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ABSTRACT 

The study centered on issues in e-marketing for prospective entrepreneurs in agribusiness. Four specific 

purposes guided the study. Questionnaire survey research design was used for this study. The study was 

carried out in Enugu. The population for this study was 369 respondents consisting of 28 lecturers, 56 

agribusiness entrepreneurs and 285 cyber operators. Census and snowball sampling techniques were 

adopted for the study. An instrument titled: E-marketing Agribusiness Questionnaire (EAQ) was used for 

data collection. The instrument was face validated by 5 experts. Thirty-five copies of the questionnaire 

were trial tested on 10 lecturers, 10 agribusiness entrepreneurs and 15 cyber operators, giving a Cronbach 

Alpha coefficient of .73. Three hundred and fifty-five copies of EAQ were collected and analyzed using 

arithmetic mean and standard deviation to answer the research questions and ANOVA for testing the null 

hypothesis at 0.05 level significance. It was found that there are 10 opportunities in E-marketing of 

agribusiness, 12 practices in E-marketing of agribusiness, 11 threats to E-marketing of agribusiness and 

11 prospects of E-marketing of agribusiness for prospective entrepreneurs. It was recommended that the 

media organizations should educate youths who are the prospective entrepreneurs on opportunities of E-

marketing in agribusiness among others. 

Keywords: Agribusiness, E-Marketing, Practices, Prospects, Opportunities, Threats. 

 

INTRODUCTION 

Agriculture is one of the important sectors of the Nigerian economy and national development. Its 

relevance to food sufficiency, generation of foreign exchange and ever increasing role in providing 

employment opportunities for the unemployed persons in the country has been recognized by the 

government at all level. According to Rimando (2004), Agriculture is the systematic raising of useful 

plants and livestock under the management of man. Agbulu, Asogwa and Ekele (2013) defined 

agriculture as the production of crops and animals for man’s use and raw materials for agro-allied 

industries. It entails the processing and marketing of the products of animals and crops. The authors noted 

that agriculture is the only sector that provides food for man. Daramola, Igbokwe, Mosuro and Abdullali 

(2008) expressed that agriculture provises food for man, raw materials for industries, employment 

opportunities, income to farmers, foreign exchange and tourism facilities. Olaitan and Omomia (2009) 

buttressed that among other importance, agriculture and other agro-based industries bestow employment 

opportunities for about 60-75 percent of the Nigerian population. The employment opportunities, 

according to the authors, spread across agricultural occupations in the country. Osinem (2008) observed 

that various agricultural occupations include horticulture, agribusiness, natural resources management, 

agricultural mechanization, landscaping, animal production and crop production.  

Agribusiness is the business of agricultural production. Ng and Siebert (2009) wrote that the term 

Agribusiness was coined by Goldberg and Davis in 1957. It includes business in agrichemical, breeding, 

crop production (farming and contact farming), distribution, farm machinery, processing, and seed 

supply, as well as marketing and retail sales. All agents of the food and fiber value chain and those 

institutions that influence it, according to the authors, are part of the agribusiness system. In the 

International Journal of Innovative Education Research 6(3):66-76, July-Sept., 2018 

 

    © SEAHI PUBLICATIONS, 2018    www.seahipaj.org                 ISSN: 2354-2942 

http://www.seahipaj.org/


67 
 

submission of Davis and Goldberg in King, Boehlje, Cook and Sonka (2010), agribusiness means the sum 

total of all operations involved in the manufacture and distribution of farm supplies; production 

operations on the farm; and the storage, processing, and distribution of farm commodities and items made 

from them. According to this classic definition, agribusiness involves supplying sector of inputs for 

agriculture and food industry (specialized engineering industries, chemistry, energy, etc.); agricultural 

primary production; feed industry; services for agriculture and food industry (supplies, purchasing, 

maintenance, improving and seed production, breeding services, applied research, education, consulting 

etc.); food production and other processing industry; and food trade and public catering. For current 

specification reflecting the situation at the turn of the millennium when the impact of genetic and 

biological research in the pre-production phases becomes significantly stronger, Sonka and Hudson 

(1999) defined agribusiness as a chain of subsectors interconnected by a series of direct and reverse 

linkages that includes research, genetic and seeding firms and suppliers of other biological material, 

suppliers of other inputs, agricultural producers, buyers of agricultural products, processors of the first 

and second phases of processing the agricultural products to finished products, and retail and trade and 

institutions of public catering. Inferring from the above definitions, agribusiness cut across the three 

domains of agriculture namely primary, secondary and tertiary sectors. It factually represents an overview 

of the whole spectrum of economy sectors that are directly or indirectly engaged into the processes of 

food production. Goldberg (1998) stipulated that there are about 50% of working population and 50% of 

the world assets involved in activities of agribusiness and it represents more than 50% of the global 

consumer expenditures. Although the differentiated shares and the structure of agribusiness in developed 

and developing countries project into the total figures, one cannot agree with the argument that the 

importance of this complex in economically developed countries is decreasing. Even though the share of 

agriculture itself on the gross domestic product (GDP) and on the amount of workforce from the half of 

the last century has dropped in orders, the development of other sectors is seen in the development of 

other links of agribusiness. Therefore, the researchers sincerely believe that such drop in agribusiness as 

noted by Goldberge can be alleviated through e-marketing in the country.  

E-Marketing also known as E-Commerce, web marketing, online marketing and internet marketing is 

based on the online perspective of the conducted business. E-marketing is a process of planning and 

executing the conception, distribution, promotion, and pricing of products and services in a computerized, 

networked environment, such as the Internet and the World Wide Web, to facilitate exchanges and satisfy 

customer demands. It has two distinct advantages over traditional marketing for it provides customers 

with more convenience and more competitive prices, and enables businesses to reduce operational costs 

(Gale, 2007).  It is the management process responsible for identifying, anticipating and satisfying 

customers (Kaur, 2012). E-marketing are those strategies and techniques which utilize online ways to 

reach target customers. E-marketing examples are email or social media advertising, web banners and 

mobile advertising (Ahmed, 2014). Joseph (2012) explained that E-marketing is “moving elements of 

marketing strategies and activities to a computerized, networked environment such as the Internet. 

Internet marketing is “the process of building and maintaining customer relationships through online 

activities to facilitate the exchange of ideas, products and services that satisfy the goals of both parties. 

Joseph maintained that E- Marketing is a mixture of all the activities of advertising, promotion publicity 

deciding the look and feel of the product, how it will be sold and sent to the customer etc. Parasuramn 

(2010) posited that E-marketing makes use of a web site in conjunction with online promotional 

techniques such as search engines, banner advertising, direct e-mail and links or services from other web 

sites. As a result, it provides the capability of buying and selling products, information and services on the 

Internet and other online environment.  

In addition, Kaur, Pathak and Kaur (2015), stated that the benefits of E-marketing include extremely low 

risk, reduction in costs through automation and use of electronic media, faster response to both marketers 

and the end user, increased ability to measure and collect data and opens the possibility to a market of one 

through personalization. It entails increased interactivity, increased exposure of products and services to 

customers and boundless universal accessibility. Besides, Ahmed (2014) contended that even though E-

marketing has disadvantages of the cost of web site design, software, hardware, maintenance of business 
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site, online distribution costs and invested time, constant research and skills for timing of updates, 

incorrect stereotypes and piracy, high dependability on technology and global competition, yet it is still 

better that the conventional marketing in the present era of technological advancement. This confirms that 

E-marketing would in no small measure provide the prospective entrepreneurs in agribusiness with such 

benefits that could sustain them in the business as they take those advantages of technological innovations 

over existing conventional entrepreneurs in the country. 

An entrepreneur is someone who exercises initiative by organizing a venture to take benefit of an 

opportunity and, as the decision maker, decides what, how, and how much of a good or service will be 

produced. He supplies risk capital as a risk taker, monitors and controls the business activities (Business 

Dictionary, 2014). The entrepreneur is usually a sole proprietor, a partner, or one who owns the majority 

of shares in an incorporated venture. An entrepreneur as viewed by Zhang and Cueto (2015) is a person 

who starts, organizes and manages any enterprise, especially a business, usually with considerable 

initiative and risk; running a small business with all the risk and reward of any given business process.  

Black, Burton, Wood and Zimbelman (2010) said entrepreneurs tend to be good at perceiving new 

business opportunities and they often exhibit positive biases in their perception (i.e., a bias towards 

finding new possibilities and seeing unmet market needs) and a pro-risk-taking attitude that makes them 

more likely to exploit the opportunity. An entrepreneur may be in control of a commercial undertaking, 

directing the factors of production– the human, financial and material resources, which are required to 

exploit a business opportunity. An entrepreneur acts as manager and oversees the launch and growth of an 

enterprise. Nelson and Neck in Asogwa (2010) clarified that the characteristics an entrepreneur may 

develop to make one’s business successful include good leadership qualities, ability to take risks, good 

knowledge of decision-making, ability to plan business effectively and judicious use of time. Belicove 

(2012) noted that while entrepreneurs typically focus on the launching and running of businesses, due to 

the high risks involved in launching a start-up, a significant proportion of businesses have to close, due to 

lack of funding, bad business decisions, an economic crisis, lack of market demand or a combination of 

all of these. Therefore, prospective entrepreneurs here refer to those individuals who have great 

possibility or likelihood of starting, organizing and managing any enterprise in agriculture or agro-allied 

sectors. Prospective entrepreneurs in agribusiness could be graduates of Agriculture Education, Business 

Education and others related disciplines that expose students to competencies agribusiness. The 

responsibilities of such entrepreneurs are to identify opportunities in agriculture, evaluate them as viable 

and then decide to exploit them, or use these opportunities to develop new products or services, launch 

new firms or even new industries and create wealth (Brush et al., 2003). Most of these responsibilities are 

embedded in E-marketing and can easily be performed if they know the actual practices in the operation. 

 

Meanwhile, in a preliminary study carried out by the researchers involving 33 graduates of Agricultural 

and Business Education, on what could motivate them into agribusiness using E-marketing, 87 percent of 

the respondents wondered what could be the practices involved, threats that might confront them and the 

actual prospects of young entrepreneurs considering their experience and economic situation of the 

country. It was in a bid to proffer solution to such inquisitiveness and phobia of prospective entrepreneurs 

in Enugu State that the researchers deemed this study relevant to be embarked upon. Therefore, the 

purpose of the study was to determine issues in e-marketing for prospective entrepreneurs in agribusiness. 

Specifically, the study sought to determine: 

1. opportunities of E-marketing in agribusiness for prospective entrepreneurs; 

2. practices in E-marketing of agribusiness for prospective entrepreneurs;  

3. threats to E-marketing of agribusiness for prospective entrepreneurs; and 

4. prospects of E-marketing of agribusiness for prospective entrepreneurs.   

 

 

Statement of the Problem 

In Nigeria, the use of E-marketing in Agribusiness is still below the expected standard as compared with 

the level in other countries of the world. This condition has been of great concern to the government, 
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citizenry, operators, practitioners and the organized private sector groups in Agriculture. Year in year out, 

the governments at federal, state and even local levels through budgetary allocations, policies and 

pronouncements have signified interest and acknowledgement of the crucial role agricultural sector of the 

economy and hence make policies for energizing the same. Just as it has been a great concern to all and 

sundry to promote the welfare of agribusiness, it has also been a great cause of concern to all, the fact that 

the vital sub-sector has fallen short of expectation with regards to E-marketing. The situation is more 

disturbing and worrying when compared with what other developing and developed countries have been 

able to achieve with E-marketing in their SMEs (Basil, 2005). 

At present, E-marketing is gaining entrance and sustenance in all sectors of human endeavor including 

agribusiness. As tool, it could help marketers in agribusiness in Nigeria to reach a wider local market; 

make gain through competitive advantage while serving a better part of the market. Also, E-marketing 

gives the small scale business an opportunity to access new export markets. Nevertheless, the 

opportunities, practices, threats and prospects to E-marketing of agribusiness for prospective 

entrepreneurs is not yet in literature to serve as a guide to interested individuals.  Hence, the need for this 

study to close such gap for knowledge development in the country 

Research Questions 

1. What are the opportunities of E-marketing in agribusiness for prospective entrepreneurs? 

2. What are the practices in E-marketing of agribusiness for prospective entrepreneurs?  

3. What are the threats to E-marketing of agribusiness for prospective entrepreneurs? 

4. What are the prospects of E-marketing of agribusiness for prospective entrepreneurs  

 Hypotheses  

1. There is no significant difference in the mean responses of lecturers, agribusiness entrepreneurs 

and Cyber operators on the opportunities of E-marketing in agribusiness for prospective 

entrepreneurs. 

2. There is no significant difference in the mean responses of lecturers, agribusiness entrepreneurs 

and Cyber operators on the practices in E-marketing of agribusiness for prospective 

entrepreneurs.  

3. There is no significant difference in the mean responses of lecturers, agribusiness entrepreneurs 

and Cyber operators on the threats to E-marketing of agribusiness for prospective entrepreneurs. 

4. There is no significant difference in the mean responses of lecturers, agribusiness entrepreneurs 

and Cyber operators on the prospects of E-marketing of agribusiness for prospective 

entrepreneurs. 

Significance of the study 

The beneficiaries of this study are the youths, parents and the government. The study identified the 

opportunities, practices and prospects in E-marketing of agribusiness for prospective entrepreneurs. The 

youths could embark on any of the identified opportunities in E-marketing of agribusiness for self 

employment, economic empowerment and contribution to national food security. This would make the 

youths become self reliant and take care of their parents instead of relying on them for their basic needs. 

Youths’ engagement in opportunities in E-marketing of agribusiness would keep them from engaging in 

social vices such as thuggery, prostitution, armed robbery, human and drug trafficking among others, 

thereby providing peaceful atmosphere and conducive environment for governance and investment. The 

parents and the government could also help the youths to overcome some of the threats in E-marketing of 

agribusiness, thereby motivating them for entry and sustainable enterprise in Agriculture.    

Scope of the study 

The study was restricted to E-marketing of agribusiness for prospective entrepreneurs. The study covered 

identification of opportunities, practices, threats and prospects to E-marketing of agribusiness for 

prospective entrepreneurs. It was also restricted to the use of questionnaire for data collection from the 

cyber operators.    
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RESEARCH METHOD 

Questionnaire survey research design was used for this study. This design is one in which a group of 

people or item is studied by collecting and analyzing data from a few people or item considered to be 

representative of the entire population. This design, therefore, was appropriate for the study because data 

was collected from a representative sample of the population of cyber operators using a structured 

questionnaire and the findings were generalized on the entire population of the respondents in the Enugu 

State. 

The study was carried out in Enugu State which is agriculturally divided into 6 zones namely; Agbani, 

Awgu, Enugu, Enugu-Ezike, Nsukka and Udi (Enugu State Agricultural Development Project, 2014). It 

has universities offering Agricultural and Business Education which prepare prospective entrepreneurs 

that can take up Agribusiness in the State. The Enugu State is suitable for this study because there are 

prospective entrepreneurs, universities with lecturers in Agricultural and Business Education, agribusiness 

entrepreneurs, and many cyber operators that could provide relevant information to the questionnaire to 

answer the research questions.  

The population for this study is 369 made up of 28 lecturers (13 lecturers in the Department of 

Agricultural Education and 15 in the Department of Business Education), (Head of Departments, 

University of Nigeria, Nsukka and Enugu State University of Science and Technology, 2017), 56 

agribusiness entrepreneurs (Enugu State Agribusiness Association, 2017) and 285 cyber operators who 

are members of Cyber Operators Association (Enugu State Cyber Operators Association, 2017).  

The sample for the study is 369 respondents. Census sampling technique was adopted for the study. This 

is a technique where the entire population is involved in the study. This was possible because the 

population was small and manageable coupled with the use of e-mail for administration of questionnaire. 

Meanwhile, snowball sampling techniques was used to facilitate accessing the population of the cyber 

operators since there was no comprehensive address of the operators for some of them are based in rural 

or semi-urban areas without clear addresses. Snowball sampling is one in which the researcher collects 

data on the few members of the target population he or she can locate, then asks those individuals to 

provide information needed to locate other members of that population whom they know. Snowball 

sampling uses recommendations to find people with the specific range of skills that has been determined 

as being useful.  The respondents are likely to know others who share the characteristics of cyber 

operators that make them eligible for inclusion in the study (Goodman, 1961; Heckathorn, 1997, 

Crossman, 2016). 

The instrument for the study was questionnaire titled: E-marketing Agribusiness Questionnaire (EAQ) 

which was developed by the researchers from literature reviewed. The EAQ had two parts A and B. Part 

A was on personal data of the respondents while Part B had 4 sections that covered opportunities, 

practices, threats and prospects of E-marketing of Agribusiness for prospective entrepreneurs. The EAQ 

was structured on a 4-point response scale of Strongly Agree (SA), Agree (A), Disagree (D) and Strongly 

Disagree (SD). 

The instrument was face validated by 5 experts; two from the Department of Agricultural/ Home 

Economics Education, from Michael Okpara University of Agricultural, Umudike, Abia State, one from 

Abia State Agribusiness Association, one from Department of Business Education and the other from 

Department of Computer Education, both from the University of Nigeria Nsukka.  The corrections and 

suggestions by validates were used to improve the initial draft of the questionnaire for production of the 

final edition.  

Thirty-five copies of the questionnaire were trial tested on 10 lecturers, 10 agribusiness entrepreneurs and 

15 cyber operators in Abia State, precisely Umuahia to determine the reliability of the EAQ items. 

Cronbach Alpha reliability method was used to determine the internal consistency of the questionnaire 

items. A Cronbach Alpha coefficient of 0.73 was obtained, meaning that the instrument was highly 

reliable for the study.  

Six research assistants who were familiar with the area of the study were employed and given orientation 

on how to administer to and retrieve the questionnaire from the respondents. A softcopy of the 

questionnaire was mailed to the lecturers, agribusiness entrepreneurs and cyber operators whose email 
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addresses were available to the researchers. This was followed by contact administration to those whose 

email address were not available or functional and those who could not reply the mail. Three hundred and 

sixty-nine copies of the questionnaire were administered to the respondents by the researchers and 

assistants through mail and face-to-face contact but only 355 copies were returned, giving 96% retrieval 

rate. The administration and retrieval of the EAQ lasted for four months between 4
th
 April and 25

th
 July, 

2017.   

Arithmetic mean and standard deviation was used to answer the research questions and Analysis of 

Variance (ANOVA) for testing the null hypotheses at 0.05 level significance. A mean of 2.50 was used 

for decision-making. Any item with a mean value of 2.50 or above was regarded as agreed while any item 

with a mean less than 2.50 was regarded as disagreed. In testing the hypothesis, a null hypothesis of no 

significant difference was not rejected where p-value was greater than the alpha value of .05 but rejected 

where p-value was less than the alpha value of .05. 

 

RESULTS  
The results for the study obtained from the research questions answered and the hypothesis tested were 

presented in Tables 1 to 3.  

Table 1: Mean rating on opportunities of E-marketing in agribusiness for prospective 

entrepreneurs (N=355) 

S/N Item statement  Mean σ p-value Remark 

1 Mobile advertising 3.90 .42 .08 Agreed 

2 Email advertising 3.94 .32 .18 Agreed 

3 Tweeter advertising 3.78 .44 .07 Agreed 

4 Blog advertising 3.62 .52 .28 Agreed 

5 Website display advertising  3.38 .64 .40 Agreed 

6 Global Marketplace 3.39 .64 .37 Agreed 

7 Online Pricing 3.35 .77 .19 Agreed 

8 Customer relationship management 3.66 .53  .16 Agreed 

9 Internet shopping   3.66 .55 .06 Agreed 

10 Online payment 3.71 .56 .29 Agreed 

N = Number of respondents, σ = Population standard deviation, Significant at P<.05. 

 

Table 1 reveals that all the 10 items had their mean ranged from 3.45 to 3.94 and were above the cut-off 

point of 2.50 of a 4-point rating scale. This indicated that the respondents agreed that all the 10 items 

were opportunities of E-marketing in agribusiness for prospective entrepreneurs. The standard deviation 

of all the 10 items ranged from .32 to .77 which showed that the respondents were not too far from the 

mean and the opinion of one another in their responses on the opportunities of E-marketing in 

agribusiness for prospective entrepreneurs. 

The Table also shows that the p-value of all the 10 items ranged from .06 to .40 which was greater than 

the alpha-value of .05. This implied that there was no significant difference in the mean responses of 

lecturers, agribusiness entrepreneurs and cyber operators on the opportunities of E-marketing in 

agribusiness for prospective entrepreneurs. Therefore, the hypothesis of no significant difference in the 

mean responses of the three groups of respondents on the opportunities of E-marketing in agribusiness for 

prospective entrepreneurs was not rejected.  
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Table 2: Mean rating on practices in E-marketing of agribusiness for prospective entrepreneurs 

(N=355) 

S/N Item Statement  Mean σ p-value Remark 

1 Surveying the market to decide on an agribusiness of 

your choice 
3.76 .48 

.16 Agreed 

2 Writing a feasible business plan on the selected 

agribusiness to guide your operations 
3.93 .37 

.10 Agreed 

3 Sourcing good, experience Website designer with 

affordable price 
3.94 .21 

.07 Agreed 

4 Contract building effecting Website within your budget  3.68 .48 .11 Agreed 

5 Designing compelling messages to captivate your 

customers  
3.55 .52 

.19 Agreed 

6 Pasting strategic newsletters on your website pages for 

advertisement 
3.43 .58 

.13 Agreed 

7 Sending strategic newsletters sourced e-mail, blog and 

tweeter addresses 
3.46 .59 

.13 Agreed 

8 Managing customer database for agreement  3.57 .55 .15 Agreed 

9 Reaching profitable agreement with customers on the 

price and quantity, quality of agricultural produce 
3.50 .66 

.09 Agreed 

10 Ensuring proper payment of produce at agreed price 3.61 .67 .24 Agreed 

11 Supplying, distributing or receiving produce paid for in a 

good condition  
3.75 .51 

.08 Agreed 

12 Certification (online) of produce supplied or received  3.89 .41 .15 Agreed 

N = Number of respondents, σ = Population standard deviation, Significant at P<.05. 

 

Table 2 shows that all the 12 items had their mean ranged from 3.43 to 3.94 and were above the cut-off 

point of 2.50 of a 4-point rating scale. This indicated that the respondents agreed that all the 12 items 

were practices in E-marketing of agribusiness for prospective entrepreneurs. The standard deviation of all 

the 12 items ranged from .32 to .77 which showed that the respondents were not too far from the mean 

and the opinion of one another in their responses on the practices in E-marketing of agribusiness for 

prospective entrepreneurs. 

The Table also shows that the p-value of all the 12 items ranged from .07 to .24 which was greater than 

the alpha-value of .05. This implied that there was no significant difference in the mean responses of 

lecturers, agribusiness entrepreneurs and cyber operators on the practices in E-marketing of agribusiness 

for prospective entrepreneurs. Therefore, the hypothesis of no significant difference in the mean 

responses of the three groups of respondents on the practices in E-marketing of agribusiness for 

prospective entrepreneurs was not rejected.  
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Table 3: Mean rating on threats to E-marketing of agribusiness for prospective entrepreneurs 

(N=355) 

S/N Item Statement  Mean σ p-value Remark 

1 Lack of capital to contract designing and management of 

website 
3.59 .53 

.27 Agreed 

2 Low level of online participation due to fear of cyber 

crime 
3.60 .54 

.17 Agreed 

3 Internet fraud/insecurity 3.58 .60 .29 Agreed 

4 Cyber crime or privacy 3.63 .62 .39 Agreed 

5 Lack of payment by customers  3.71 .53 .19 Agreed 

6 Rejection of payment cards 3.88 .46 .22 Agreed 

7 Irregular laws or taxation from regulatory bodies 4.00 .28 .91 Agreed 

8 Incompetence due to lack of initial training and retraining 3.71 .45 .20 Agreed 

9 Inability of shoppers to touch, smell, taste or try on 

tangible goods before marketing 
3.71 .45 

.31 Agreed 

10 Increasing cost of hosting Website 3.55 .58 .25 Agreed 

11 Competition with the international standards 3.62 .53 .17 Agreed 

N = Number of respondents, σ = Population standard deviation, Significant at P<.05. 

 

Table 3 shows that all the 11 items had their mean ranged from 3.55 to 4.00 and were above the cut-off 

point of 2.50 of a 4-point rating scale. This indicated that the respondents agreed that all the 11 items 

were threats to E-marketing of agribusiness for prospective entrepreneurs. The standard deviation of all 

the 11 items ranged from .28 to .62 which showed that the respondents were not too far from the mean 

and the opinion of one another in their responses on the threats to E-marketing of agribusiness for 

prospective entrepreneurs. 

The Table also shows that the p-value of all the 11 items ranged from .19 to .31 which was greater than 

the alpha-value of .05. This implied that there was no significant difference in the mean responses of 

lecturers, agribusiness entrepreneurs and cyber operators on the threats to E-marketing of agribusiness for 

prospective entrepreneurs. Therefore, the hypothesis of no significant difference in the mean responses of 

the three groups of respondents on the threats to E-marketing of agribusiness for prospective 

entrepreneurs was not rejected. 

 

Table 4: Mean rating on prospects of E-marketing of agribusiness for prospective entrepreneurs 

(N=355) 

S/N Item Statement  Mean σ p-value Remark 

1 Increasing awareness of e-marketing in general 3.51 .63 .21 Agreed 

2 Increasing number of network providers  3.57 .60 .09 Agreed 

3 Increasing population of agribusiness customers  3.59 .53 .10 Agreed 

4 Lower startup capital compare to conventional 

agribusiness  
3.66 .46 .12 

Agreed 

5 Business linkages/ sourcing 3.84 .26 .06 Agreed 

6 Innovations to reduce cyber crimes and piracy  3.89 .75 .16 Agreed 

7 Smaller accommodation the business 3.69 .45 .08 Agreed 

8 Online payment  3.71 .58 .20 Agreed 

9 24 hour access to service 3.53 .53 .58 Agreed 

10 Low barriers to entries agribusiness 3.63 .61 .71 Agreed 

11 Availability of regular training and retraining on e-

marketing 
3.46 .63 .28 

Agreed 

N = Number of respondents, σ = Population standard deviation, Significant at P<.05. 
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Table 3 shows that all the 11 items had their mean ranged from 3.53 to 3.81 and were above the cut-off 

point of 2.50 of a 4-point rating scale. This indicated that the respondents agreed that all the 11 items 

were prospects of E-marketing of agribusiness for prospective entrepreneurs. The standard deviation of all 

the 11 items ranged from .26 to .75 which showed that the respondents were not too far from the mean 

and the opinion of one another in their responses on the prospects of E-marketing of agribusiness for 

prospective entrepreneurs. 

The Table also shows that the p-value of all the 11 items ranged from .06 to .21 which was greater than 

the alpha-value of .05. This implied that there was no significant difference in the mean responses of 

lecturers, agribusiness entrepreneurs and cyber operators on the prospects of E-marketing of agribusiness 

for prospective entrepreneurs. Therefore, the hypothesis of no significant difference in the mean 

responses of the three groups of respondents on the prospects of E-marketing of agribusiness for 

prospective entrepreneurs was not rejected. 

 

DISCUSSION OF RESULTS  

The result in Table 1 showed that there are 10 opportunities of E-marketing in agribusiness for 

prospective entrepreneurs. The opportunities include mobile advertising, blog advertising, website 

display advertising, customer relationship management and online payment. Meanwhile, there was no 

significant difference in the mean responses of lecturers and cyber operators on the 10 opportunities of E-

marketing in agribusiness for prospective entrepreneurs. This result is in conformity with Wenninger 

(2000) who observed that the opportunities in E-Commerce ranges from establishing internet portals, 

verifying identities to assisting small-business entries into e-commerce. 

The result in Table 2 revealed that there are 12 practices in E-marketing of agribusiness for prospective 

entrepreneurs. The practices are surveying the market to decide on an agribusiness of your choice, writing 

a feasible business plan on the selected agribusiness to guide your operations, designing compelling 

messages to captivate your customers, sending strategic newsletters sourced e-mail, blog and tweeter 

addresses, supplying, distributing or receiving produce paid for in a good condition among others. 

Besides, there was no significant difference in the mean responses of lecturers and cyber operators on the 

12 practices in E-marketing of agribusiness for prospective entrepreneurs. The result is in line with Ajayi 

et al. (2008), who found that common e-commerce activities among users in Nigeria as products include 

browsing (74%), products selection (56%), online payment (15%), offline payment (82%), checking 

results online (43%).  

The result in Table 3 indicated that there are 11 threats to E-marketing of agribusiness for prospective 

entrepreneurs. Some of the threats are lack of capital to contract designing and management of website, 

Internet fraud/insecurity, cyber crime or privacy, rejection of payment cards, increasing cost of hosting 

Website and competition with the international standards. Also, there was no significant difference in the 

mean responses of lecturers and cyber operators on the 11 threats to E-marketing of agribusiness for 

prospective entrepreneurs.  In the vein, Folorunso et al. (2006) identified factors affecting the adoption of 

e-commerce in Nigeria to include establishing cost, accessibility, privacy and confidentiality, data 

security, network reliability, credit card threat, authenticity, citizen’s income and education. Data security 

and citizen’s income were also concluded to be the major factors impeding the adoption of e-commerce 

in Nigeria. Ayo et al. (2008) stated that internet penetration is still abysmally low and constitutes one of 

the major threats to ecommerce implementation in the country. Other factors identified in previous 

studies include substandard online payment methods, lack of trust in web retailers, poor technological 

infrastructures, and fear of inadequate security in online environments (Adeyeye, 2008; Ajayi et al. 2008; 

Ayo et al., 2008; Adeshina and Ayo, 2010). Besides, Lawal and Ogbu (2015) postulated that issues 

affecting the development of e-commerce are taxation, security, privacy, profitability, content and 

participation in new international standards development.  

The result in Table 4 showed that there are 11 prospects of E-marketing of agribusiness for prospective 

entrepreneurs. The prospects are increasing awareness of e-marketing in general, increasing number of 

Network providers, innovations to reduce cyber crimes and piracy, 24 hour access to service, low barriers 

to entries agribusiness and so on. Moreover, there was no significant difference in the mean responses of 
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lecturers and cyber operators on the 11 prospects of E-marketing of agribusiness for prospective 

entrepreneurs. The result here is in union with Heng and Peters (2001), who maintained that with the 

advent of Wireless Application Protocol (WAP) technology, mobile phones can provide customers with 

direct access to the Internet. This would enable mobile online shoppers to use their WAP phones to make 

purchases without having a credit card. Ewah and Ekeng (2009), affirmed that despite certain problems, 

there are prospects for improvement in the nearest future based on the high growing population of most 

developing countries. Such prospects as are growing population, absence of competition and large 

unexplored markets, attractive government incentives, growing affluence, availability of cheap 

production inputs, and rapid economic development. Also, Internet World Stats (2009) found that ICT is 

growing gradually in Nigeria, with Internet users making up 16.1% of the total population. Lawal and 

Ogbu (2015) added that this shows a considerable increase compared to users in 2006 (3.1% of total 

population). Lawal and Ogbu noted that more people becoming computer literate and open to adopting 

ICT usage, e-commerce is gradually gaining popularity among many Nigerians.  

 

CONCLUSION 

There is un-doubtful need for agribusiness in Nigeria in order to bridge the gap that exists between the 

area of surplus and that of scarcity. Hence, agribusiness has been in existence since the invention 

agriculture as peoples’ way of life. Recently, agribusiness is receiving the wave of e-marketing but then, 

the opportunities, practices and threats to prospective entrepreneurs was not clear in literature. It was to 

close this gap that gave rise to this study and its findings which revealed that there are 10 opportunities in 

E-marketing of agribusiness, 12 practices in E-marketing of agribusiness, 11 threats to E-marketing of 

agribusiness and 11 prospects of E-marketing of agribusiness for prospective entrepreneurs.   

 

RECOMMENDATIONS 

Based on the findings of this study, the following recommendations were made.  

 The media organizations should educate youths who are the prospective entrepreneurs on 

opportunities of E-marketing in agribusiness.  

 The youth should make themselves available in skill acquisition centres for training on the 

required practices of E-marketing in agribusiness.  

 The skills acquisition centres should adopt the findings of this study as part of their training 

package for prospective entrepreneurs in the State. 

 Ministry of Agriculture should provide prospective entrepreneurs with capital for establishment 

and sustenance to encourage them into E-marketing in agribusiness for food security.    
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