acquisti & 

Gross, 2006).  Using Facebook has many benefits including meeting new people and 

building relationships, or learning more about people in one’s offline community 

(Lampe et al., 2006).  In a study conducted by Lampe et al. (2006), research was 

conducted to determine whether students who are part of the Facebook community are 

using it to find new people in their offline communities or to further learn about 

people they initially meet offline.  The researchers concluded that the majority of 
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students in the study who use Facebook are using it to learn more about people who 

they initially meet offline (Lampe et al., 2006). 

 Facebook allows users to create profiles (personal pages that give other users a 

description of the users beliefs, interests, and goals) and expressive relationships with 

other users, who are most often listed as “friends.”  There are other features, such as 

testimonials, that allow users to join groups that pertain to their interests or beliefs 

(Lampe et al., 2006).  Facebook is interesting to researchers because it has become a 

mass social phenomenon and it closely observes patterns of information that is 

relevant to individuals of all ages.  Among what is considered to be “valuable” 

information is what people post on their profiles, including personal contact 

information and additional data that is rarely available on other social networks 

(Acquisti & Gross, 2006). 

 Facebook use is often associated with instances of social capital.  Facebook 

enables users, who may or may not be linked to other individual’s profiles, to view 

parts or all of another person’s profile.  Researchers state this could be a strategy to 

increase the size of one’s social network, or to utilize all available resources (Acquisti 

& Gross, 2006).   

 Many studies involving Facebook discuss how the uses and gratifications 

theory, can be applied.  Uses and gratifications theory refers to the ‘how and why’ of 

media use, specifically to the motivations of particular use, and how satisfaction is 

derived from this use (Stafford, Stafford, & Schkade, 2004).  Researchers often study 

for what reasons people tend to use Facebook and what gratifications they expect to 

gain from its use (Park et al., 2009). 
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 Bumgarner (2007) conducted a study on college students’ use of Facebook 

fulfilled the students’ needs.  The study measured Facebook usage through an online 

survey with 1,049 students at The University of North Carolina at Chapel Hill.  The 

majority of students used Facebook primarily to follow their friends’ profiles and to 

keep up with what their friends were doing (Bumgarner, 2007). 

 Joinson (2008) investigated reasons people use Facebook, and the 

gratifications that are satisfied by their use of the site.  Through the study, seven uses 

and gratifications that are satisfied by their use of the site.  It was concluded that users 

develop a variety of uses and gratifications from social networking sites, including 

traditional content gratification, and with that creating social capital, communication, 

surveillance, and social networking channels.  The study also concluded that user 

demographics, site visit patterns and the use of privacy settings were factors in 

determining uses and gratifications of Facebook. 

 Raacke and Bonds-Raacke (2008) conducted a study to evaluate the impact 

that social networking sites, particularly MySpace and Facebook, have on college 

students.  The study researched why people use these specific networking sites; the 

demographics/characteristics of the average college student; and the uses and 

gratifications that are met by these interactive websites.  The majority of students in 

this study were using these social networking sites during a significant number of 

hours during their day for reasons including building new relationships and 

maintaining existing relationships.  Women and men alike were equally using these 

communication tools to engage in interactive activities.  Results also indicated 

peoples’ gratifications were met when they use these sites.  Some gratifications could 
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be making new friendships, keeping in contact with old friends, or using Facebook as 

a marketing or promotional tool (Bonds & Bonds-Raacke, 2008). 

 Park et al. (2009) conducted a Web survey examining Facebook users’ and the 

groups they join.  The study also explored the relationship between users’ 

gratifications and their political and civic participation offline.  A factor analysis 

revealed four primary needs for participating in groups within Facebook: socializing, 

entertainment, self-status seeking, and information.  The gratifications that users seek 

from these uses of Facebook depend on certain demographics determined by the 

researchers, including gender, hometown, and current year in school (Park et al., 

2009).  For older users, it may depend on the year they graduated from high school or 

college.  The researchers found that users joined groups for informational purposes, 

and tended to be more interconnected to civic and political circumstances than they 

were to recreational purposes (Park et al., 2009).  

Summary of Review of the Literature 

 The review of the literature established the need for research surrounding 

social movements, Facebook, public relations and social media, and social media in 

agriculture.  This review of literature also uncovered a need for additional research 

regarding social media, particularly Facebook, and how it can be used to promote 

social movements.  Research is also needed to understand the motives behind creating 

and joining Facebook groups, what participants are striving to accomplish, and what 

motivates their need to support a social movement.  

Public relations practitioners are the prime example of people who are trying to 

influence opinions and bring about change.  Public relations works to build mutually 
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beneficial relationships, much like social capital theory and uses and gratifications 

theory.  Though some practitioners have been apprehensive about engaging in social 

media, many have already taken on the challenge and embraced the digitally based 

technologies.  Social media provides many opportunities for public relations 

practitioners to communicate and build relationships with others, and to carry out 

programs and campaigns. 

 Many theories can be applied to understand the motivation and reasoning 

behind engaging in social networking and online interaction.  The need for this study 

was comprehensively established by analyzing the theories that shaped the theoretical 

framework of the research, as well as examining the literature related to Facebook, 

social movements, and public relations and social media.   

 After analyzing and reviewing the literature, several conclusions were made.  

Intentional social change theory is when a particular change agent attempts to bring 

about change in a society or community.  This theory directly relates to social 

planning and social movements, which can be defined as a personal responsibility to 

be committed to being a leader in implementing change.  Intentional social change 

theory directly relates to social capital theory, which is when people engage in 

building and maintaining relationships through networking in order to receive specific 

benefits or outcomes.  Social capital theory relates to uses and gratifications theory, in 

which people choose their media consumption based on the benefits they will receive.  

Computer mediated communication theory relates to each of the other three theories, 

and the way the theories incorporate computer and social media usage to advocate for 

bringing about change. 
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 Facebook is a social media tool many organizations are embracing and are 

using to market themselves, products, services, and specific causes.  Facebook can be 

used to advocate for causes, which might include carrying out campaigns for 

promotional purposes.  Though Facebook currently has over 500 million users, there is 

still little academic research surrounding this social media tool. 
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CHAPTER III 

METHODOLOGY 
 
 

 A review of the literature established a need for understanding how social 

media and networking are used to support causes and social movements.  The specific 

issue under study examined the uses of social media and networking of those involved 

in several Facebook groups that promote agricultural issues.  The purpose of this study 

was to determine why individuals use social media, specifically Facebook, to 

communicate information in social movements related to agricultural issues.  

Objectives 

 After reviewing the literature, the following objectives were formed to achieve 

the research purpose: 

1. Describe the demographic characteristics of the participants of the 

Facebook groups that address social movements related to agricultural 

issues. 

2. Describe each participant’s motivation to become involved with the social 

movement. 

3. Describe how communication channel decisions were made to promote the 

social movement. 

4. Describe participants’ opinions, attitudes, and beliefs of using Facebook as 

a communication channel in their social movements.  

5. Describe participants’ assessment of their outcomes as it relates to using 

Facebook in social movements. 
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Research Design 

 A descriptive, qualitative research strategy was implemented for the study 

using in-depth interviews with group participants of eight selected Facebook groups 

that discuss social movements in agriculture.  A qualitative study was determined to 

be the most effective approach to obtain the quality of answers and information 

needed for the study.  Qualitative research tends to seek breadth over depth and is 

more focused on learning about real life experiences as opposed to simply collecting 

direct evidence (Ambert, Adler, Adler, & Detzner, 1995). Qualitative studies are 

different than quantitative studies because the findings are not determined by 

statistical procedures or other measures of quantification (Strauss & Corbin, 1990).  

Qualitative research is known for being contextual and participative, where as 

quantitative research tends to be generalizable and objective (Whittemore, Chase, & 

Mandle, 2001).  Qualitative studies are generally more thorough and comprehensive, 

which provides an overall more complete understanding of the topic under study.  

Qualitative research can refer to “research about person’s lives, lived experiences, 

behaviors, emotions, feelings as well as about organizational functioning, social 

movements, cultural phenomena, and interactions between nations,” (Strauss & 

Corbin, 1990, p. 11).  Using qualitative methods to evaluate and analyze information 

gives researchers the ability to step back and analyze situations; the ability to 

recognize the tendency toward bias; the ability to think abstractly; the ability to be 

flexible and open to helpful criticism; sensitivity to the words and actions of 

interviewees; and a sense of absorption and devotion to the work process (Strauss & 

Corbin, 1990).  Qualitative research is a suitable method if the research has an 
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appropriate reason or need for this type of research; as a researcher, practical and 

ethical considerations need to be kept in mind (Morse & Richards, 2002). 

 When using in-depth interviews, researchers engage with interviewees by 

posing questions for them to answer regarding topics in which the interviewee is 

interested.  The researcher’s interviewing techniques are determined by the interest in 

the topic and in the opportunity to learn from the interviewee.  In-depth interviews are 

one of the most common forms of qualitative methodology used in research.  In-depth 

interviews generally involve one interviewer and one interviewee.  In-depth interviews 

are useful for learning about perspectives of individuals.  They are a successful way to 

get people to talk about their personal feelings, opinions, and experiences.  It also 

allows the interviewer to gain insight as to how people interpret the world (Rubin & 

Rubin, 1995).  

Participant Selection 

 Sampling is the “key to good qualitative inquiry and also to understanding the 

dilemmas of qualitative validity,” (Morse & Richards, 2002, p. 172).  Participants in 

the study were purposively selected.  Purposeful sampling occurs when a researcher 

specifically selects participants because of their characteristics and knowledge on the 

participant being researched (Morse & Richards, 2002).  High-quality participants or 

participants can be defined as those who are well-informed or knowledgeable of the 

information required, are eager to reflect of experiences, have the time, and agree to 

participate (Spradley, 1988).   

 To begin the sampling process, a search was conducted on Facebook using the 

keywords “agriculture,” “farming,” “ranching,” and “animals.”  After typing the 



 Texas Tech University, Mica Graybill, December, 2010 
 

 67 

keywords in the search box, results were displayed.  The objective of the study was to 

locate groups that supported agricultural issues; individual participants who had 

personal Facebook pages were not selected for the study.  Many results were 

immediately eliminated from participation in the study because they were either 

electronic spam (the abuse of electronic messaging systems and solicitation through 

web services) or did not meet criteria set by the researcher.  A list was then created of 

groups that promote movements related to agriculture.  To be on the list, groups that 

did not have at least 1,000 members were eliminated.  The list was then narrowed 

down based on the following: how often the Facebook page was updated; how current 

the information provided was: and the participants’ involvement in posting 

information.   

 Promotion or awareness of the Facebook page was then measured over a four-

month period by monitoring the increase/decrease in number of active members of the 

group.  This was measured by tracking the number of active users from April through 

July to see if the number of users had increased or decreased over that period of time.  

Participants’ involvement was measured by monitoring how often information was 

posted on the group page; researchers only looked at groups that had posted events or 

information to group members within one month prior to the start of the study.   

 Some groups involved with the study did not have participant information 

posted on the Facebook page, and in this case, the researcher posted a message on the 

wall of the group asking the participant or person actively in charge of updating the 

page to contact the researcher by use of the Facebook messaging tool.  Each 

participant who was selected and interviewed represented a different sector of the 
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agricultural industry, and all supported their agricultural topics instead of opposing 

them.  Table 3.1 shows the different types of groups that were involved in the study, 

and gives a pseudonym to protect the participant’s identity.  

 
Table 3.1 
 
Characteristics of Facebook Group Participants Interviewed for Study 

Pseudonym Mission Members in 
Group 

Shawn & 
Jill 

Watching practices of the United States Humane 
Society 

167,550 

Jeremiah Taking a stand against the agenda of the United States 
Humane Society 

18,071 

Mark Shares the importance of telling agriculture’s story 11,611 

Dustin Created for people to share all aspects of agriculture 4,331 

Blake A place to connect with farmers and ranchers 2,334 

James A place for farmers and ranchers to connect with 
communities using social media 

1,848 

Katherine Aim to improve media’s perception of U.S. 
agriculture 

1,631 

Note. The membership numbers are as of September 24, 2010. 
 

 Each of the participants in the study was a participant of a Facebook group 

supporting agricultural issues.  Participants had special knowledge and expertise of the 

cause that their group supports, and they were the primary individual who keeps track 

of the group, its members, and any information dispersed.  Participants were chosen to 

participate in the study depending on how active they were in promoting their cause of 
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Facebook, the type of agricultural issue they were promoting, and their willingness to 

be available to participate in the interviews.  

Data Collection 

 Texas Tech University’s Institutional Review Board approved this research 

study prior to asking individuals to participate in the interview procedures (Appendix 

A). Eight in-depth interviews were conducted during September 6-20, 2010 by phone. 

 Once the participants were chosen for participation, they were initially 

contacted by the Facebook e-mail-messaging tool, followed by an e-mail recruitment 

letter (Appendix B).  Two respondents did in fact respond this way, while two other 

contacts responded through their direct e-mail accounts.  It was in this way that many 

people who were contacted began to recommend other people they knew who might 

participate in the study.  Through their recommendations, the researcher contacted 

four others through the Facebook e-mail-messaging tool.  At this point, participants 

gave e-mail and phone numbers of other contacts.  If necessary, a second e-mail was 

sent to solicit participation in the study and to schedule an interview time (Appendix 

C).  If it was necessary to send a second e-mail, people tended to respond and usually 

were willing to participate in the study, but noted that their schedules were busy.  

Through e-mail conversations, the participants’ phone numbers were obtained by the 

researcher at the discretion of the participants.  The participants were then contacted 

by telephone to confirm that they received the e-mail(s) and to schedule a convenient 

time to conduct the interview (Appendix D).  Before beginning the actual interview, 

participants were asked to agree to verbal informed consent information (Appendix E).  

All participants agreed to the verbal informed consent. 
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 A semi-structured interview guide was used to collect the data to meet the 

research purpose and objectives.  Morse and Richards (2002) agreed that the use of 

semi-structured interviews is appropriate when the researcher is familiar enough with 

the topic being studied to frame discussion in advance to get an intended outcome of 

information, which is known as the “body image” study.  These types of interviews 

create a situation for the researcher to be organized and comfortable in presenting pre-

planned questions, but also present a challenging opportunity to ask participants with 

spontaneous yet structured questions in hopes of inviting new, detailed, and complex 

answers (Morse & Richards, 2002).   

 This study used telephone interviews as the primary data collection tool. 

Telephone interviews were used because they allow a larger audience to be reached 

with the possibility of having a diverse group of participants who share similar 

motivations, opinions, and interests. Telephone interviews “provide the best source of 

information when the researcher does not have direct access to individuals,” 

(Cresswell, 1998, p. 124).  Qualitative telephone interviews are helpful and best at 

collecting data when the researcher has somewhat specific questions that have been 

determined (Berg, 2009).  Telephone interviews allow the researcher to gain 

information quickly while still allowing for personal contact and interaction 

(Valenzuela & Shrivastava, 2005).  Hagan (2006) has detailed several advantages of 

telephone interviews which include: (a) reducing staff requirements, (b) allows the 

researcher to closely monitor interviews to ensure quality and to reduce interview bias, 

and (c) Each telephone interview lasted an average of 45 minutes, and the interview 

used a semi-structured interview guide. The interview focused on how the participants 
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initially got involved using Facebook to create awareness about the cause they were 

supporting, how successful it has been, and what goals they hoped to achieve through 

the Facebook group they created. Interviews were digitally recorded and then 

transcribed. 

 Telephone interviews are most advantageous when trying to reach people in 

different geographical locations.  This type of synchronous communication allows 

people from all over the world to be accessed for data collection (Mann & Stewart, 

2000).  In synchronous communication, the sender and receiver must coordinate with 

one another before data can be sent or collected (Opdenakker, 2006). 

 Between the dates of September 6, 2010 and September 20, 2010, eight 

interviews were conducted by telephone to respondents in numerous locations across 

the United States. The number of interviews were conducted in order to gain a 

different range of opinions and views, as well as to gain different insight to share with 

communicators.  Each interview was conducted using the same questioning guide and 

lasted approximately the same amount of time. 

Instrumentation/Questioning Guide 

 A panel of experts from the Department of Agricultural Education and 

Communications at Texas Tech University was chosen to review the questioning 

guide.  The guide was used in the semi-structured interviews, and was composed of 30 

questions (Appendix F).  Wording, structure, and order were carefully considered 

when creating the questions in order to get the most effective and efficient answers 

from respondents, as well as to ensure that no questions would be seen as biased.  

Questions were developed in a way that results would depict a more thorough 
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understanding of how Facebook is utilized to meet communication needs when 

disseminating information, particularly about agricultural issues. 

 A pilot test was conducted prior to beginning the interviews for this study to 

determine the effectiveness of the questioning guide.  The interviewee for the pilot test 

was a participant in a Facebook group that promotes a social movement, but not in 

agriculture.  The results from this pilot test were not included in the final analysis.  

The pilot test took place one week before beginning interviews to allow time to refine 

the interview process.  The pilot test was conducted over the phone to ensure the 

questions were understandable and to make sure the allotted time for the interview 

would be enough time for each question to be answered thoroughly.   The test was also 

used to determine if all of the recording equipment was working properly.  From the 

results of the pilot test, minor adjustments to the questioning guide were made to 

clarify confusing words, eliminate repetitive questions, and refine the order questions 

were asked.  

Data Analysis 

 The telephone interviews were recorded using a digital recording device and 

hand-written notes.  The recording device was connected to the telephone in order to 

get the best quality recordings from the interviews.  During the interviews, the 

researcher took brief notes in addition to the digital recorded interviews.  

 The researcher individually transcribed each of the interviews then analyzed 

the results using the constant comparative method.  The constant comparative method 

(CCM) partnered with theoretical sampling to create the core of qualitative analysis in 

the grounded theory approach (Glaser & Strauss, 1967). When sorting through 
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collected data, the researcher looked for common themes, similarities and differences, 

and advice for future researchers.  Transcripts were coded for themes and categories 

created from the collected data using NVivo 8.0, which is data management software 

designed to help store and analyze qualitative data.  NVivo was used to help store, 

manage, and code the data.  This software was helpful because the coder can use the 

transcripts to identify and mark common categories and themes observed in the data.  

All researchers use their own methods for coding information. According to 

Morse & Richards (2002) they use three coding techniques: topic coding, descriptive 

coding, and analytic coding.  Topic coding is when researchers gather all the 

information needed, and divide it into topics based on patterns, themes, and the way 

people view particular issues, and even by comments made by different individuals 

(Morse & Richards, 2002).  Descriptive coding is comprised of many different topics, 

all of which may include descriptive factors such as people, places, sites, or ages.  

Some researchers are able to find patterns more easily by this type of coding, while 

others tend to use topic coding.  After information has been organized, researchers 

using analytic coding to begin looking deeper into the information to find themes and 

trends (Morse & Richards, 2002).  By using a mixed methods approach and adopting 

all three types of coding, the data analysis process allowed correlations between the 

data to be made, and then data were categorized into themes based on their similarities 

and differences. As themes emerged, they were compared to other data and categories 

to determine common relationships among the information collected.  New categories 

were also created for data that did not belong in preexisting categories.  This helped to 
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determine if the objectives had been met by the research, and helped determine if the 

study was tracking the appropriate information to gain the preferred results.  

Research Rigor 

 The most imperative strategies to enhance and maintain rigor when conducting 

research occur during the conduct and achievement of the actual study (Meadows & 

Morse, 2001).  No matter what qualitative method a researcher chooses to carry out 

the methodology of the research, the most important direction of inquiry must be 

inductive, which is essential for the validity of the study (Morse & Richards, 2002).  

In the 1980s, reliability and validity were rejected from pre-existing views 

surrounding what was known to be true about qualitative research; this has in turn 

caused a shift for “ensuring rigor” from the investigator’s actions during the course of 

the research, and then to the reader or consumer of qualitative investigation (Morse, 

Barrett, Mayan, Olson, & Spiers, 2002).  More appropriate strategies have been 

created that replaced the existing theories. Morse and Richards (2002) said that 

“because qualitative inquiry is participantive, interpretive, and time and context 

bound, ‘truth’ is relative and ‘facts’ depend upon individual perceptions,” (p. 167).  

Lincoln and Guba (1985) replaced reliability and validity with a parallel concept of 

“trustworthiness” containing four aspects: credibility, transferability, dependability, 

and confirmability.  

 Credibility in qualitative studies was similar to the previously applied term of 

validity.  Credibility determines how accurately the thoughts and opinions of those 

involved were depicted and represented by the research (Ary, Jacobs, & Razavieh, 

2002).  The primary research conducted exhibits credibility because the data are 
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opinions, beliefs, and attitudes that come directly from the source.  One-on-one 

interviews are one of the most reliable ways to obtain data because it is coming 

truthfully from the person involved in the study, with very little reason for data to get 

skewed from its original state.  Interviewing participants in a familiar setting in a 

professional way with academic disciplines involved reaffirms credibility (Foster, 

2004).  Lincoln and Guba (1985) defined member checking as one of the most 

important ways to reassure credibility during research.  Member checking was 

identified in this study, as participants had the opportunity to redirect, rephrase, and 

interpret information they provided during the interviews.  After the interviews had 

been conducted and data had been transcribed, the researcher double-checked the 

transcriptions with the digitally recorded files to ensure accuracy of what had been 

written by hand.  In an interview, there is no reason for bias of the primary researcher 

to be attached to the raw data. 

 Transferability is equivalent to external validity in quantitative studies and 

refers to the ability to generalize qualitative findings.  This allows data to be applied to 

different people in different situations at different times.  In this study, the data that is 

collected is primarily to inform other communicators of successful communications 

practices on Facebook.  This demonstrates how data can be transferred from one 

situation to another. The results of this data could be helpful to researchers who may 

be doing similar research on social media.  By substituting transferability in place of 

validity, it is allowing the results to be trustworthy in a way where the results can be 

transferred (Morse & Richards, 2002; Lincoln & Guba, 1985). 
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 Dependability ensures that the results are reliable, and over time, will remain 

consistent and trustworthy (Morse & Richards, 2002).  By conducting interviews, it 

guarantees that the data is in fact dependable because the information can be credited 

back directly to the source.  Dependability can be determined by keeping a record of 

research or interview notes and files (Foster, 2004). The researcher kept paper trails 

and digital files of the interviews that were conducted.  The researcher also ensured 

dependability by listing all topics and issues that were addressed in the interviews and 

used credible sources to show signs of authentication and trustworthiness.  The data 

were also analyzed and compared with past research in this area.  Groundwork also 

had been set to allow future researchers to follow-up on the data by conducting similar 

studies. 

 Confirmability is important when proving that data is not only supported by 

the primary researcher but also by other researchers.  Confirmability is best 

represented by reliability.  “Qualitative researchers can and do defend their own work 

as solid, stable, and correct,” (Morse & Richards, 2002, p. 168).  Confirmability can 

also be determined by working out and developing the results, which was done in this 

study in order to analyze the data researched (Foster, 2004).  Confirmability was 

established not only by the direct information obtained by the primary sources, but 

also by citing other studies and research that has been conducted on similar topics. 

 According to Morse and Richards (2002), these claims are what give 

qualitative research its legitimacy and the right to be funded, to contribute to 

knowledge and further research, to be included in education and programs, and to 

enlighten others on policy and practice.  The concept of validity in qualitative research 
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has undergone different renovations in order to support exceptional contributions that 

this scientific tradition offers to knowledge and development (Whittemore et al., 

2001).  Any study that is conducted, whether qualitative or quantitative, is only as 

good as the researcher.  This is particularly true in qualitative research because, “the 

researcher is the instrument,” (Morse & Richards, 2002, p. 168).  The researcher is 

educated in the field of communications, and is predominantly informed on issues 

regarding agricultural communications and social media technologies.  In this study, 

the researcher is aware that personal influences and opinions plays an important part in 

the way society perceives agriculture, social movements, and social media 

technologies.  It is the primary responsibility of the researcher to inform the public of 

these issues in a way that the information will be utilized and beneficial to agricultural 

communications. 

Researcher Subjectivity Statement 

 Validity standards in qualitative research are difficult to determine because of 

the need to not only incorporate research rigor into the methodology, but to also have 

participantivity and creativity into the overall scientific process (Johnson, 1999).  Due 

to the nature of qualitative research, it is hard for the researcher to remain totally 

separate from the study being conducted (Lincoln & Guba, 1985).  This makes it 

important for the researcher to shed some light on the experiences and perceptions that 

they may have surrounding the research.  Peshkin (1988) suggests that researchers 

should systematically seek out their participantivity because researchers should be 

aware of that their participantivity might be shaping their inquiry and its outcomes.  

The participantivity of the researcher is important in this study to present 
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predetermined assumptions and biases, and to clear the air of any misconstrued 

information. 

 Growing up in a small, rural farming and ranching community, I have always 

had a passion for agriculture.  It was my involvement in a public relations leadership 

development event in my high school FFA program that led me to pursue and graduate 

from Texas Tech University in 2009 with a Bachelor of Arts in public relations.  At 

the time, I was working in the agricultural communications industry, and I decided to 

continue to pursue a master’s degree in an area where my roots could shine through.  

 I am currently completing a Master of Science in agricultural communications 

in the Department of Agricultural Education and Communications at Texas Tech 

University.  While attending Texas Tech, my research interests have focused around 

social media and how they can be utilized in the agricultural communications industry.  

This research along with my academic coursework have guided my interests in social 

media and the evolution of social media marketing for public relations and agricultural 

communications practitioners.  

 I believe that embracing social media and learning how to use it effectively so 

it may be advantageous is a must for the future of agricultural communications.  It is 

important to understand how organizations are currently using it, and how it can 

evolve in future years.  This communication channel can open up doors and supply 

endless opportunities for practitioners and organizations, and can reach more people 

than could ever have been imagined.  The way current practitioners and 

communicators are using social media can improve communications strategies for the 

future of social media marketing.  It can also be an encouragement to those 
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communicators who may embrace social media in the future.  Positive and negative 

aspects of social media must be explored and taken into consideration before 

implementing social media practices in organizations.  In conclusion, these personal 

experiences, interests, and beliefs are what guide and shape my participation in this 

specific research topic. 

Summary of Methodology 

 The researcher conducted eight telephone interviews in September 2010 to 

gain a better understanding of participants’ Facebook use to communicate agricultural 

issues and movements to the public.  The participants of the Facebook groups were 

systematically selected to participate in the study based on their active involvement in 

a group that supports agricultural issues and actively seeks the support of other 

individuals.  The group of participants was diverse in a demographical sense, and all 

participants were involved with different groups.  Each interview was recorded using 

audio recording devices, and the data was then saved to the moderator’s computer.  

Data was then analyzed to determine common themes, similarities and differences, 

and to gain insight on advice for other communicators.  Transcriptions were then 

coded for themes in which categories were created.  All conclusions were then peer 

reviewed by the research committee and appropriate strategies were used to address 

credibility, transferability, dependability, and confirmability. 
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CHAPTER IV 

FINDINGS 

 

 This chapter presents the findings from eight individual interviews with 

Facebook group participants who represent seven Facebook groups or fan pages.  The 

purpose of this study was to determine why individuals use social media, specifically 

Facebook, to communicate information in social movements related to agricultural 

issues.  To address this purpose, the following five research objectives were used:  

1. Describe the characteristics of the participants of the Facebook groups that 

address social movements related to agricultural issues. 

2. Describe each participant’s motivation to become involved with the social 

movement. 

3. Describe how communication channel decisions were made to promote the 

social movement. 

4. Describe participants’ opinions, attitudes, and beliefs of using Facebook as 

a communication channel in their social movements.  

5. Describe participants’ assessment of their outcomes as it relates to using 

Facebook in social movements. 

 

Research Objective One 

 Each of the participants was an administrator of a Facebook group that 

represented movements that had to do with agriculture.  The groups ranged from 

watchdog organizations against the Humane Society of the United States (HSUS) to 
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groups that simply advocated in favor of agriculture.  Of these groups, three of the 

eight participants were paid to administer their Facebook page as a part of their jobs.  

The other participants started their Facebook groups and advocate voluntarily.  When 

beginning these pages, four participants initially had negative emotions for starting 

their group, while two had positive emotions and two were neutral.  In order to gain a 

better understanding of the study’s participants, demographic questions asked age, 

gender, and geographical location. The results from these questions are displayed in 

Table 4.1.  The mean age was 30; the median age was 28; the mode was 40. Six of the 

participants were male and two were female.  Although all the participants represented 

Facebook groups and fan pages within the United States, the geographic locations 

varied.  Three of the participants resided in Washington D.C., while the other five 

participants all lived in different locations across the United States, including 

Arkansas, Missouri, South Dakota, Ohio, and California. 

Table 4.1 
 
Communication Channels Chosen by Participants to Promote their Social 
Movement  
Pseudonym Age Gender Geographic Location 

Shawn 40 Male Washington D.C. 

James 40 Male California 

Mark 33 Male South Dakota 

Blake 30 Male Ohio 

Katherine 27 Female Washington D.C. 

Jill 25 Female Washington D.C. 

Jeremiah 22 Male Missouri 

Dustin 21 Male Arkansas 
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Participants also gave a brief explanation of their educational and professional 

backgrounds.  Each participant had either completed a bachelor’s degree; completed a 

bachelor’s and a master’s degree; or were in the process of completing a bachelor’s 

degree.  Participants were also asked to give a brief explanation of their professional 

background.  All of the participants were involved with the agricultural industry either 

directly or indirectly; five of the participants were producers in the agricultural 

industry, while the other three were employed in the industry by an agricultural 

organization.   

During the interviews, participants were also asked when their Facebook 

groups were formed. Each of the Facebook groups was formed within the last two 

years – the oldest was started in April 2009 and the most recent started in May 2010.  

The majority of participants had been their group’s participant since the group was 

founded.  Participants were also asked what their primary responsibilities were as the 

participant of their groups.  Most participants indicated that their primary 

responsibility to their Facebook group or fan page was to update the page with new 

information and content, and to monitor what is being posted by members.  Some 

participants also said that they create links between the articles and information being 

posted to Facebook, Twitter, blogs, and websites.  Several participants responded that 

their main concern is to inform people about important issues.  One member said his 

mission, as participant, was to “keep members motivated and communicating about 

agriculture.”  
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Research Objective Two 

 Research Objective Two sought to gain a better understanding of each 

participant’s motivations for becoming involved with the social movement including 

how Facebook initially played a role in promoting the cause or movement.  Several 

categories were discovered based on the questions asked to participants: their 

motivation for the cause and how they first became involved; their commitment to the 

cause; emotions that drive their motivation for the cause; and their motivation for 

participating in Facebook both personally and to promote their cause.   

Personal Experiences Drove Motivation 

 A dominant theme of what first motivated the participants to become involved 

in the cause they were advocating was personal experiences. Six of the eight 

participants said they were encouraged to join the specific cause due to personal 

experiences.  For some participants, this experience was a negative one that affected 

them and being involved in a social movement or cause helped them tell the other side 

of the story and share their own experiences. One participant said he had a 

videographer tape a farm near his family’s farm, and then expose the footage in a 

negative light.  “About five years ago, some anti-ag activists got some undercover 

video of a farm we knew well.  I then realized how quickly and easily they could turn 

the perception of farm life around into a negative aspect,” Blake said.  Another 

participant said he and his wife befriended an author, who earned their trust and 

confidence, and then he turned against them and wrote a book against the beef 

industry.  Shawn said, “If I had these negative experiences that were hurtful to myself 
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and the industry, there are probably others who have experienced these same hurtful 

experiences.” 

Another theme that was noticed among participants is that five of eight 

participants are invested in their cause because it is something that has been instilled 

in them their entire lives. “For us, supporting this cause is very personal. Both my wife 

and I have grown up around agriculture, and we love it very much,” commented one 

participant, Mark. Other participants commented about farming and ranching being 

their livelihood for as long as they can remember. Having grown up around agriculture 

has instilled a passion and motivation to promote the industry.  “When it comes to 

agriculture, it is something I have been a supporter of my whole life,” Jeremiah 

commented. 

 Another theme for motivation for involvement in the cause is the desire to see 

the movement succeed in the future. Several participants mentioned that they are 

involved in actively promoting their cause for their children and for future generations 

to come. The overall message from participants was that if they do not fight in favor of 

agriculture now, future generations will suffer, which means that it will affect their 

children. Mark said he wants his kids to have the same opportunities he did, and be 

involved in agriculture someday.  “Agriculture is something that, like most farmers, I 

really enjoy and at very least, I try to make sure when I have kids someday that they 

have the same opportunities that I did,” Blake said. 

Commitment to the Cause 

 Several participants commented that the most important way they can be 

committed to their cause is by making sure consumers and producers have the most 
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accurate facts and information.  Katherine commented that what is most important to 

her organization is to respond to what they feel are attacks against agriculture.  

Participants said they want to make sure that they can stop rumors from being started 

if they actively continue to advocate and give people information to inform them.  

 Participants also noted that they like to have face-to-face conversations with 

people to advocate for their cause.  “It’s just talking to them and seeing what they 

actually know,” Jeremiah said.  “Then it’s my duty to give them the basic facts and 

encouraging them to do what they can in support of agriculture.”  Participants said that 

having actual conversations with people can initially open doors to get them interested 

in being a part of the cause.  Then, the participants can get users to stay involved 

through communication channels that members use. 

 Participants said their commitment to their cause involves sharing their story 

with others so that people like them will want to share their story as well.  Participants 

also said that they find this a good opportunity to encourage agriculturalists to take a 

stand for a cause that affects them personally.  Jeremiah said:  

I found this as a very good route for me to be able to encourage 
agriculturalists to stand up and say they are proud to be a part of 
agriculture, to encourage them to share their story, and to find an 
opportunity to share that story.  
 

Specific Emotions or Opinions Sparked Involvement 

 Participants had specific emotions or opinions that drove their involvement in 

support of their movement or cause.  The emotion most commonly identified was 

anger.  Participants were angry when people do not know the true facts behind 

agriculture and fight against the industry; people attack agriculture and do not 
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understand how important farmers and producers are to the country.  “I get angry 

when I see these things that are unfounded coming from people who have absolutely 

no idea what it’s like being a farmer,” said Shawn.   Mark said he gets angry when 

people are spreading rumors about things farmers and ranchers are doing that are not 

true.   

 Sympathy is another emotion common among participants.  “It is a terrible 

feeling when there is an attack on people and the industry from people who are 

uneducated,” Katherine said.  Several participants also said they feel sympathy for 

people who are being taken advantage of and do not know the true facts.  Jill said that 

certain people and organizations that fight against agriculture prey on people who are 

uneducated and take advantage of them. There is a need for education so people will 

not be taken advantage of and will be able to make accurate decisions.  Mark stated, 

“Some people are completely aware that what they are saying isn’t true, but they 

continue to feed lies to people so they can make money.” 

Motivation to Join Facebook 

   Participants first decided to join Facebook due to social pressures to 

communicate and stay in touch with family and friends.  They said Facebook is a good 

way to keep in contact with people you would otherwise lose touch with.  Also, it was 

a good way to network and meet people you may not have an opportunity to ever 

come in contact with.  Several participants also said they were motivated to join 

Facebook when everyone at their colleges joined.  (Facebook was initially formed to 

target college students, and only those who had a valid university e-mail could 

participate in early years.)   
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 Other reasons for personally joining Facebook was that it started with 

professional use.  “I did it for professional reasons; I saw it as a vehicle that was 

maturing and I thought that I better understand how this dynamic works,” Shawn said.  

Some participants saw it as an opportunity on the rise, and thought joining would be a 

good tool to embrace for their careers. 

 When asked what motivated them to use Facebook to promote their movement 

or cause, participants indicated that it was a tool that other organizations were taking 

advantage of, and there were few people who were unaware of Facebook or that were 

not already participating.  Participants also observed other groups were successful on 

Facebook and were able to effectively promote their messages.  Shawn commented: 

We first looked at Facebook to see what other people were doing. One 
thing is, PETA had something like 650,000 Facebook fans, and at the 
time I thought, “They are exceptionally good at organizing grassroots.” 
I thought that was an impressive number of people to reach through 
technology. 

  

 Participants also commented that if a lot of organizations are using Facebook 

and being successful, then it must be catching on quickly.  Participants agreed that if 

you were not taking part, you were behind.  “It was a motivation to take part because 

it’s becoming so prevalent that, if you aren’t participating, you are at a disadvantage 

because it’s everywhere now and there is so much you can do with Facebook,” 

Katherine said.  

 To participants in this study, Facebook seemed to provide the most efficient 

forum to offer people who wanted to engage in issues and discussions about the 

movement or cause.  People need a place to talk to others who share the same beliefs 
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as they do about causes, and participants said Facebook had the most users within their 

target population.  Jill said: 

  
A lot of people who are fans of ours are actually the older 
demographic, which is currently the fastest growing demographic on 
Facebook.  They are finding out that it’s a way they can get online and 
engage in issues they care about. 

 

Research Objective Three 

 Research objective three dealt with how decisions concerning communication 

channels were made.  It is important to recognize that users are not only promoting 

their causes through Facebook, but through several other means of communication.  

The following categories are used to organize the results to this research question: 

chosen communication channels, selection of Facebook as a communications tool, 

promotion of the Facebook groups, and Facebook group management.  

Chosen Communication Channels  

 Along with Facebook, participants use Twitter, YouTube, blogs, websites, 

podcasts, articles, newsletters, and word of mouth to promote their causes and 

movements (see Figure 4.1).  Though these are only a few communication channels, 

participants said they are not limited to any one communication channel; they will use 

anything that can be effective to spread their message.  “We will definitely use 

anything to advertise; it’s just a matter of cost,” Shawn said. 
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Figure 4.1. Chosen Communication Channels to Promote Social Movement 

 

 When asked why each participant chose particular communication channels to 

communicate with their members, the most common theme was that the tools being 

used are free.  Some of the groups represented are non-profit and do not have funding 

to do advertising.  “We are always measuring the efficiency of communication 

vehicles in terms of ‘cost per click’ or ‘cost per eyeball,’” Shawn said.  Many of the 

social media platforms and online communication forums are free, so organizations 

are not hurting themselves by trying each one out to see which, if any, will be most 

effective. 

 Another common theme was that the communication tools were well known 

among the target audience, and were already being used by many different people.  

“We chose the communication channels we use because they are the most well known 

and have the most users, which makes them most applicable to us,” Katherine said. 
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 When it came to Facebook, participants indicated that it is easier to find people 

and target a particular audience through Facebook People with similar interests and 

beliefs can be easily targeted on Facebook, either by using the friend finder or 

searching other peoples’ or groups’ friends by searching pages.  “I think Facebook is a 

little easier to follow than some other forums, you can get to peoples’ pages easier, 

you can follow people more easily,” Mark said.  

 The number of people already communicating with these channels is another 

factor in choosing tools to communicate a message or a cause.  Participants indicated 

that they were already noticing who was using what forms of communication 

channels, which had a major impact on what communication channels were chosen.  

“It’s much easier to put your information on a medium where hundreds of people are 

already interacting,” Mark said.   

 When participants were asked if the communication channels were effective in 

meeting the goals they were set to achieve, it was unanimous that the tools were 

successful. “If something wasn’t working for us, we wouldn’t be wasting our time 

with it; we would have already moved on and tried something else that would get the 

job done,” Shawn said.    

Selection of Facebook as a Promotional Tool 

 Some participants first learned of Facebook as a promotional tool when they 

were engaging in it for personal reasons.  People would invite them to join groups, and 

they started checking it out and getting ideas of how groups or fan pages could be 

beneficial in promoting their ideas about supporting their cause or movement.  By 
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being on Facebook and understanding how it worked, it made it easier for participants 

to understand the dynamics of how group or fan pages work. 

 Participants were also made aware of the benefits of Facebook groups or fan 

pages by some sort of promotions or advertisements.  Katherine said she first found 

out about using Facebook to promote by getting e-mails that advertised Facebook. 

Blake said he first heard of using Facebook for promotional purposes at the Young 

Farmer Conference held by a state’s Farm Bureau.  Mark said he saw advertisement 

listings for Facebook through other social media websites, including YouTube.   

 When evaluating the effectives of Facebook as an effective communication 

channel, the determining factor for participants was the number of users who were 

already on Facebook.  Blake explained: “The biggest factor for me was the fact that 

there were already 500 million users on Facebook. That shows that it’s a place where 

people are going for information.” Others said the number of users was an obvious 

reason for them to be utilizing the benefits of Facebook.  With so many people already 

on Facebook, it seemed that information provided on the site in support of causes or 

movements would reach people one way or another.  Jeremiah said: “You put stuff out 

there, and people are going to find it; if they believe in it, they are going to follow it. It 

obviously reaches a large number of people, there is no question in that.”  

 Another emerging theme among factors of believing Facebook would be 

effective is the fact that so many people were urging the participants to take part in it.  

“I trusted a lot of younger folks I worked with,” Shawn said.  Participants said that if 

other organizations were urging its use, and they had been successful in their efforts, 

then it would be a good tool to embrace.  Blake said, “If you look at a lot of anti-
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agriculture groups, they are using those tools as free PR and actually to further spread 

their message.  If they are making use of it, it should be the same for us.”  

Promotion of the Facebook Groups 

 Participants promote their Facebook groups or pages by inviting friends and 

people through the friend finder tool.  Jeremiah explained: “My first thought was to 

initially invite all of my friends, and then they would in turn invite all of their friends.  

That’s how the word of our group spread so quickly.”  This method is quick and 

relatively simple, and has been an effective way for some of the participants to get a 

jump-start on promoting their movement through Facebook.  Katherine said: “I spend 

some time going and searching Facebook to find people who seem like they are 

interested in agriculture and have it in their profile.  Then I invite them to be a friend 

or a fan.” Katherine also said she uses the friend finder on a regular basis.  

It pops up automatically when you log on, and there will be people that 
you might have 30 mutual friends with; you can’t help but think they 
may be interested in your organization or cause if their friends are as 
well.   

 
 Jeremiah also mentioned that when his friends or people initially associate with 

the Facebook page and enjoy interacting on it, they would continue to pass the 

information on.  “It’s like a website; the traffic flow created by people on the page 

allows others to see the information and hopefully they will like it and keep coming 

back,” Jeremiah added.  

 Another identified theme was that some participants used advertising as a way 

to promote their Facebook pages.  “I know some advertising that we did recruited 

about 50 people or so,” Jeremiah said.  Participants stated that they use any advertising 
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they can afford.  Free advertising is utilized most often because a lot of non-profit 

groups do not have a sufficient budget that will allow for expensive advertising.  

Several participants commented that they advertise their Facebook pages on their 

YouTube or Twitter accounts, especially if they are aiming at the same audience.  

Other participants had even had some free press advertise for their Facebook pages.  

Blake said: 

There has been a lot of free press because it is such a hot topic in 
agriculture, and people are finding it intriguing that farmers are using 
Facebook, and that we are not out picking straw everyday. We are 
actually using the same technology they are. 
 
 

Facebook Group Management 

 When participants were asked how frequently their pages were maintained, it 

was unanimous that updates were made to Facebook pages no less than two times a 

week.  Some participants said it was important to update the Facebook page as often 

as possible (Shawn indicated that he posts every couple of hours) while some 

participants said posting too often could be counter-productive.  Blake explained: “I 

try to only post once a day. If you post more than a couple of times a day, it gets to be 

a little ‘spammy.’  If you get a good message out there everyday, then that is 

efficient.”  

 Participants said that when new information is posted on the group’s Facebook 

page, members most often comment and respond to information if it is something they 

view as important and care about.  Several participants agreed there will be key 

players who are very active and comment often, and many members visit the page and 

get information, but may not ever make a comment.  Jeremiah stated: 
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 It depends on what it is, and how it strikes them or affects them.  We 
do get some posts that just strike people, and we may get 15 or 20 
comments on it.  Participants indicated that the volume of comments is 
much greater when an article is first posted, or if there is a big issue 
that is going on in the news. 
 
 

 When asked how trustworthy the information is on Facebook pages, 

participants indicated that they themselves closely monitored information being posted 

by others to make sure the information is accurate and is not negative toward the 

mission of the cause or movement.  Shawn commented about experiences that he has 

had through his Facebook page: 

We had like 18 different profiles that were created in like one week just 
to harass Facebook.  Facebook then told us that they looked them all up 
and traced them back to the same IP address.  They got some sort of 
order, like a legal injunction, against that person so they could never 
use Facebook again. 

  

 Some participants indicated that they had others help them monitor and update 

their Facebook pages.  Shawn said he is one of seven participants for his Facebook 

page, and each person is constantly contributing whenever they feel is appropriate for 

the situation.  Shawn and Jill work together to maintain their Facebook page as a team. 

Dustin also has co-participants that help him with his Facebook page. 

 Some participants have active members within their group or fan page that 

make posts frequently.  Dustin said he has some key players who seem to be more 

active than others, and even those who don’t actively contribute may be participating 

in their own way: 

I think the group is somewhere between 2,400 and 2,500 members right 
now.  Out of that, there may be around ten regular people that will post 
and interact with the group, and then there are a few others that add on 
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to that number that post and comment at times. So, on average, there 
may be 30 or 40 people that comment.  For every person that does 
comment, though, there are maybe 20 or 30 people that read it and 
didn’t comment, or have gotten things out of it and been inspired in 
some way. 
 
 

Research Objective Four 

 Research objective four assessed participants’ opinions, attitudes, and beliefs 

of using Facebook.  The primary categories used to address this research objective 

were effectiveness of using Facebook as a communication channel, why people joined 

the Facebook page, goals and outcomes that measure success of the Facebook page, 

and communicating with group members.   

Effectiveness of Facebook as a Communication Channel 

 All participants agreed that Facebook had in fact been effective in helping 

promote their movement or cause.  Several participants agreed that a good testament 

to the effectiveness of how well their Facebook pages have been received is the 

increase in the number of followers.  Jeremiah said: 

I believe that our Facebook group has been very effective.  In fact, 
within the first week of having the group up, we had over 1,000 
followers.  Within a month, we were approaching five to six thousand.  
Then it just skyrocketed from there. 
 

 The word ‘conversation’ was mentioned by several participants when 

discussing the effectiveness of using Facebook as a communication channel.  

Participants said they considered it effective because it created a central location 

where conversations could occur.  Dustin said, “I can connect with people across the 

country that I never would have been able to meet otherwise.   It’s great to share ides 
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with people and to start a conversation that would never have occurred without 

Facebook.”  

Why People Joined the Facebook Group 

 Participants said they thought people joined their Facebook group to share their 

own story or be a listener of others’ stories.  Several participants said they believed the 

majority of their users are producers or agriculturalists who want to share their stories.  

Jeremiah said, “Some people are involved in production agriculture, and they have a 

story to share, and they know how agriculture affects them and their everyday lives.”  

Other participants shared that people joined their Facebook pages to share in the 

stories of others.  Dustin said: 

 I think people who are not involved directly in agriculture want to see 
the stories that myself and others share.  Those people really enjoy 
hearing the stories of others.  If this is something you don’t get to do 
everyday, it may be interesting to get to hear people talk about that.  I 
guess that’s why people visit the page.   
 

 People also join for the simple reason of loving agriculture, and wanting to 

show their pride by taking part in a movement that supports agriculture.  Jeremiah 

said, “My hope is that people share the same desires and passions for defending 

agriculture, and so they join. There are people who love agriculture the way I do and 

want to defend it.”  

 When asked what gratifications members are trying to fulfill by joining the 

Facebook groups, participants said the majority of people were trying to gain more 

information about how the agricultural industry was being affected. Jeremiah 

continued: 
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There are people who are involved in agriculture and those who know 
what it does for them, though they aren’t necessarily involved in 
production or farming agriculture. They just want to know more about 
it and how this will affect agriculture good or bad; they just want to be 
a part of this cause and defending agriculture though they may not be 
directly involved. 

  

 Another gratification that participants said they believe members are trying to 

fulfill is a need to advocate in favor of agriculture.  When people join groups, 

participants said they have a need to voice their opinion, spread the word, and share 

their beliefs.   People genuinely want to take part in the cause and have a need to do 

their part to stand up for what they believe is right.  Mark said, “I think it sells itself at 

a certain point because it’s something people are born into and feel passionate about.  

They want to help share their message.”  

 Participants were asked if they could share the overall demographics of people 

who were involved in their Facebook groups.  While they could not give specific 

numbers, the general groups specified two main demographic groups, the first being 

people who are involved in the agricultural industry in one way or another.  Mark 

stated:  

From what I can tell, a lot of members are involved in agriculture in 
some way. Some aren’t involved necessarily in production agriculture; 
they could be in agribusiness or grew up in agriculture. It is something 
that these people feel strongly and passionate about and want to follow. 
 

 The other group of members tends to be people who are not involved in 

agriculture, but may just want to learn more about the industry and help support what 

is happening.  Mark continued: 

Just from posting stuff, I have found out that there are a lot of people 
who are not directly involved with agriculture, but they understand the 
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benefits of it, or at least have a simple knowledge that agriculture does 
have benefits for them.  They have the simple knowledge that 
agriculture is good, it can do something for them, and it needs to stay. 
 

Goals and Outcomes that Measure Success of Facebook Group 

 When it comes to measuring success of Facebook, participants said that one 

way they can see that they have been successful is by tracking the increase in members 

of the Facebook page.  James commented: “If the Facebook page wasn’t being well 

received by members, people would quit reading it and our membership would stop 

increasing.  Neither of those have happened yet, so we must be doing something 

right.”  Mark also stated:  

You know, we’ve got over 11,000 people that follow us on Facebook, 
and I think right at a year we had about 10,000 followers. So, I was 
pretty happy that we could get that many people following us in a 
year’s time. 
 

 Participants did, however, make note that it is very difficult to get tangible 

measurements of just how successful Facebook groups are at making an impact on 

members.  Katherine said, “It is hard to get actual tangible results, but I feel like 

Facebook is helping us move closer to our goals. It’s a piece of the puzzle, and 

without it, we wouldn’t be as successful.”  

Communicating with Group Members 

  Participants use several ways to communicate with their members on 

Facebook, but agreed they primarily post information on the wall of the page.  By 

posting on wall of the group, information is more easily noticed by members.  

Katherine said, “I will post things on our wall because I feel that it’s the easiest to get 

things out, and it shows up on our members’ newsfeeds.  It lets them know that we 
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have been doing something lately.” Participants also commented that, if they post 

things on the wall, they can link it to their blogs or Twitter accounts. 

 Participants also communicate with members by using the messaging tool, 

though this is not used as often as wall posts.  By sending messages, it goes directly to 

the inbox of each member.  This ensures that a member of the group personally 

contacts each individual.  “I communicate primarily through messaging.  That way I 

can constantly remind them that the group is there,” Dustin said. 

 Overall, participants agreed that their messages were well received by 

members. They based their beliefs on the evidence of membership increase, as well as 

messages and wall posts from members.  Getting responses from members lets 

participants know that people are still interested with what is going on, and that they 

are being receptive to the information being posted. 

Research Objective Five 

 The fifth and final research objective sought to determine each participant’s 

assessment of the overall outcomes of their individual Facebook group.  The 

categories identified to address this research objective are Facebook’s influence on 

awareness of the cause, evaluation of Facebook practices and goals, future use of 

Facebook, and advice for other agricultural communicators.  

Facebook’s Influence on Awareness of the Cause 

 It was unanimous that participants felt that Facebook had in fact generated 

awareness about the message they were advocating and that it has been a successful 

communication tool. Evidence was primarily based upon membership increase or the 

constant comments being posted on the group’s wall. Shawn said, “This is a new 
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phenomenon; Facebook has typically generated a measuring tool for popularity of 

media.  You can instantly see how many people are thinking like you are.”  

 Evidence is also based on the fact that information about agriculture is being 

spread and shared among other key players within the industry.  Participants said they 

felt strongly about sharing information with others and having it continuously passed 

on.  Jeremiah stated: 

I would say that the outcome has been very satisfying from my initial 
expectations of getting stories and articles out there to producers and 
consumers, about issues coming up in agriculture as well as general 
facts; it has been very successful, and has helped contribute to the 
cause. 
 

Evaluation of Facebook Practices and Goals 

 Giving people a place to interact and respond to issues within the agricultural 

industry seemed to be one of the more effective practices used to promote the cause or 

movement.  Dustin said it is “important to reply to people because it encourages them 

to return and post again.” Blake also added: 

The most effective thing I see is that Facebook gives people a place to 
respond.  Let them know you respect their comments and opinions, and 
give them a place on your page to address concerns, and then go there 
and discuss it with them. 
 

 Though participants overall did not see any methods or practices that did not 

show some sign of being effective in one way or another, several participants did 

comment that it is important to not ignore attacks or negative comments on a 

Facebook page.  Blake said, “You are not going to get a lot of respect because they 

will tell people you are biased and pushing your agenda.  You have to be respectful.”  
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 When asked if goals initially set surrounding the Facebook group had been 

achieved, participants shared that one of the main objectives was to spread the 

message and share as much information with people as possible.  Several participants 

said they were most concerned with being able to speak to people through Facebook, 

and get as much valuable information in their hands as possible.  Shawn stated: 

I think the biggest goal I had was uniting people from different walks 
of life. I thought it would be great if no one felt alone in the way they 
thought and felt. And in that respect, though I couldn’t determine how 
that goal was going to be reached, Facebook has turned out to be the 
solution. 

 

 Participants also commented that they do not have any goals in particular, 

except to continue to see success in their Facebook groups.  The Facebook groups 

continue to gain members, and participants expressed their optimism in seeing the 

growth continue.  Participants are constantly striving to better the success rate of their 

Facebook group and to reach as many people as possible every day.  Dustin stated: 

I would say that my goals have been achieved for the most part.  But I 
don’t consider my goals reached.  I am working toward obtaining those 
goals, but my work will never be completely fulfilled. However, it is in 
progress when it comes to inspiring people and creating a network in a 
conversation between consumers and agriculturalists. 

Future Use of Facebook  

 After assessing the success and failures of the Facebook pages, participants 

had different responses to whether or not they would consider using Facebook again 

for promoting a different cause or movement. Shawn said: “Of course we would.  We 

are already using Facebook for numerous other campaigns.  It has clearly become the 

default position for online return on investments.” While several said yes, they would 

use Facebook again, others said it would depend on the cause or movement they were 
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trying to promote, and whether or not Facebook would be effective at reaching the 

target audience.  James stated:  

Yes and no. Yes, it’s very effective at reaching the public; more and 
more of the general public utilizes some form of social media. 
However, we can’t forget the in person, one-on-one interaction with 
those in agriculture, because many of those in agriculture still don’t 
participate in social media either because they are not comfortable with 
it or more often than not, they don’t have the technology to participate 
in social media. I also think it would depend on the movement and the 
cause. I think it is important when you are assessing what your 
objective is for whatever the cause or entity might be. You need to take 
a look and measure what social media tool reaches the demographic 
that you are trying to reach to achieve that objective. 

 

 Participants also indicated that, although Facebook was extremely successful 

in helping reach goals of spreading the word about their cause or movement, Facebook 

alone would not have been satisfactory.  Several participants said the best way to 

utilize Facebook is to pair it with other communication tools to spread the message in 

every way possible.  Dustin said: 

 
I feel like Facebook is effective if used along with the other 
applications and tools such as a blog or a Twitter page. Just having 
other ways of interacting is important. Facebook doesn’t cover 
everyone, and each one has its advantages. I think a combination of 
different types of social media is best for promoting a cause like that. 
 

 James also added: 

I would say our Facebook page has been one of several important tools 
to increase the number of individuals involved in the conversation. I 
would not say that any of the tools have been the answer. Following 
interactions and effective mix of tools we use, I think they all work 
very well in tandem. Each of the tools reaches a different type of 
demographic. So, I think it has been an invaluable tool to grow the 
individuals participating in the conversation. 
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Advice for Other Agricultural Communicators 

 The final question that participants were presented with asked them what 

advice they had to share with future agricultural communicators who might want to 

promote a cause or movement using Facebook.  The most noticed theme among 

participants was that, in order to be successful, it is important for Facebook pages to 

be as current and up-to-date as possible.  Participants need to make sure they are 

constantly monitoring what is being posted, and that they are making posts as well. “If 

you are going to start an interactive page, make sure that you are interacting. Having a 

successful Facebook page hinges on involvement,” Jackson said.  The purpose of the 

page is to spread the message and share information, so participants should be doing 

that as often as they have the opportunity.  Jeremiah commented: 

Utilize every resource you have and promote your cause by advertising 
and messaging, as well as promoting through other media, such as a 
website or YouTube for example. Get the word out as much as 
possible, and make it something that makes people curious and want to 
be involved. 

 

 Participants also made note that the majority of consumers and Facebook users 

are not necessarily going to care about a cause.  They suggested making the page 

unique so it will stand out from other groups. Also, make people have an urge to keep 

coming back to your page because they need the information being posted. Jeremiah 

stated to “have a cause that people are going to want to follow; ask as many people to 

follow as you can; and then ask all of your friends to join and then to ask their friends 

to join.” Shawn also stated: 

Understand that 99.9% of people don’t care about your cause. They 
don’t care how wonderful the farmers are that bring chocolate milk to 
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your kids at school. They simply do not care. If you want them to care 
and sympathize with your cause, you have to wrap it up in something 
they do care about. 
 

 Participants also gave some advice for agricultural communicators who may be 

skeptical about joining Facebook, or utilizing social media to promote an organization, 

cause, or movement.  According to Katherine, those who are not utilizing social media 

as a communication and promotional tool are falling behind and are putting their 

organization at a disadvantage.  Blake added:  

Whether you are on social media or not, people are going to be talking 
about you and your cause. If you are there, you are giving them the face 
to associate with the cause, which is a huge advantage for yourself and 
consumers alike. 

 
 While this chapter gives extensive detail to the findings from the interviews 

conducted with participants, the conclusions, implications, and recommendations 

derived from the findings will be presented in the next chapter. 
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CHAPTER V 
 

CONCLUSIONS 
  

 This chapter presents key findings, conclusions and implications, and 

recommendations obtained from the results of eight individual in-depth telephone 

interviews.  The purpose of this study was to determine why individuals use social 

media, specifically Facebook, to communicate information in social movements 

related to agricultural issues.  To obtain results that related to this purpose, the 

following research questions were used: 

1. Describe the characteristics of the participants of the Facebook groups that 

address social movements related to agricultural issues. 

2. Describe each participant’s motivation to become involved with the social 

movement. 

3. Describe how communication channel decisions were made to promote the 

social movement. 

4. Describe participants’ opinions, attitudes, and beliefs of using Facebook as 

a communication channel in their social movements.  

5. Describe participants’ assessment of their outcomes as it relates to using 

Facebook in social movements. 

Key Findings 

  Overall, participants represented different demographic characteristics related 

to age, gender, and geographical location.  The average age of participants was 30, and 

six of the eight participants were male.  Participants’ geographic locations were 
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representative of various regions across the United States.  When speaking in terms of 

educational backgrounds, all participants either had a college degree or were in the 

process of obtaining a degree.  All of the participants were involved with the 

agricultural industry, either directly or indirectly; five participants were producers in 

the industry, while three were employed by an agricultural organization.  Each of the 

Facebook groups had been created within the last two years, and the participants were 

the key representatives of each group either as participant, founder, or both.  

Participants’ main responsibilities for managing their Facebook group included 

maintaining the page, updating new information frequently, and monitoring what is 

posted on the page.   

 Participants advocate for a cause or movement they feel strongly about, which 

was often due to an experience or incident that influenced their emotions and opinions.  

Participants used different communication channels to promote their message to 

people and advocate for their cause, including Facebook.  They said these 

communication channels have been chosen based on their ability to promote the cause 

or awareness, help increase memberships within the groups, share information about 

the cause or movement, and allow people to have a central place to discuss topics and 

issues.  Participants said they believed that their Facebook members are effectively 

receiving efforts made by participants to make their Facebook group known, and to 

provide people with information that is beneficial to their agricultural needs. These 

beliefs were based on evidence the participants had seen occur within their Facebook 

groups.  Participants also gave information and advice for other agricultural 
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communicators who may want to utilize Facebook and social media to promote a 

movement or cause and encourage active participation.  

Conclusions & Implications 

Research Objective One 

 Based on findings from the characteristics of participants, the average age of 

the interviewed participants was 30.  When asked about personally joining Facebook, 

some of the participants who were in their mid-to-late twenties indicated that they 

joined Facebook because it was popular among their friends and campus communities 

when they were in college.  Participants said Facebook was something that the 

majority of people they knew were taking part in, and some said they joined because 

their friends were pressuring them.  This is consistent with the factors Lampe et al. 

(2006) found to explain why college students used Facebook.  Park et al. (2009) also 

found that the reason people join Facebook may rely heavily on the year they 

graduated from high school or college.  

 Participants pointed out during the interviews whether or not they were paid or 

unpaid to administer their Facebook pages. Those who are paid to maintain the groups 

as a part of their job indicated that even though they get paid to take care of the 

Facebook group, it is something that they would do for free because they do care and 

feel passionate about the cause.  There may be a correlation in the job and the 

Facebook group since they are probably advocating for the same cause; therefore, the 

participants care about the cause because their job is something that is important to 

them.  The other participants indicated that they voluntarily created the Facebook 

groups, which means that those participants do not have a budget for their cause.  This 
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may affect or limit the ability for those groups to be versatile and diverse in 

promotional efforts. 

  Participants indicated that their primary responsibility to their Facebook page 

was to update it with new information and content and to monitor what is being posted 

on the group’s Facebook wall.  Others responded that their main concern was to keep 

people informed about current issues.  Park et al. (2009) found that users join groups 

for informational purposes, and tended to be more interconnected to civic and political 

circumstances than they were to recreational purposes.  Participants in the current 

study said it was their duty to make information available to people that relates to their 

cause so that people will have a direct source of information, which is one of the main 

reasons people join Facebook groups. 

Research Objective Two 

 When participants were asked what initially motivated them to participate in 

advocating for a specific movement or cause, they revealed that their initial interest 

came about by an experience or incident that happened that moved them personally.   

Social movements are a philosophy that identifies values and goals, and provides a 

conceptual framework by which all experiences or events relate to the identified goals 

or values (Tarrow, 1994).  Participants had personal experiences that motivated them 

to support the social movement related to their cause, which allowed them to stand up 

for their beliefs and values. 

 Motivating factors are involved in encouraging people to participate in 

movements; these motivating factors help determine why people support the values 

and goals of the movement, and how they work toward implementing change (Tarrow, 
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1994).  Some participants who are involved in agricultural movements have been 

involved in agriculture their whole lives because they grew up in an agricultural 

environment.  By growing up in these environments and having such strong feelings 

and emotions about promoting agriculture, it can be concluded that being passionate 

about agriculture is a value that is instilled in advocates that makes them want to 

support agriculture.  Participants said they had a need to carry on agriculture in such a 

way that future generations, which specifically included several participants’ children, 

can continue to carry out agricultural practices and enjoy the lifestyles many 

participants have been able to have.  According to Christiansen (2009), coalescence is 

the second stage in the social movement life cycle: this is when people designate 

themselves in leadership positions and begin to organize reform and form strategies in 

order to get others to plan for reform as well.  Participants were motivated by their 

agricultural experiences to create Facebook groups, and they designated themselves as 

leaders, specifically participants. These groups have been organized in hopes of 

informing people about issues of the movement to recruit new and existing followers 

to help create reform. 

 Results found that participants’ commitment to their cause involved making 

sure producers and consumers had the most facts and information, having online 

conversations with people, and encouraging agriculturalists to promote agriculture and 

tell their stories.  These activities are similar to what McHale (2004) said advocates do 

to help a cause succeed – voice opinions, work toward the cause, and communicate the 

message to the public to make people aware of the issue at hand. Participants said they 

strive to make sure people have the most accurate information about agriculture and 
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that they are promoting the industry, which relates  to intentional social change theory, 

in which a change agent attempts to bring about proposed change with specific 

objectives and goals (Sato, 2006). Participants in the study can be compared to change 

agents who influence people’s opinions regarding their decision-making process 

(Rogers, 2003).  In this case, the decision-making process is whether or not people 

will be in favor of and support agricultural issues. 

 Participants had several specific emotions or opinions that drove their 

involvement in support of their movement or cause.  The first emotion associated with 

participants’ involvement was anger. Participants indicated that they not only get 

angry when agriculture is attacked, but also when people do not know the real facts 

about the industry.  Another emotion participants voiced was sympathy for those who 

are being taken advantage of because they do not know much about the agricultural 

industry.  Advocates take a stand on issues they feel passionate about, and offer 

opinions, suggestions, help, and support to people in order to improve the situation 

(McHale, 2004). The feelings of sympathy and anger participants expressed seemed to 

to encourage them to take a stand for a cause they believe in, and to try to change 

particular situations to benefit society and to better a community or the environment 

overall.  Participants may think that if they can find others who have these same 

feelings or emotions, and then they can unite for the good of the cause.   

 In this study, it was important to ask participants why they were personally 

motivated to join Facebook, because according to participants, their individual social 

movements did not exist before these Facebook pages were created.  Without 

Facebook, these social movements would not currently exist, which shows the power 
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of what using social media for advocating can do.  Participants were motivated to join 

Facebook because of social issues (i.e. everyone was doing it) brought about by either 

school or professional environments.  Others indicated that they wanted to be able to 

network and build relationships with people.  People who joined Facebook had an 

initial motivating factor of wanting to improve their social status.  They wanted to be 

joining what their friends and others they knew were joining.  Not engaging in 

creating social ties can impact someone in such a way that they begin to feel left out.  

Bold individuals who are working to build relationships may in the end be getting 

ahead, which requires social networking (Woolcock & Narayan, 2000).  If these 

participants did not join Facebook like everyone else they knew was, they would be 

participant to social criticism and ridicule, and would miss out on building 

relationships and networking. 

Research Objective Three 

 Participants were not limited when it came to choosing communication 

channels that would be effective in helping advocate for the cause.  Twitter, Facebook, 

blogs, websites, podcasts, newsletters, and word of mouth were other methods of 

communication participants mentioned.  However, participants pointed out that most 

of the promotional efforts they used were social media.  Businesses and organizations 

often use social networking sites to build relationships and clientele in the 

marketplace, as well as to recruit or follow employees, friends, or other people who 

may be associated or affiliated with the company (Brogan, 2010). Technologies used 

to encompass computer-mediated communication can include but are not limited to 

social networking sites, e-mail, and blogs (Romiszowski & Mason, 1996).   
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 Facebook appeared to be an effective communication tool for participants 

because it already had so many users, which made it easier to reach out to a large 

target population with similar interests and goals.  In 2009, Facebook was the most 

popular and used searched term on the web (Experian Marketing Services, 2010).  

Facebook had already been so popular among the younger demographic, and is 

currently gaining popularity among the older demographic.  Along with other social 

networking sites, Facebook was already a place where people of common interests 

connected and interacted.  Participants recognized their efforts on Facebook so far 

have been effective and well received by Facebook group members. 

 As participants began using Facebook for personal reasons, they recognized 

the benefits of using the social networking site for promotional purposes.  Facebook 

has different categories of benefits that help users get the most out of their online 

experience, which include profiles, groups, pages, and events (Kabani, 2010).  

Participants learned of these interacting tools not only by their experiences on 

Facebook, but also by advertisements they had seen on various websites or through 

advertisements via e-mail or in print media.  This was a good marketing strategy for 

Facebook, because it not only promoted the use of all of Facebook’s benefits, but it 

also encouraged entrepreneurs to think about using those same strategies to market 

themselves on Facebook.  

 Participants were convinced Facebook would be effective mostly due to the 

fact that Facebook already had so many members.  By 2010, there were more than 500 

million active users participating in Facebook, and of this number the majority of 

users are checking their Facebook pages regularly (Kabani, 2010).  This evidence not 
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only proved to the participants that it would be effective due to the amount of people 

who are already on Facebook, but because it was a central location and so many 

people involved with agriculture could be found here.  Other users admitted that they 

were basing their reasons for using Facebook to promote their movement or cause on 

the shoulders of other avid users who spoke highly of using Facebook. 

 According to Lampe et al. (2006), by using Facebook, users can give a short 

biography and can share their pages with those that they add as their “friends. Users 

can also create testimonials that allow them to join groups that share their similar 

interests and beliefs.  Participants promoted their groups initially by inviting their own 

friends of their personal accounts to join the page that promoted their movement or 

cause.  They then continued to invite people to join by using Facebook’s friend finder 

tool.  This method was inexpensive and took very little time to invite a mass of users 

in hopes that the majority would want to take part in supporting the cause.  Another 

way that participants promoted their Facebook pages was through advertising.  

According to Brogan (2010), General Motors (GM) puts a sufficient amount of its 

advertising funds to social media marketing and online advertisements.  Though 

several participants indicated that their budgets do not allow for paid advertising, they 

do utilize free advertising tactics.  Of the Facebook groups in the study, those with a 

greater number of users seem to be more involved with advertising than others, and 

this may be because they have more donors because they tend to have more followers.  

It could also mean that they have a larger number of users due to their utilization of 

advertising methods.   
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 Participants work to frequently keep their Facebook page maintained by 

keeping posts current and updating information as often as possible.  Without people, 

conversations and networking would never occur; those are the key elements to social 

media, which “empowers and enables conversations digitally,” (Brogan, 2010, p. 1).  

If participants do not constantly update and create situations for conversations and 

networking to occur, the power behind their group and their efforts will be lost. 

Research Objective Four 

  Participants said they believe Facebook has been an effective form of 

communication when reaching out to people about a movement or cause.  It has been 

effective not only to reach a large number of users, but to allow participants to share 

information and connect with people who are also interested in advocating for 

agriculture.  Boyd and Ellison (2007) said Facebook is a good way for people to make 

friends with people who are just like they are, and to create or become part of groups 

with particular interests, goals, opinions. 

 People join these Facebook groups for different reasons, but participants 

indicated that people join their group because it is a central location where 

conversations about agriculture occur.  Participants indicated that people want to build 

relationships and network with others.  These motivations for joining Facebook relate 

to social capital because social capital creates situations where social ties can put 

individuals in a situation where they can obtain beneficial information regarding 

experiences and opportunities that may otherwise not be offered to them (Lin, 1999).  

Agriculturalists are located across the country from coast to coast, so to have one place 

to share ideas and interact is essential.  It is the obligation of agriculturalists, such as 
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farmers, ranchers, and producers, to inform people of the story of agriculture; 

otherwise, people will doubt the industry and negative information will overtake the 

industry (Hoffman, 2009).   

 Participants said members join these Facebook groups to fulfill a number of 

gratifications.  According to Katz et al. (1974), people choose their media 

consumption based on whether or not it fulfills their needs and gratifications, and 

whether or not it fits their lifestyles in such a way that is most beneficial to them.  

People will use the most available and effective resource to gain information, and it is 

the obligation of the participants to make sure the Facebook pages are as beneficial as 

possible.  If people can go to one place for obtaining their information about 

agriculture and to fulfill their needs, then they will continue to come back to 

Facebook.  People also use Facebook as a place to advocate, so it fulfills their need to 

support agriculture and to voice their opinions.   

 Using the media is one way advocates can express their opinions and support 

efforts to increase awareness within a community (McHale, 2004).  People who joined 

these Facebook groups seemed to have a connection with agriculture, and wanted to 

gratify their need to advocate.  Some of the members were farmers, ranchers, and 

producers who wanted to share their stories with people or wanted to share 

information about the industry.  Other members were people who may not directly be 

involved with agriculture, but were interested in taking part in agriculture and learning 

about the industry to help preserve this aspect of American livelihood.  This may 

indicate that there is a diverse audience that does care about the future of agriculture, 
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and they demonstrate their commitment and dedication to the cause by joining 

Facebook groups that show their support to these causes.  

  Although participants pointed out that it can be hard to get tangible 

measurements of how successful their Facebook pages have been at recruiting 

members and sharing their stories, they personally measure success by the increase in 

membership numbers.  If their membership continues to rise, then they must be 

effective at reaching people and getting them interested in the movement their page 

promotes.  

 Participants most often communicate with group members by posting on the 

wall of the group page, though sometimes they do send individual messages or invite 

members to attend events.  Using wall posts allows everyone to see that the page is 

frequently maintained and updated, and it includes everyone in the information being 

shared.  Also, it is less invasive to post on the publicly viewed wall, as opposed to 

sending individual messages.  The use of these tools makes it easy to recruit potential 

group members, as well as to share information through social networking and 

Facebook in order to generate online interaction, which makes use of tools that are 

helping build relationships and networks (Park, Kee, & Valenzuela, 2009).  Overall, 

participants agreed that their communication efforts are well received by group 

members and visitors of the Facebook groups.   

Research Objective Five 

 Participants were in unison when stating that they believe their Facebook 

group was effective in generating awareness about the movement or cause they were 

trying to promote.  They based their opinions on the evidence of membership numbers 
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and constant comments and wall posts created by group members.  This is an 

indication that the Facebook groups are continuing to create discussion among 

agricultural supporters and are always keeping people informed and interested about 

topics. “The value of that kind of Twitter or Facebook message cannot be quantified, 

but it’s the type of reassurance, accountability, and responsiveness consumers are 

seeking and that they expect,” (Hoffman, 2009, para. 8). 

 Social networks are designed to give people a place to interact, create 

discussions and conversations that can be shared worldwide, and to let people voice 

their opinions and share their stories (Brogan, 2010).  Participants said that creating a 

central community for online users was an important and effective practice used to 

promote agricultural advocacy.  It was also important to participants to let every 

member’s voice be heard.  Facebook groups can be counter-productive and ineffective 

if participants delete or ignore comments that they do not want to address.  

 Participants were not completely convinced that any goals had been fully 

achieved; they felt that for the most part, all goals that were initially set were still a 

work in progress.  It seemed that these participants did not have initial goals for what 

they wanted to gain out of their Facebook groups.  The fact that people approached 

using Facebook with little planning or preliminary goals indicates that they did not 

plan for the social movement to come about; they just simply wanted their voices to be 

heard.  They are always going to want to increase membership and encourage more 

people to support their causes.  However, they said that they have accomplished the 

initial goal of setting out to inform people on issues that are important to them, and 

getting them to take a stand of their own and be an advocate for the cause.  Their 
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groups also helped unite people from different cultures and backgrounds, who share a 

common interest in agriculture.  Social movements are lead by advocates who come 

from different walks of life and work together collectively to accomplish a common 

goal (Crossley, 2002). 

 Facebook was so successful for the participants of the study that some said 

they would use it again for promoting other causes and movements.  Others said that, 

while it has been effective for the movement they are currently working in favor of, 

Facebook may not be appropriate at promoting all types of social movements. 

Facebook’s use should depend on the topic or audience.  Participants indicated that 

Facebook was in fact successful, but not without the incorporation of other social 

media and networking tools, such as Twitter or blogging.  Using several social media 

communication channels together is the most effective way to promote the social 

movement online.  

 Participants offered advice for other agricultural communicators who may be 

interested in using Facebook to promote a cause or a social movement.  The best way 

for future users to be successful is to always be current with information and do 

whatever they can to effectively spread the message.  Embracing social media has 

become “more of a business responsibility than a luxury,” (Hoffman, 2009, para. 6).  

Utilizing social media to its full potential allows farmers, ranchers, and other 

agriculturalists to promote the agricultural industry and make a positive difference in 

society (Hoffman, 2009). 
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Summary of Conclusions  

 Upon completion of this study, there are several conclusions that can be made 

about participants’ usage and feelings toward Facebook as a communication channel 

for promoting a movement or cause. The results of this study showed that participants 

were pleased with using Facebook to communicate with people and to share their 

stories of agriculture.  Participants said Facebook is an effective communication 

channel and worked to increase awareness of their causes or movements.  The fact that 

their causes or movements were something that participants were extremely passionate 

about influenced how hard they worked to promote their Facebook group in order to 

increase awareness and membership numbers within their group.  Therefore, their 

constant involvement and underlying motivation were key factors in how successful 

their Facebook group was.  

 While participants were heavily involved in Facebook and its use as a 

promotion tool, they also used other social media tools to incorporate with Facebook, 

such as Twitter and blogs, to draw more people to the Facebook group as the main 

place to interact with people about the cause.   

 Participants provided advice for other practitioners who may want to use 

Facebook as a communication tool.   Research could still be done to further improve 

knowledge of why people use Facebook, and how Facebook could be used to 

effectively promote a social movement.  This research could be incorporated with 

future research to gain a clear understanding of the thought process and motivations of 

combining social movements with social media. 
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 As seen through this study, there are many pieces from beginning to end that 

bring about social change through the use of Facebook.  All theories used in the study 

were relevant, as each administrator and receiver focused on each theory.  The sender, 

or administrator, focused on aspects of intentional social change, while the receivers, 

or group members, focused on uses and gratifications theory and social capital theory.  

When focusing on the communication channel under study, Facebook, it is recognized 

that factors of computer mediated communication theory come into play.  Noise 

impacts the channel, and can be identified as anti-agriculture groups.   

 Figure 5.1 was created to exemplify each of the pieces to the puzzle that make 

up the core foundation of this study from a public relations perspective, in order to 

help guide future practitioners and communicators and to help them understand the 

fundamentals of using Facebook to promote social movements.  This model is viewed 

through a public relations perspective because it allows people from an individual, 

non-profit standpoint to see how the exact same framework can exist and be helpful 

from a corporate public relations point of view.  The framework for this model is a 

similar result of Figure 2.2 that was derived from Shannon and Weaver’s 

communication model and also incorporates the theories used in this study. 

 The framework for agricultural advocacy begins with intentional social change 

theory because this theory recognizes that action or change is attempting to be brought 

about.  Intentional social change can be used by advocates to create change, to 

promote, to market, and for emotional motivation.  The figure also represents how the 

approach can be used on a corporate or individual level.  As the message moves 

through the Facebook channel, computer-mediated communication becomes a relevant 
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theory because of Facebook’s large audience, its ability to be a central forum for 

communication, and its capability to spread a message quickly and efficiently.  Noise 

can also be seen with the message, which can be viewed as non-agriculture Facebook 

groups and non-fans of the issues being promoted in the Facebook groups.  From the 

channel, uses and gratifications and social capital theory are addressed.  Uses and 

gratifications can be seen as an information-seeking forum and can be used for group 

members to satisfy their personal needs.  Social capital theory is a way for group 

members to build mutually beneficial relationships and to gain rewards by networking.  

Both of these theories will help advocates determine if the members of the groups are 

actually fans of the group and issue, or of some other outside factor or source.  All of 

these pieces will help advocates to be able to successfully use Facebook as a 

communication channel to inform people of an issue or movement from a public 

relations perspective. 
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Figure 5.1. A Framework for Agricultural Advocacy Using Facebook 

 

Recommendations 

Future Practitioners 

 Based on evidence from this research, it would be in the best interest of 

agricultural communicators to utilize Facebook, along with other social media tools, to 

communicate agricultural issues to the public, and to promote social movements.  

Facebook reaches a large audience (currently, over 500 million users worldwide), and 

has the capability to disseminate information at an extremely efficient rate.  It is a free 

tool that does not have any sign-up or annual fees.  Using Facebook simply requires 

practice and learning from experience.  When first implementing a Facebook group, 

the practitioner must make sure that they are open to using an interactive and 

discussion driven communication channel.  

 Participants in the study continuously called themselves advocates or 

“agvocates” because they are working to create constant awareness and to inform 

others of issues and situations in the agricultural industry.  When promoting a cause, it 

is important to see oneself as an advocate, and to be passionate about what is being 

promoted.  This will drive the motivation and constant involvement in the group, 

which will benefit the overall success of the group in the long run.  

 Choosing a name for the Facebook group is very important, and could affect 

the overall success of the Facebook group.  It is important to use a generic sounding 

name that still sets the group apart from others. It identifies the group and the specific 

cause or movement being promoted.  Whether selling something or promoting a 
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movement or cause, the name of the Facebook group is a brand and it should be 

appropriate and pleasing.  

 Practitioners who want to promote a cause need to start by forming a Facebook 

group in support of the cause.  After creating the profile, the users need to invite as 

many friends as possible.  The first step in inviting friends is to ask people that 

practitioners already know to be members of the group. In turn, those people who are 

interested in joining will invite their friends, and so on, which creates a pattern of 

people who may join.  Also, practitioners can invite people who they may not know 

but think would be interested in joining by using the friend finder tool.  Search for 

people with common interests, and add them to see if they want to be part of the 

group.  When inviting people to join a group, it is also important to make sure to target 

the demographic audience best suited for the group. 

 When implementing a Facebook group, it is important that the participant 

constantly updates the page with current posts, up-to-date articles, and information.  

This is the best and most effective way to keep members interested and encourage 

them to constantly interact with one another about topics that are important to them.  

When the participant stops engaging with the group’s members, the page will fail due 

to lack of involvement.  Participants should strive to post updates and information two 

to three times a week.  The Facebook group will not succeed unless the participant 

takes an active role in promoting it and making sure it is updated. Social media is ever 

changing, so it is important for participants to constantly be looking for new ways to 

use Facebook or new tools to further promote their cause online.  
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 When posting information, participants should constantly monitor the content 

to make sure it is always trustworthy and valid. If people can rely on information to 

always be accurate, they are going to more likely to continue seeking information 

from that media source.  Uses and gratifications theory suggests that users are goal 

oriented in choosing what media they will get their information from, and that media 

is constantly competing to get users’ attention (Katz et al., 1974).  Make sure that 

information is always current and interesting.  If the information is outdated or tends 

to be uninteresting to people, they will be less likely to return.  Also, be sure to always 

be informative and to offer information and news as soon as it becomes available. 

 Participants should not neglect or ignore comments or posts that are posted on 

the group’s wall.  Failure to respond damages the credibility and trustworthiness of the 

site.  Always acknowledge things that are being posted, whether good or bad, and 

address them in the most positive light; otherwise, it could shed some negativity 

toward the Facebook group.  

 Another piece of advice is to be very precise in promoting the movement 

through the messages and comments sent to group members.  These messages should 

be clear.  Always be honest about everything that is posted or shared with members. 

They are coming to the page because they trust the source of information and 

participants do not want members to think they cannot be trusted.  It is also important 

that administrators not delete comments, even if they are negative, unless they are 

inappropriate or harmful to the organization.  Embracing all comments is important to 

show members of the group that negativity can be turned into a positive for an 

organization.  Participants should use creative ways to promote themselves and to let 
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their Facebook group be noticed.  Use different forms of advertising, whether paid or 

unpaid, to spread the word in as many different ways as possible.  Also, use your 

creativity to drive the traffic to your page: host contests or post games and trivia.  

Being as creative as you can will help spread the word about your page and ultimately 

your cause. 

 Not everyone is going to initially know about the cause or necessarily care 

about it.  It is important to make people understand the passion put behind promoting 

the movement, and make them understand why it is so important for them to take a 

stand. They are going to be more likely to repeat the message to others and encourage 

them to join.  Inspire people to want to be a part of the cause, and to be associated with 

the cause being supported. 

 After establishing a Facebook group and building membership, it is important 

to use other forms of social media. These tools are inexpensive, if not free, so using 

them will only further promote the cause with limited expense.  Using Facebook 

cannot reach its potential effectiveness without incorporating other tools, such as 

Twitter or blogs.  These social media tools can all be linked together to reach different 

groups of people who may not be connected to just one social media tool to 

communicate your message.   The use of several communication channels helps you 

distribute your message to many people across a range of audiences. 

 For non-profit organizations, Facebook offers a feature called Non-Profits on 

Facebook.  This page has been created by Facebook to give non-profit organizations 

that work to create social change a chance to use Facebook as a promotional resource 

to help support positivity.  This page has all the resources and tools needed to help 
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non-profits get started at promoting their organization and cause.  This is a great 

opportunity for public relations practitioners and agricultural communicators, who 

may not have a budget, a chance to shine and utilize social media to the fullest extent. 

Future Research 

 The goal of conducting this research was to gain insight on how agricultural 

communicators are utilizing Facebook to promote social movements.  Because the use 

of social media is still relatively new, additional research is needed to determine why 

people are using it, and how to effectively market a group or cause through Facebook 

or other social media tools.  It would be useful to gain updated information on 

computer-mediated communication (CMC) and to explain the effects of why people 

use this particular form of media to interact with one another.  If it was better 

understood why people use social media and what they are hoping to gain from their 

experiences, future communicators can more effectively target their messages to their 

audience segments.  

 Though administrators make assumptions based on what they think members 

are feeling, the answers revolving around why members join the groups are only 

estimated.  It is important for future research to be conducted getting the perspective 

of the group members, and working the communication model from the receiver back 

to the sender.  A quantitative survey with people who are current Facebook users 

should be conducted to help determine why people use it and what benefits they gain 

by engaging in Facebook. This study should also explore the types of groups or fan 

pages people join and why they join them. 
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 Based on the opinions of the administrators, we know that they feel that 

emotions play a major role into the uses and gratifications of the members.  The 

question is raised as to whether people who join these groups are really a fan of the 

group, or if they have other motivations for joining.  An example of this would be if 

people joined a group simply because their friends were joining the group.  By 

conducting research with the receivers, or members of the group, it would help 

identify the users and gratifications of the members based on their own perceptions 

and experiences. 

 In this study, noise of the channel was not measured.  Research is also needed 

to determine how the noise actually impacted the channel in the study.   A study is 

needed with groups who may be anti-agriculture, and compare them to the groups in 

this study.  This would help determine the different emotions and reasons people are 

using Facebook to promote their cause or movement, and how the groups may 

negatively interact with one another.  It would be beneficial to do a qualitative study 

using in-depth interviews of the participants of these groups.  Also, a quantitative 

survey could be used to explore why members of these groups are involved in anti-

agricultural organizations, which would provide insight into the types of arguments 

that agricultural communicators need to address.  

 Computer-mediated communication theory (CMC) was relevant to this study 

because it was represented by using Facebook as a communication channel.  However, 

this theory was not studied in depth.  There is very little research currently about this 

theory and how Facebook as a digital technological tool affects behaviors.  It is 

believed that this is partly due to the fact that Facebook is still relatively new in the 
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digital world.  More research is needed to be conducted about CMC and Facebook 

when this technological tool stabilizes in the market. 

 Even though Facebook group participants’ goals included interacting with 

people and communicating their message, it was somewhat difficult to gain 

participants’ consent and participation in this study.  It might be beneficial to do 

research to determine what reservations participants have for declining to be part of 

research about their involvement in Facebook and promoting a movement in which 

they are involved. 
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APPENDIX B 
 

E-MAIL RECRUITMENT LETTER 
 

 
 
E-mail Recruitment Letter 
 
 
 
 
Dear __________________: 
 
I am currently working on my master’s thesis at Texas Tech University. After a search 
was conducted, you were selected as a potential participant in a study. As the 
participant of the Facebook group, __________________________, I am interested in 
learning more about how you utilize Facebook to communicate with members of your 
group.  
 
In order to gain a better understanding of how you utilize Facebook to meet your 
communication needs, I would like to ask you to participate in a 45-minute telephone 
interview. Your feedback will be used to inform agricultural communicators how to 
effectively use Facebook and other social media technologies to communicate 
agricultural issues to the public. 
 
If you are willing to participate in this interview, please reply to Dr. Courtney Meyers 
or Mica Graybill at (806) 742-2816, or by e-mail at courtney.meyers@ttu.edu or 
mica.p.graybill@ttu.edu.  Your perspective will provide valuable insight into the 
development of future resources for fellow communicators. Thank you in advance for 
your cooperation. 
 
 
 
Sincerely, 
 
 
 
Mica Graybill 
Graduate Student 
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APPENDIX C 
 

FOLLOW UP E-MAIL 
 
 
Follow-up E-mail Recruitment Letter 
 
 
 
 
Dear _____________________: 
 
A few days ago, you should have received a letter requesting your participation in an 
interview about you involvement as participant of the Facebook group 
___________________, and how you utilize Facebook to communicate with members 
of your group. 
 
After a search was conducted, you were selected as a potential participant in a study. I 
will be undertaking interviews starting in August. The interview would last about 45 
minutes, and would be arranged for a time convenient to your schedule. The interview 
will be conducted by phone for convenience, and with your permission, the interview 
will be tape-recorded to facilitate collection of information, and later transcribed for 
analysis. All information will be considered confidential.  
 
Your feedback will be used to inform agricultural communicators how to effectively 
use Facebook and other social media technologies to communicate agricultural issues 
to the public. 
If you are interested in participating in this interview or have any questions, please 
reply to me at this e-mail address, mica.p.graybill@ttu.edu, or by phone at (940) 507-
1112. Your perspective will provide valuable insight into the development of future 
resources for fellow communicators. Thank you in advance for your cooperation. 
 
 
 
 
Sincerely, 
 
 
 
 
 
Courtney Meyers   Mica Graybill 
Assistant Professor   Graduate Student 
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APPENDIX D 
 

TELEPHONE CONTACT 
 

 
 
Telephone Recruitment Script 
 
Good (morning/afternoon). May I please speak with (name of potential participant)? 
 
 
My name is Mica Graybill, and I am a graduate student in agricultural 
communications at Texas Tech University. A few days ago, you should have received 
an e-mail requesting your participation in an interview about how you use Facebook 
for communication purposes. A search was conducted, and you were selected as a 
potential participant. Is this a convenient time to give you additional information about 
the interview? 
 
I would like to interview you near the end of August. The interview would last about 
45 minutes, and would be arranged at a time convenient for you. The interview will be 
conducted over the telephone. With your permission, the interview will be tape-
recorded to facilitate collection of information, and later transcribed for analysis. All 
information you provide will be considered confidential. Your name will not be 
connected to any of your comments and we will not use your Facebook group’s name 
either. Before the interview, I will read you informed consent information and will ask 
you to agree to participate in the study.   
 
Are you interested in being interviewed? 
 
(If yes) When would it be a convenient time to conduct the telephone interview? 
 
Thank you very much for your time. Once again, if you have any questions or 
concerns, please do not hesitate to contact Dr. Courtney Meyers or Mica Graybill at 
(806) 742-2816, or by e-mail at courtney.meyers@ttu.edu or mica.p.graybill@ttu.edu. 
 
(If no) Thank you very much for your time today. I appreciate you giving me a chance 
to explain the study, and I hope you have a nice day. 
 

Goodbye.
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APPENDIX E 
 

INFORMED CONSENT 
 
 
 
 

Informed Consent Phone Script 
 

Protocol Title: Exploring the use of Facebook as a Communication Tool in 
Agricultural-Related Social Movements 
 
The purpose of this study is to gather insight into why individuals use social media, 
specifically Facebook, to communicate information in social movements related to 
agricultural issues. For this study, you will be asked to participate in a 30-45 minute 
interview in which you will explain how you utilize Facebook to meet your 
communication needs when it comes to conversing with members of your group. 
 
Your participation in this interview is completely voluntary. There is no penalty for 
not participating. You can stop any time without penalty and you do not have to 
answer any question you do not wish to answer. 
 
Because we want to capture your complete statements, the discussion will be audio-
recorded. All answers are confidential to the extent provided by law; your name will 
not be connected to any comments. There are no known risks associated with this 
study and there is no compensation or other direct benefit to you for participation.  
 
If you have any questions about this research please contact the study supervisor, Dr. 
Courtney Meyers at (806) 742-2816. For questions regarding your rights as a research 
participant or about possible risks or injuries caused by the study, please contact Texas 
Tech University Institutional Review Board for the Protection of Human Participants, 
Office of Research Services, Texas Tech University, Lubbock, Texas 79409. Or you 
may call (806) 742-3884. 
 
Do you agree to voluntarily participate in this study? 
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APPENDIX F 
 

INTERVIEW GUIDE 
 
 
Demographic Characteristics of Group Participants 
 
As you already know, you were asked to participate in this study because you are the 
participant of the Facebook group, __________________. I am interested in learning 
more about how you utilize Facebook to communicate with members of your group, 
but first, I would like to get to know a little more about you. I am going to ask a few 
demographic questions; however, your identity will not be associated with any of the 
information you provide. 
 

1. What is your gender? 
2. What is your age? 
3. Will you please explain your educational background? 

a. What do your responsibilities consist of in your Facebook group? 
b. How long have you held this position in the group? How long have you 

participated in the group total? 
4. Where is your geographical location? 
5. Can you please briefly explain your professional background? (No need to be 

specific, just type of industry, how you became involved, etc.) 
6. When did you personally join Facebook? 

a. Why did you join? 
7. What is your official title in the group you are representing? 

 
 
 
Describe Participant’s Motivation for Cause 
 

1. How did you become a supporter of the cause that your Facebook group 
supports? How long have you been a supporter? 

2. What does your commitment to the cause entail?  
3. Do you have specific emotions or opinions that drive your involvement in the 

social movement? If so, please explain. 
4. What initially motivated your personal decision to participate in Facebook? 

What motivated you to participate for your cause? 
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How Communication Channel Decisions Were Made 
 

1. How did you decide which communication channels you wanted to use to 
promote involvement in your group?  

a. Do these meet the communication goals of your organization? 
2. How did you first learn of Facebook, and its use as a promotion tool? 
3. What factors were involved in your belief that it would be an effective method 

of communication? 
4. I know I asked you previously what communication channels you are using for 

your organization, but I just wanted to ask again if there might be other means 
of communication that your organization may use? 

5. How do you promote the Facebook group to increase awareness of the group 
and of the cause or issue? 

6. How frequently is the page maintained? 
a. How often is new information posted? 
b. How often do members respond to the new information? 
c. How trustworthy is the information that is being posted to the 

Facebook group (from both participants and group members)? Is there 
someone that monitors the information being posted? 

7. How many other people actively contribute to the Facebook group? 
a. Is the group active as a whole, or do just a few individuals participate? 

 
 
 
Participants’ Opinions, Attitudes, Beliefs of Using Facebook 
 

1. What is your opinion of the effectiveness of using Facebook as a 
communication channel for this group? 

2. Why do you think individuals join the Facebook group? 
a. What gratifications are they looking to fulfill by becoming members of 

the group? 
3. How would you describe the group members of your Facebook page? 
4. What goals/outcomes do you use to measure the success of your Facebook 

group? 
5. How do you communicate with group members on a group basis? On an 

individual member basis? 
a. Do you feel that your efforts are well received by members of the 

group? Are you effective in getting responses to your messages? 
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Describe Participants’ Assessment of Outcomes 
 

1. Do you believe that this Facebook group has helped generate awareness about 
your cause? 

b. What evidence do you base that on? 
c. Has it been a successful communication tool for your cause? 

2. What practices or methods worked best and was most successful in helping 
create awareness about your cause through the use of Facebook?  

a. In what ways was this method of communication ineffective? 
3. Has the Facebook group helped you achieve the goals you had initially set? If 

yes, please explain. 
4. Would you use Facebook again for promoting a movement or cause?  

a. What would you do differently? 
5. Do you have any advice for an organization that wants to implement a 

Facebook group for their issue or cause? 
 
 
 


