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ABSTRACT  

This paper was prompted by the observation that although access to high-value markets for 

emerging farmers has received extensive attention regarding income generation and food 

security, a gap existed with regard to associated communication channels, especially in the 

Greater Giyani Local Municipality (GGLM). A sample of 215 farmers was extracted from a 

population of 482 emerging farmers in the GGLM using clustered random selection techniques.   

Descriptive and inferential statistical analyses were used to assess the communication 

channels used. The study's general findings were that most farmers had no formal education, 

with very few acquiring tertiary education. Elderly farmers (above 55 years) dominated the 

emerging livestock farming sector, with minimal youth participation. In terms of utilisation of 

the various channels, the study uncovered substantial reliance on cell phones (84.2 %), 

farmers' unions (74.9 %), and radio (56.7 %). Inferential statistical results revealed that the 

use of television had a significant but negative influence on access to high-value markets. 

Farmer unions and other farmers had positive attributes (10% significance) in accessing high-

value markets. The paper recommends promoting cell phone usage by other farmers and 

farmer unions to enhance the participation of emerging livestock farmers in high-value 

markets, especially in the GGLM. More youth participation also needs to be encouraged to 

prevent succession crises. 
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1. INTRODUCTION 

The participation of emerging farmers in high-value markets (characterised by offering higher 

product prices and high product demand), especially in South Africa, has been highlighted by 

several studies (Oduniyi, Antwi & Mukwevho, 2021). However, the latter has focused more 

on the impact of high-value markets on food security and income generation. This paper 

identified a critical gap related to marketing channels used to access these high-value market 

channels. Therefore, this study aims to analyse communication channels emerging livestock 

farmers use to access high-value markets in the Greater Giyani Local Municipality. Inadequate 

communication channels employed by emerging farmers usually hinder their ability to 

establish and maintain relationships with high-value market stakeholders, affecting their 

market access and economic empowerment (Glogovețan & Pocol, 2024). Effective 

communication is a critical success factor for the farming industry, but more so for the 

emerging farming sector. It should be noted that marketing communication is an essential and 

intricate component of the marketing efforts that a company undertakes (Rosário & Raimundo, 

2021). Communication channels are therefore critical for farmers in their quest to access 

critical related information that includes produce marketing, weather predictions, and adoption 

of best practices (Simelton & McCampbell, 2021). Whereas emerging farmers are known to 

mostly transition from producing for their consumption, they often sell surplus produce to the 

market to generate additional income required for other household needs (Getahun, 2020), thus, 

the critical role of adopting effective marketing channels. Communication channels are further 

necessitated by the need to enhance operational productivity, increase job opportunities, and 

alleviate general poverty for farmers and the broader citizenry. The study leverages emerging 

farmers' reliance on technological innovations such as cell phones to access high-value 

markets. The findings and recommendations of this study will be helpful not only to 

policymakers in the Limpopo Department of Agriculture and Rural Development (LDARD) 

and other stakeholders within the agribusiness value chain. As Kountios et al. (2023) and Juska 

(2021) noted, communication is critical in ensuring effective production, distribution, storage 

and marketing of agricultural products and market trends.  
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In Africa, especially for countries in sub-Saharan Africa and Nigeria, poor access to effective 

communication channels has negatively affected livestock farmers, especially regarding poor 

access to information on markets, market prices, productivity and profits (Okediran, 2019). For 

these countries, it has been recommended that enhancing produce marketing will require 

effective communication tools such as mobile phones and the Internet (Mapiye et al., 2021). 

Information transmission can be challenging due to the highly localised nature of agriculture, 

which means that information must be explicitly personalised to distinct conditions (Xu & LI, 

2022). A study conducted on emerging farmers’ ICT usage in Kenya attests to the critical role 

that the strategy played in transmitting necessary information, primarily via the utilisation of 

platforms such as mobile phones, radio, and television (Mauti, 2021). Similar findings were 

confirmed in Kulon Progo. The role of ICT in reducing distances between markets and farms 

has also been acknowledged by researchers such as Sikundla et al. (2018). Some studies have 

observed that access to ICT benefits had gender dimensions, with women on the receiving end 

(Tanti et al., 2022). Another worrying observation is reliance on intermediaries who usually 

take advantage of emerging farmers’ poor market information acquisition skills, especially in 

terms of accurate and timely marketing information for perishable crops (Baloyi, 2010; Bacco 

et al., 2019; Thaqi & Beqaj, 2017). 

The importance of communication channels has been further highlighted in various studies. A 

study in Nigeria, for example, revealed that, as an information sector, the agricultural sector 

calls for farmers to be exposed to accurately packaged information (Okediran, 2019). As 

asserted by Awazi et al. (2019), emerging farmers, particularly those who rely on traditional 

markets, find it difficult to compete within the high-value or modern markets that display 

higher earnings per hectare or kilogram marketed. Thus, emerging farmers must be integrated 

into the value chain and supported effectively to become competent in accessing profitable, 

high-value markets. As attested by a study conducted in India, if well supported, emerging 

farmers can successfully adopt modern technologies such as computers and cell phones (Khou 

& Suresh, 2018). Following the above, India’s digital landscape has become more inclusive 

and innovative, enhancing productivity and market access (Mazana et al., 2021; Parthiban et 

al., 2022). 

Effective marketing channels are also crucial for the timely receipt of updates on market 

developments, price variations, and manufacturing experiences over the Internet (Nghi, 2021). 

The critical role of cell phones as market communication tools has also been confirmed by 
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several studies that were conducted in countries such as Ethiopia, Uganda, Tanzania, 

Zimbabwe and China, primarily through the use of SMSs and other multimedia support 

systems (Anadozie et al., 2022; Mutambara, 2021; Ndimbo et al., 2024; Ujakpa et al., 2021). 

The efficient use of mobile phones in facilitating information access among farmers is far-

reaching, as it provides communication links even in isolated circumstances and aids in 

reaching farmers living in remote areas (Sikundla et al., 2018).  

Whereas the speed at which digital communication tools are adopted is low, widespread 

adoption is believed to eliminate the challenges of imperfect markets. Other associated social 

media platforms that could enhance the use of cell phones are Teams, Zoom, and 

videoconferencing (Aladenika, 2022). It is unfortunate, however, that the use of technology-

based market communication tools has elements of gender inequality, with males on the 

dominant side. Consequently, as noted by the literature, male farmers had greater access to 

rural advisory and extension services, financial flexibility, decision-making authority, and 

market access than female farmers (Tanti et al., 2022). Therefore, it follows that the need to 

address gender inequality within the agricultural communication and marketing spaces is 

critical, especially in that gadgets such as mobile phones can facilitate agricultural decision-

making, marketing of farm produce and provision of information related to crops, weather 

prediction, seeds, fertilisers, bio-pesticides, soil fertility, pest and disease diagnoses, demand 

and supply of agricultural products, different schemes, and technologies (Ara et al., 2021; 

Emeana et al., 2020).   

 

2. RESEARCH DESIGN AND METHODOLOGY 

2.1. Study Area and Research Design 

The study was conducted in the Greater Giyani Local Municipality (GGLM), in the Mopani 

District of Limpopo Province (see Figure 1 below). GGLM is north of Mopani District, 

bordering the Kruger National Park to the east, Vhembe District to the north and Capricorn 

District to the western side. It is one of five (5) local municipalities falling within the Mopani 

District Municipality in Limpopo Province. The other four local municipalities are Greater 

Tzaneen, Greater Letaba, Ba-Phalaborwa, and Maruleng. The significant economic hub within 

the GGLM is Giyani Town. The economic activities of the municipality are agriculture, 

forestry, and fishing (1.6%), mining and quarrying (3.3%), manufacturing (3.0%), utilities 

(3.5%), trade and accommodation (17.3%), construction (1.6%), transport and communication 
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(7.7%) and finance and real estate (25.1%) (IDP, 2020/2021). The municipality is characterised 

by extremely hot summers, moderate winters, and low rainfall patterns, making it unsuitable 

for crop production.  

The study adopted the quantitative research approach. According to McMillan and Schumacher 

(2006), a quantitative research method systematically investigates phenomena via statistical, 

mathematical, or computational techniques. Its objective is, therefore, to develop and use 

mathematical models, theories, and hypotheses about phenomena of the total population of the 

GGLM, which is 256300 (IDP, 2020/2021).  

 

FIGURE 1: Map of Limpopo Province Showing the Greater Giyani Local Municipality 

(Source: Google Maps) 

 

2.2. Data Collection and Sampling Procedure  

Data was collected through structured questionnaires that mainly focused on demographic 

characteristics and communication channels emerging farmers use to access high-value 

markets. Sampling was conducted using acceptable scientific techniques that allowed 

representativity of the population (Leedy & Ormrod, 2004: 150). The Department of 

Agriculture and Rural Development in Giyani confirmed that many emerging farmers in the 
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GGLM practise livestock farming due to the area being very dry for crop farming. It was further 

highlighted that there were 482 livestock farmers in the local municipality. Thus, clustered 

proportional random sampling was adopted for this study as follows: the sample population 

(N-482) of emerging livestock farmers were first clustered according to the three (3) 

Agricultural service centres. According to farming type (livestock), a proportion of farmers 

within the Agricultural Service Centre was determined. A sample size of 218 from the 

population of emerging farmers was randomly selected. Out of the 218 emerging farmers who 

were randomly selected, three (3) decided to withdraw from participating in the study, which 

led the sample to 215 emerging farmers.   

The sample was calculated using the Yemen formula (Yemen, 1973, as cited by 

Chaokromthong & Sintao, 2021): 

 

𝒏 =       
𝑵

𝟏 + 𝑵(𝒆)𝟐
 

      =
𝟒𝟖𝟐

𝟏 + 𝟒𝟖𝟐(𝟎. 𝟎𝟓)𝟐
 

                  = 
𝟒𝟖𝟐

𝟐.𝟐𝟎𝟓
       ( 

                                         =218 

 

The confidence level was 95, and the margin of error was 5%.  

 

TABLE 1: Clustered Random Sampling of Emerging Farmers Per Service Centre 

Service Centre No of farmers Proportion Sample 

Mhlava-Willem 178 0,369294606 79 

Nhlaniki 90 0,186721992 40 

Giyani 214 0,443983402 96 

TOTAL 482 1 218 

 

2.3. Data Analysis Technique  

The analysis of the data was carried out using a variety of statistical methods to accomplish the 

purpose of the study. Descriptive statistical tools such as percentages and frequencies were 

utilised to analyse the communication techniques used by emerging farmers in the Greater 



S. Afr. J. Agric. Ext.                        Nyamazana, Chauke & Mamashila  

Vol. 53 No. 4, 2025: 1-19 

10.17159/2413-3221/2025/v53n4a16456                                      (License: CC BY 4.0) 
 

7 
 

Giyani Local Municipality to gain access to high-value livestock markets. In addition, 

inferential statistics was employed to diagnose and analyse the communication methods used 

by emerging livestock farmers. The relationship between the dichotomous dependent variable, 

which in this case was access to high-value markets, and a set of independent variables, which 

were the communication channels shown in Table 1, was modelled with the help of a binary 

logistic regression model. The results of this analysis are presented below. 

The regression model was specified as: 

                       𝑍𝑖 = log (
𝜋𝑖 

1−𝜋𝑖 
)  (1) 

(Tshikororo, 2020, citing Norusis, 1993)   

                 Where 𝜋i= probability of the ith case; Zi = value of the independent variable for the 

                  ith case.  

The relationship between the binary status variable (Zi) and its determinant Xi is specified as 

                   Zi = βXi + ε  , where        (2) 

βi = vector of the respective parameter estimated using the maximum likelihood 

                           method and ε = error term. 

According to Norusis' study (as cited in Tshikororo, 2020), the probability of emerging 

livestock farmers forwarding their livestock to high-value markets is estimated as follows:  

                                            Probe (event) =1/ (1+е-z)    (3) 

Because the cutoff value is 0.5, if the estimated probability of the event is less than 0.5, it is 

predicted that the event will not occur. If it is greater than 0.5, the prediction is that the event 

will occur. In the unlikely event that the probability is exactly 0.5, one can flip a coin for 

prediction (Tshikororo, 2020, as cited by Norusis, 1993).  

The odds that an event will happen = Prob. of an event occurring   (4) 

     Prob. of an event not occurring                     

                                                             

Z is the linear combination and is expressed as follows: 
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Z= β0 (constant) + βCell + phone + βOther farmers + βRadio + βTelevision + βNewspaper +    βFarmers union +  

βCooperatives + ε) + βagents, where  

                                  (5) 

  βo and βi are the estimated coefficients of the parameters as depicted in Table 1. 

 

 

TABLE 2: Description of Explanatory Variables  

 Variable Variable 

description 

Variable categories Expected 

sign 

Π(X)(dependent)  Access to high-

value markets  

Forward 

livestock to High 

value market 

(auction) = 0 

otherwise =1 +/- 

Independent variable 

 X1 = Cell phone Use cell phone Use =0 Other = 1 + 

X2 = Other 

farmers 

Via other farmers Use=0 Other=1  

+ 

X3 = Radio 

 

Use Radio Use-0 Other=1 + 

X4 = Television Use television  Use=0 Other-1 - 

X5=Newspapers/m

agazines/ leaflets  

Use newspapers Use =0 Other =1 + 

X6 = Farmer 

unions 

Farmer unions Use =0 Other =1 + 

X7=Cooperatives Cooperative Use=0 Other=1 + 

X8=Agents Agents  Use=0 Other= 1 + 

NB: Access to high-value markets is determined as follows: Yes (1), if livestock is forwarded 

to livestock auctions; No (0) otherwise.  

Communication channels include the following: ICT, printed media, and agents. 
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3. RESULTS  

3.1. Age and Level of Education Attained by Livestock Farmers 

The age and level of education attained by emerging livestock farmers in the GGLM are 

presented in Table 2. The table indicates that most emerging livestock farmers in the study area 

were male (62.8%). Regarding the age spread, most (45.1%) were above 65 years, followed by 

those aged 56 to 65 (32.6%). The latter translates into most livestock owners being above 55 

years (a combination of 77,7%). Youth participation (35 years and below) in livestock farming 

is minimal (about 12%). The level of education attained by livestock farmers in the study area 

is quite dismal (with 67.9% being illiterate). Interestingly, in terms of gender balance, most of 

the illiterates are males (37.2%). The proportion of farmers with tertiary educational 

qualifications is relatively low (6.5%).  

 

TABLE 3:  Age and Level of Education of Emerging Livestock Farmers in the GGLM 

Per Gender  

Gender Male Female Total 

Age spread 

18-35 years (youth) 7.9% 4.2% 12.1% 

36-55 years (young adults) 5.6% 4.7% 10.2% 

56-65 years (adults) 31.6% 0.9% 32.6% 

Above 65 (elderly) 17.7% 27.4% 45.1% 

Level of education 

No formal education 37.2% 30.7% 67.9% 

Primary education 11.2% 3.7% 14.9% 

Secondary education 10.7% 0.0% 10.7% 

Tertiary education 3.7% 2.8% 6.5% 

Gender Total 62.8% 37.2% 100.0 

 

Table 2 presents the extent of communication channel usage by livestock farmers in the GGLM 

to access high-value markets, contrasted with the level of education attained. The first 

observation is that the majority (67.9%) had no formal education, with only 6.5% having 

obtained a tertiary education level. The latter could explain the reason why almost a quarter of 

respondents relied on cell phones (84.2%) and farmers’ unions (74.9%) for farming 

information, followed by dependence on radio broadcasts (56.7%), which also displays a 
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significant component of reliance by farmers. The observation of the least dependence on 

magazines (13.30%) also reflects the expectations of people with minimal educational 

attainment. The table also reflects that almost all farmers reported non-use of other farmers 

(89.8 %), followed by those that shunned the use of magazines (87 %), newspapers (68.8%), 

and leaflets (69.3%). While television is regarded as an important source of agricultural 

information, many young farmers use mobile phones and smartphones to access information 

about the production and marketing of their products (Subejo et al., 2019). 

TABLE 4: Utilisation of Various Market Communication Channels Per Level of 

Education to Access High-Value Market   

Response  No formal  Primary  Secondary  Tertiary  Total 

Cell phone  

Yes  57.7 % 11.6 % 8.4 % 6.5 % 84.2 % 

No  10.2 % 3.3 % 2.3 % N<5 15.8 % 

Radio  

Yes 33.0 % 11.6 % 7.9 % 4.2 % 56.7 % 

No 34.9 % 3.3 % 2.8 % 2.3 % 43.3 % 

Television  

Yes 37.2 % 4.7 % 3.7 % 2.8 % 48.4 % 

No 30.7 % 10.2 % 7.0 % 3.7 % 51.6 % 

Newspaper  

Yes 19.1 % 6.5 % 4.2 % n<5 31.2 % 

No 48.8 % 8.4 % 6.5 % 5.1 % 68.8 % 

Magazine  

Yes 5.6 % 5.6 % n<5 n<5 13.0 % 

No 62.3 % 9.3 % 9.3 % 6.0 % 87.0 % 

Leaflets  

Yes 19.5 % 6.5 % 3.3 % n<5 30.7 % 

No 48.4 % 8.4 % 7.4 % 5.1 % 69.3 % 

Farmers’ unions  

Yes 55.8 % 7.0 % 7.0 % 5.1 % 74.9 % 

No 12.1 % 7.9 % 3.7 % n<5 25.1 % 

Other farmers  
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Yes 8.4 % n<5 n<5 1.8 % 10.2 % 

No 59.5 % 13.5 % 10.2 % 6.5 % 89.8 % 

 TOTAL EDUCATION LEVEL 

 67.9 % 14.9 % 10.7 % 6.5 % 100.0 % 

N=215 

 

3.2. Inferential Statistical Analysis of Communication Channels Used by Emerging 

Farmers in Accessing High-Value Livestock Market 

The inferential statistical results of utilising various communication channels are presented in 

Table 3. The information below the table reflects the diagnosis of the results. Accordingly, a -

2-log likelihood indicates the probability at which it was determined that the null hypothesis 

could be rejected. The Cox and Snell R-squared was 0.304, which suggests that the model fits 

the data well. This is because a value of the Cox and Snell R-squared less than 1 indicates that 

the model fits the data well. The value of Nagelkerke was 0.557, which means a strong 

relationship (88%) between the independent and the dependent variables. A higher Nagelkerke 

value indicates a more consistent measurement of the relationship between the dependent and 

independent variables. The outcome of the above is explained below. 

 

TABLE 5: Inferential Statistical Analysis of Different Communication Channels Used by 

Emerging Farmers in the Greater Giyani Local Municipality  

 B S.E. Wald Df Sig. Exp(B) 

 Cell phone 19.859 6557.039 0.000 1 0.998 4213424

20.579 

Other farmers 0.298 0.868 0.118 1 0.731 1.347 

Radio 0.380 0.652 0.339 1 0.560 1.462 

Television -1.907 0.797 5.725 1 0.017 

** 

0.148 

Newspaper 0.639 0.570 1.257 1 0.262 1.895 

Magazine 0.852 0.677 1.584 1 0.208 2.343 

Leaflets -0.364 0.879 0.171 1 0.679 0.695 

Farmer unions 1.157 0.621 3.467 1 0.063 

* 

3.180 
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Note that the symbols ***, **, and * denote significance levels of 1, 5, and 10, respectively.  

Note that the symbols ***, **, and * denote significance levels (in %) of 1, 5, and 10, 

respectively. 

 

3.2.1. Use of Television  

The use of television had a negative influence on emerging livestock farmers in the Greater 

Giyani Local Municipality's access to high-value markets. This variable was a significant (5 % 

significance level) with a negative coefficient. The negative coefficient may suggest that, with 

the use of television to market their products, there will be reduced access to high-value 

markets. The outcome contrasts with that found by Subejo et al. (2019), which depicted that 

farmers with relatively low levels of education continue to rely mostly on television and mobile 

phones to acquire information about agricultural productivity (Subejo et al., 2019).  

 

3.2.2. Use of Farmer Unions 

The use of farmers' unions had a positive influence on emerging livestock farmers' access to 

high-value markets in the Greater Giyani Local Municipality. This variable was significant (10 

Cooperate -0.175 0.702 0.062 1 0.804 0.840 

Extension 

worker 

19.206 4148.925 0.000 1 0.996 0.941 

Agent  1.273 0.717 3.155 1 0.076 

* 

3.571 

Constant -41.090 7759.404 0.000 1 0.996 0.000 

 Model summary 

 (-2)Log 

likelihood 

92.216 

 Cox & Snell R 

Square 

0.304 

 Accuracy of 

prediction: 

overall 

88 % 

 Nagelkerker R 

Square 

0.557 
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%), with a positive coefficient of 1.157. The positive coefficient may suggest that, with the use 

of farmers' unions to market their products, there is an increased possibility of access to high-

value markets. Zakaria et al. (2021) attested that institutional engagement in sustainable 

partnerships between farmer groups and an ICT system enhanced agribusiness performance.  

 

3.2.3. Use of Agents/Intermediaries 

Agents/intermediaries directly influenced access to high-value markets by emerging Greater 

Giyani Local Municipality livestock farmers. The variable was significant (10%), with a 

positive coefficient of 1.273. The positive coefficient implies that with the use of 

agents/intermediaries to market their products, there is a higher possibility of accessing high-

value markets. As observed by Khou and Suresh (2018), intermediated channels are part of a 

more compact supply chain that connects producers directly to end users through 

intermediaries like wholesalers and retailers (Dimitri & Gardner, 2019; Petković & Užar, 

2020). As noted by Tewari et al. (2018) and Plakias et al. (2020), consumers have easy access 

to local and sustainable products brought to the market by an intermediary. 

 

4. DISCUSSION  

The study's descriptive statistics revealed that emerging farmers in the GGLM obtain 

information about the markets mainly through cell phones (84.2%), farmers' unions (74.9%), 

and radio (56.7%). The above results align well with the level of education attained by 

emerging livestock farmers in the study area. The high number of farmers who shun 

communicating with other farmers (89.8 %) is a serious concern for respondents with high 

levels of illiteracy. Previous studies attest to the study findings regarding dependence on 

technologies such as cell phones and television (Mauti, 2021; Sikundla et al., 2018). 

Inferential statistical results revealed that dependence on television was significant (5% 

significance level) but negatively influenced access to high-value markets. Farmers' unions and 

agents were all significant (10% levels of significance), with positive influences on access to 

high-value markets by emerging livestock farmers. The above is supported by Sikundla et al. 

(2018). Mtega (2021) noted that limited market access, particularly in rural areas, often 

necessitates farmers and entrepreneurs to travel several kilometres to designated markets.  
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5. CONCLUSIONS  

The study explored different communication channels emerging farmers use to access high-

value livestock markets. The major problem of the study hinged on the observation that 

although the impact of access to high-value markets by emerging farmers focuses more on food 

security and income generation, a gap existed in terms of associated market communication 

channels. Therefore, the study aimed to unravel the communication channels used by emerging 

livestock farmers in the Greater Giyani Local Municipality.  

The study's descriptive statistics revealed that emerging farmers in the GGLM obtain market 

information through cell phones (84.2 %) and farmers' unions (74.9 %). Inferential statistical 

results showed that only three variables were statistically significant at 5% (negative for 

television) and for farmer unions and other farmers (positive at a 10% significance level).  

This paper recommends that officials assisting emerging farmers, especially in the study area 

and similar localities, promote cell phones, farmers' unions, and radio to share information on 

high-value markets with emerging farmers. Minimal use of other farmers as marketing 

information sources needs to be redressed. Responsible officials, especially extension workers, 

must encourage liaison with other farmers to join farmers' unions, as the latter could easily 

enhance the passing of information through word of mouth. Other critical intervention channels 

could include the initiation of training and capacity-building programmes that facilitate access 

to high-value markets. The above could further be enhanced by introducing market information 

agents that connect emerging farmers to high-value markets. Encouraging increased youth 

participation is imperative, especially to prevent succession crises when the elderly pass on. 
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