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Introduction/Need for research
High start up costs, limited availability of land, and lack of agricultural knowledge are just a few of the challenges beginning farmers and ranchers face as they enter their agrarian enterprise.  After they overcome those obstacles, one of the key skills needed is how to market their products (Ahear & Newton, 2009; Walz, 2004).  Of all the marketing options available to a business, social media tools are viable, inexpensive, and accessible ways of marketing products.  These new tools, based on Web 2.0, allow interaction between producers and consumers, thereby allowing for relationships to be easily established (Schroeder, 2013).  However, agricultural producers are more likely to use traditional forms of media such as print media (Agri Media Council, 2012); therefore, it is likely many beginning farmers and ranchers are not well versed in the used of social media for marketing (Nelson, & Trede, 2004).  

To address this skill gap, a series of workshops to teach beginning farmers and ranchers about social media use was proposed and funded by a USDA NIFA Beginning Farmer and Rancher Grant.  Workshops were delivered in three states to a broad audience.  The purpose of this study was to determine the behavioral intentions of workshop participants’ to implement the social media marketing tools presented at the workshop.  The objectives were to determine if the following participant elements changed after attending the workshop: (1) attitude toward the tools; (2) behavioral norms toward the tools; and (3) perceived behavioral control.

Theoretical Framework
The Theory of Planned Behavior (TPB) (Ajzen, 1991) is used to explain or predict an “individual’s intention to perform a given behavior” (p. 181).  Three elements are used to predict an individual’s intention: their attitude toward that behavior, their perceived behavioral control for that behavior, and the societal subjective norms.  By measuring these three elements, a person’s intention to perform a behavior can be predicted.  

Methodology
An online questionnaire consisting of 90 questions was used to collect post-then-pre data directly after the completion of the workshop.  This data collection method asks participants’ to reflect on and share what their attitude or perception was before the workshop and then to share what their attitude or perception is after the workshop.  This method of data collection has proven to provide accurate results (Gouldthorpe & Israel, 2013).  Participants were asked about five social media tools that were discussed during the workshop: Facebook, Twitter, blogging, using a social media manager, and using a social media plan.  Constructs were developed for attitude and behavioral norms, and an acceptable reliability of .70 was established a priori (Davis, 1971).  A paired samples t-test was used for each of the constructs to determine if significant differences existed between pre-workshop and post-workshop.  Practical significance was calculated using Cohen’s d.    

Findings
Of the 45 participants, 32 responded to the online questionnaire.  A post-hoc reliability analysis of the questionnaire constructs revealed that all construct reliabilities were acceptable, ranging from .77 to .95.  Attitude, behavioral norms, and perceived behavior control were measured pre- and post-workshop for each of the five social media tools discussed at the workshop, and for each tool participants indicated a significant, positive increase in each element (see Table 1).  

	Table 1.
Paired samples t-test for attitude, behavioral norms, and perceived behavioral control of five social media tools.

	
	Mean
	
	Sig.
(2-tailed)

	Element Measured
	Before
	After
	t
	

	Attitude Facebook
	3.40
	4.52
	-7.681
	.000

	Attitude Twitter
	2.95
	4.04
	-8.720
	.000

	Attitude Blog
	3.07
	4.26
	-7.306
	.000

	Attitude Social Media Marketing
	2.84
	4.17
	-8.735
	.000

	Attitude Social Media Plan
	3.33
	4.60
	-8.628
	.000

	Norm Facebook
	3.47
	4.37
	-8.793
	.000

	Norm Twitter
	3.19
	4.21
	-8.016
	.000

	Norm Blog
	3.22
	4.20
	-9.720
	.000

	Norm Social Media Marketing
	3.17
	4.19
	-9.704
	.000

	Norm Social Media Plan
	3.25
	4.27
	-9.464
	.000

	Control Facebook
	2.78
	4.53
	-9.186
	.000

	Control Twitter
	2.26
	4.23
	-11.149
	.000

	Control Blog
	2.16
	4.23
	-10.231
	.000

	Control Social Media Marketing
	2.16
	4.10
	-10.455
	.000

	Control Social Media Plan
	2.31
	4.53
	-11.123
	.000



Conclusions
This evaluation found that participant attitude, perception of behavioral norms, and perceived behavioral control significantly increased for each social media tool discussed at the workshop.  Using the TPB as a model, workshop participants are likely to engage in the use of social media and use social media as a marketing tool in their agricultural businesses.  

Implications & Recommendations
These results indicate that agricultural producers are capable of understanding the value social media holds for marketing their products and are likely to use social media for marketing.  If beginning farmers and ranchers are to be sustainable producers, they must have a viable method of marketing their products.  Social media is an inexpensive, low-barrier-to-entry, marketing tool that can help producers achieve their goals.
 
Based on these results, it appears that one-day workshops are an effective way to introduce producers to the benefits of social media and move them toward using social media as an effective tool in their marketing mix.  With that in mind, it is recommended that one-day workshops be used as professional development tools to improve the sustainability of beginning farmers and ranchers.  Future longitudinal research should be conducted to determine the long-term impact of these workshops on participants.  
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