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Introduction/Need for Research
The National Science Board (2018) reported that 69% of Americans preferred learning about
scientific issues and topics from the internet. With the demand of online information, science
communicators are now confronted with challenges and opportunities as they attempt to best
utilize this medium when disseminating information and influencing the public (Brossard, 2013).
Online video blogs, vlogs, are an increasingly popular form of media content (Stein et al., 2020).

YouTube was founded in 2005, and rapidly expanded to be the second most visited site
worldwide (Arthurs et al., 2018). Mike Thelwell (2016) described the benefit of computational
research methods and digital research usefulness for YouTube as a platform. The platform’s
content, user-generated videos, has become a valuable informational source and can be utilized
by activists to recruit new followers and engage online communities (Arthurs et al., 2018).
YouTube viewers utilize the platform for both entertainment and information (Shao, 2009).

An analysis of agricultural checkoff programs by Holt-Day et al. (2020) found that agricultural
videos on the platform that held sentimental framing were highly viewed. The researchers also
recommended future studies be completed to determine framing in other agricultural YouTube
videos (Holt-Day et al., 2020). Agricultural presence and leveraging on YouTube have been
studied in commodity check-off programs (Holt-Day et al., 2020) as well as water-related topics
in state Farm Bureaus (LeGrande et al., 2019). However, few research studies have looked
specifically at how agricultural farm vlogs are framed. This study sought to explore how farm
vlogs are creating user-generated content to share information through YouTube videos.

Conceptual Framework
The research was guided by Goffman’s (1974) framing theory to guide the analysis and
categorization of visual framing for vlog and video media. Framing theory investigates how a
message is presented or told to a specific audience (Goffman, 1974). An audience is more likely
to accept visual representation of information as truth, due to the low cognitive load of
interpreting it visually (Rodriguez & Dimitrova, 2011). A codebook modeled from LeGrande et
al. (2019) was utilized to categorize the videos from each YouTube channel into one or more of
the following frames: step-by-step instruction, innovation, farm business facts, handling crops
and livestock, product nutrition, and sentimental.

Methodology
This research study is a content analysis focused on framing user-generated media from farming
vlogs into categories. A Google search was performed using keywords farming, viog and top.
The search results yielded a number of blog posts ranking top agricultural vlogs. Channels which
appeared on multiple blog lists were then considered for the study. Researchers selected channels
based on total views, demonstration of agricultural practice, and demonstration of common
vlogging style. Through YouTube’s popularity tool, researchers identified each channel’s top
four videos (N = 20). The agricultural farming vlogs (N = 5) that were sampled are as follows:
MN Millennial Farmer, Cole the Cornstar, Welker Farms Inc, How Farms Work, and Larson
Farms. The channels’ descriptive information can be found in Table 1.
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;l;aj‘cl));{zulztion Regarding Farming Vlog YouTube Channels (N = 5)
Channel Name Total Views  Subscribers Videos Year Established
MN Millennial Farmer 171,153,997 *731,000 376 2016
Cole the Cornstar 103,519,254 *460,000 398 2018
Welker Farms Inc 94,697,954 *468,000 414 2011
How Farms Work 88,167,861 *278,000 1039 2007
Larson Farms 44,329,167 *212,000 213 2010

Note. Data with asterisks approximated by YouTube

The analysis occurred over two days in February 2021 to control for channel updates and varying
data. The researchers also gathered the following information from each channel: year
established, total channel views, subscribers, and video count. The title, description, views,
comments, positive likes, and negative likes were also recorded for each video. Two researchers
independently coded each YouTube video. In the few cases of discrepancies, researchers reached
a consensus upon discussion.

Findings
Researchers found that step-by-step instruction and farm business fact videos were most
common, each framed in 80% (n = 16) of videos. An innovation frame was identified in 55% (n
= 11) of sampled videos. Handling crops and livestock was a framing topic in 45% (n = 9) of
videos, matching the 45% (n = 9) rate of sentimental framing. Only 5% (n = 1) of videos
incorporated product nutrition.

Conclusions
Platforms, like YouTube, have changed the way people access scientific information (Huang &
Grant, 2020). The five channels chosen for the sample have a combined total of over 2 million
subscribers, disseminating agricultural and science communication with over 500 million
combined video views. This study confirmed Holt-Day et.al (2020), who concluded sentimental
videos account for some of the most popular videos on the platform. Researchers hypothesize
that redefining the sentimental frame into a broader category of “emotional content” to include
such items as comradery, frustrations and playfulness would increase this percentage
significantly and better fit blog coding.

Recommendations for Future Research
Through the coding process, researchers found evidence of several emerging themes not listed in
the original codebook. Future research in this topic is encouraged, with emphasis in refining the
codebook and adding additional categories including equipment care, consumer information,
safety, farm economics, community, weather, and non-farm activity. Researchers also
determined the necessity to analyze media in a broader sense than solely narrative content.
Narrative style, including story-telling, day in the life, and music video framing should also be
considered. Production content is also an important factor, and researchers recommend coding
camera style, narration, on-screen graphics, and camera angles such as point-of-view shots.
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