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The Influence of Age on the Perceived Importance and Usage of Electronic and Social Media Tools used by [STATE] Cattle Producers  

Introduction and Theoretical Framework
	The emergence of information and communication technologies is a major occurrence that is affecting the global society (Basu, & Banerjee, 2011). The range of technologies that are available to consumers include television, internet, and satellite connections are described as information communication technologies (ICT). ICT components are essential for rural communities, as technology helps to share knowledge and information (Basu, & Banerjee, 2011). Hargittai and Hinnant (2008) believed that deeper understandings of where differences lie regarding ICT use are needed and indicated that one difference may be a person’s age. Young adults aged 18-28 use communication tools such as the internet and instant messaging more than any other age group (Hargittai, & Hinnant, 2008). As age is associated with the usage of electronic communication tools, there is a need to explore if the perceived importance and use of electronic communication tools by cattle producers follows this same pattern. 
	The innovation decision process (Rogers, 2003) served as a theoretical framework for this study. As individuals gain knowledge about an innovation and decide if an innovation is compatible to their lifestyle, they are more likely to adopt the innovation. The progression towards adopting or rejecting an innovation is known as the innovation decision process (Rogers, 2003). The purpose of this study was to determine the perceived importance and frequency of usage of electronic communication tools by age of [STATE] cattle producers. This research aligns with American Association for Agricultural Education Research Priority Area 6 Vibrant, Resilient Communities, specifically, objective four which posits that research should “determine the effects of technology use and interpersonal and mass communication methods on community dynamics and citizen engagement” (Doerfert, 2011, p. 10). The objectives of this study were to; 1) determine the demographics of [STATE] cattle producers, 2) determine the perceptions regarding the importance of selected communication tools by age of [STATE] cattle producers, 3) determine the frequency of use of selected communication tools used by age [STATE] cattle producers. 
Methods
	The population for this study consisted of members of the [STATE] cattlemen’s association members (N=3021) who receive the association’s electronic newsletter. In order to achieve a 95 percent confident level, and a sampling error +/- 5% a random sample (n=341) was generated (Ary, Jacobs, & Sorenson, 2010). This study utilized an over sampling technique (n=974) in hopes to achieve a 35 percent response rate as indicated in similar studies (Diekman, & Batte, 2009). A response rate of 18 percent was determined as 182 responses were collected from the 974 participants. Even with the low response rate, those that responded were the actual target audience and were considered more valuable than non-respondents (Miller & Carr, 1997). As part of a larger research project, this study specifically examined the perceived level of importance and frequency of use of selected electronic and social media platforms within personal and beef industry applications. The importance scale included, 1) very unimportant, 2) moderately unimportant, 3) moderately important, and 4) very important. The frequency scale included 1) never, 2) rarely, 3) occasionally, and 4) frequently. The tailored design method served as a guide for data collection (Dillman, Smyth, & Christian, 2009). Predictive Analytical Software (PASW) Statistics 18 was utilized to analyze data. A one way analysis (ANOVA) was computed to determine statistical significance between age groups. Eta squared (2)was calculated to determine the effect size (Gravetter & Wallnau, 2009). When the Levene’s test determined unequal variances, a Tamhane T2 post hoc test was computed. Producers were grouped by age ranges according to the United States Department of Agricultural Economic Research Service (2013). 
Results
	Of the producers in this study who participated in the survey (n=182), 73.1 percent (n=133) were male. A majority, (n=142, 86.6%) of producers were owners and operators of their farms. Half of the producers in the study were cow-calf producers (n=69, 54.3%). Few producers reported having multiple operations (n=36, 19.8%). Construct mean and standard deviations of the perceived importance and frequencies of communication tools by age of [STATE] cattle producers are identified in Table 1. The Tamhane T2 post hoc test indicated the mean score for producers ages 18-35 (M=3.28, SD=.37, p=.006) was statistically different than producers aged 50-64 (M=3.04, SD=.67, p=.006) in perceived importance of electronic media for general purposes a medium (2 = .075) effect size was indicated (Ary et al., 2009). 

	Table 1

	Mean, Standard Deviations, and Significance of  the Importance and Frequency of Communication Tools by Age of [STATE] Cattle Producers

	                                                                                                               
	Age

	 
	
	18-35
	36-49
	50-64
	65+

	Construct
	Itemsa
	M
	SD
	M
	SD
	M
	SD
	M
	SD

	General Usage
	
	
	
	
	
	
	
	
	

	Importance of EM
	12
	3.48*
	0.37
	3.22
	0.77
	3.04*
	0.67
	3.38
	0.50

	Importance of  SM
	9
	2.13
	1.06
	2.17
	0.98
	1.69
	0.82
	2.01
	1.08

	Beef Industry
	
	
	
	
	
	
	
	
	

	Importance of EM 
	12
	3.37
	0.53
	2.88
	0.83
	3.06
	0.68
	3.18
	0.75

	Importance of SM 
	9
	2.08
	1.10
	2.01
	1.18
	1.89
	0.94
	2.12
	0.99

	General Usage
	
	
	
	
	
	
	
	
	

	Frequency of EM 
	12
	3.27
	0.53
	2.98
	0.71
	2.88
	0.78
	3.26
	0.53

	Frequency of SM
	9
	1.95
	0.91
	1.74
	0.93
	1.56
	0.79
	1.91
	0.99

	Beef Industry 
	
	
	
	
	
	
	
	
	

	Frequency of EM 
	12
	3.08
	0.64
	2.80
	0.82
	2.87
	0.77
	3.12
	0.78

	Frequency of SM
	9
	1.85
	0.87
	1.67
	0.97
	1.53
	0.82
	1.88
	0.86


Note:*Significance between the age groups, p<.05, 2 = .075. a=The number of items in the construct. The importance scale: 1) very unimportant, 2) moderately unimportant, 3) moderately important, and 4) very important. The frequency scale: 1) never, 2) rarely, 3) occasionally, 4) frequently. EM=Electronic Media. SM=Social Media

Conclusion/ Implications/ Recommendations
[bookmark: _GoBack]	It can be concluded that producers aged 18-35 find electronic forms of communication more important for personal use than producers aged 50-64. This supports the findings of Hargittai, & Hinnant, (2008) who indicated that young adults use electronic forms of communication for leisure more than any other age group. Younger generations rely more on electronic communication tools than other forms of communication.  Perhaps younger producers have gained the knowledge of electronic media and find it to be compatible to their lifestyle (Rogers, 2003). Further research is needed to determine why younger producers access electronic forms of communication more than older generations.  
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