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Name: HANNAH H. HAWKESWORTH   
 
Date of Degree: MAY, 2023 
  
Title of Study: COMMUNICATION CHANNEL PREFERENCES OF DIGITALLY-

ENGAGED NATIONAL SWINE REGISTRY MEMBERS 
 
Major Field: MASTER OF SCIENCE, AGRICULTURAL COMMUNICATIONS 
 
Abstract: Understanding membership preferences for communication channels is 
important to the success of any breed association. Although research has studied beef 
breed associations, there is a lack of research focusing on swine breed associations and 
membership perceptions. The purpose of this study was to gauge digitally-engaged 
National Swine Registry members’ perspectives of the organization’s communication 
channels and provide the NSR more knowledge about its digitally-engaged members. 
Specifically, this study sought to determine members’ communication preferences, 
reasons for following digital media channels, and suggested enhancements for the 
organization’s current communication channels. A review of literature concluded 
livestock producers prefer print publications over social media as the primary form of 
communication from breed associations. The literature also indicated social media has the 
potential to be beneficial, and the most preferred platform for producers is Facebook. The 
Uses and Gratifications Theory undergirded this study. Dillman’s Tailored Design 
Method (2014) guided this study. The questionnaire combined 5-scale Likert-Type, 
demographic, and open-ended questions to achieve the research objectives. Due to the 
response rate, the findings from this study are only generalizable to the 85 respondents. 
Results noted digitally-engaged NSR members found the organization’s communication 
channels to be useful, appropriate, educational, informative, and engaging. This study 
aligned with many of the findings concluded from previous literature. The digitally-
engaged members’ preferred Facebook as their primary communication channel. This 
finding contradicted previous research, which found social media to be the least preferred 
communication channel amongst producers. It is recommended the NSR conduct a digital 
media audit on all digital platforms and increase educational content across 
communication channels. Further research with swine breed associations and evaluating 
swine producers is recommended. Specifically, an evaluation of the remaining NSR 
communication channels, media platforms, as well as a qualitative study focusing on 
active members at shows is recommended. 
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CHAPTER I 
 

 

INTRODUCTION 

Background and Setting 

This study examined the perceptions of digitally-engaged National Swine 

Registry (NSR) members. The NSR is a “pedigree livestock association for the purebred 

Duroc, Hampshire, Landrace and Yorkshire swine breeds in the United States” (National 

Swine Registry, 2018). The four breeds that comprise the NSR represent 87% of the 

United States purebred swine industry (National Swine Registry, 2018). These breeds 

provide significant contributions to the profitability of swine industry as a whole 

(National Swine Registry, 2018). 

Previously, the purebred Duroc, Yorkshire, and Hampshire sectors were 

represented by individual organizations. In 1994, the American Yorkshire Club, the 

Hampshire Swine Registry, and the United Duroc Swine Registry consolidated to form 

the NSR (National Swine Registry, 2018). Through this consolidation, the industry saw 

an increase in efficiency of services provided to breeders, advancement of programs and 

services, and a more unified resource allocation (National Swine Registry, 2018).  

The rich history of each respective breed association making up the NSR can be 

dated back to the 1800’s (National Swine Registry, 2018). In the early years of the United 

States seedstock industry, it was common for producers to raise one breed (National 

Swine Registry, 2018). As the seedstock industry progressed, producers began 
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maintaining several breeds on their farms to meet the demands of commercial producers 

(National Swine Registry, 2018). Therefore, producers became involved with more than 

one purebred organization (National Swine Registry, 2018). Refinement of commercial 

clients also increased alongside this trend increase in the 1970s and 1980s (National 

Swine Registry, 2018). The increase in production diversity and commercial clients 

created a higher demand on seedstock producers (National Swine Registry, 2018). This 

increase led to a greater need for the diverse services offered by breed organizations 

(National Swine Registry, 2018).  

The NSR mission, as stated in its Long-Range Strategic Plan, is to “enhance the 

value of pedigreed swine, maintain breed integrity, and provide relevant member 

education and youth development experiences” (Ochsner, 2019, p. 3). The Long-Range 

Strategic Plan also states the NSR vision is: “to be recognized as the global leader in 

providing pedigree services, marketing platforms and educational resources that support 

members in promoting and merchandising documented swine genetics” (Ochsner, 2019, 

p.3).  

The NSR offers two membership types: Senior Life Membership and Junior 

Membership (National Swine Registry, 2018). Both membership types have 

subclassifications of active and inactive (National Swine Registry, 2018). To qualify as a 

senior life member, an individual must be at least 21 years of age and a resident of the 

United States, or a corporation incorporated under United States law (National Swine 

Registry, 2018). Those under the age of 21 qualify for junior membership (National 

Swine Registry, 2018). 
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As an avenue of communication to the senior and junior membership, the NSR 

has published approximately four issues of the Seedstock EDGE per year since 2012 

(National Swine Registry, 2018). The NSR also maintains communication with their 

membership through digital media platforms including Facebook, Twitter, Instagram, 

Snapchat, TikTok, LinkedIn, and the NSR Weekly Newsletter. The NSR has a Marketing 

and Communications Manager, who is responsible for the various communication tools 

used to connect with its membership (National Swine Registry, 2018). 

Need for the Study 

Throughout the organization’s 19 years in business, membership evaluation has 

been limited. A Long-Range Strategic Plan was created in 2017 to improve services 

provided to the membership. The Marketing and Communications Manager at the NSR 

expressed a need to self-audit the organization’s communication channels. Developing 

and executing a membership evaluation is an effective way for the organization to self-

audit the strategic plan and the communication channels (Barnhart, 2020). 

Statement of the Problem 

Along with services such as litter registrations and performance pedigrees, the 

NSR provides breed promotion and marketing assistance to its membership (National 

Swine Registry, 2018). The Long-Range Strategic Plan, created in 2017, is the first 

document for the organization to highlight its mission and vision. NSR leadership is 

eager to learn if the current communication channels are helping the organization make 

progress on this long-term plan. In addition, as technology has advanced and various 

communication channels have surfaced, the NSR leadership is interested in learning if the 

communication channels of the organization are meeting the needs of the membership 
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and advancing the mission and vision of the organization (NSR, personal 

communication). 

Purpose of the Study 

The purpose of this study was to gauge digitally-engaged NSR members’ 

perspectives of the organization’s communication channels and provide NSR more 

knowledge about its digitally-engaged membership. Specifically, this study sought to 

determine members’ communication preferences, reasons for following digital media 

channels, and suggested enhancements for the organization’s current communication 

channels. 

Research Objectives 

The following objectives were developed to accomplish the purpose of this study: 

1. Describe personal demographics (age, gender, ethnicity, education, 

location, and involvement in the swine industry) of digitally-engaged 

NSR members. 

2. Describe digital media use of digitally-engaged NSR members. 

3. Determine content the digitally-engaged membership find most 

beneficial, suggestions for improvement, and common reasons for 

following the organization’s communication channels. 

4. Identify audience persona characteristics of digital media channels 

used by digitally-engaged NSR members. 
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Limitation of the Study 

This study sought the perspective of digitally-engaged members; therefore, results 

of this research should only be generalized within the population of those who chose to 

participate in this study. 

Definition of Terms 

The following terms were defined for use in this study: 

Digital media – “information shared through a digital device or screen” (Copy Press, 

2023). 

Pedigree livestock – animals who have maintained genetics from the same breed 

(Collins dictionary, 2019). 

Seedstock – pedigreed livestock maintained for breeding purposes (Collins dictionary, 

2019). 

Litter – “the baby pigs born to a sow at one time” (Pork Check Off, 2016). 

Digital engagement – refers to all interactions your customer or membership have with 

your brand through digital media (Team, 2023). For the purpose of this study, we used 

the term ‘digitally-engaged’ to describe members who interact with the organization’s 

digital media channels by opening emails from the NSR. 

Audience Persona – a fictional, detailed description of an organization’s target audience 

based on research of the existing or desired audience (McLachlan, 2021). 

Digital Media Audit – reviewing current social media practices to identify growth, 

opportunities, and improvements (Barnhart, 2020). 
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Basic Assumptions 

Three assumptions were made for this study. First, although recipients may not 

have access to the internet, it was assumed respondents do. Next, it was assumed 

respondents reported accurate personal demographics (age, race, gender, education level, 

geographic location, and swine industry involvement/experience). Finally, it is also 

assumed respondents reported true and honest opinions regarding their preferences, 

understanding, and suggested enhancements of the organization’s current communication 

channels (Instagram, Twitter, Facebook, and the Seedstock EDGE).
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CHAPTER II 
 

 

REVIEW OF LITERATURE 

Overview 

 This chapter summarizes the Uses and Gratifications Theory, describes the history 

of the theory, and reviews literature in the agricultural communications discipline using 

the theory. This chapter also reviews literature related to digital media, communication 

channels in agriculture, livestock producer communication channel preferences, and an 

overview the swine industry. 

Theoretical Framework 

This study focused on understanding the preferences and media usage of an 

agricultural organization’s membership through the use of survey methodology. The Uses 

and Gratification theory guided this study. An audience-focused approach to research, the 

Uses and Gratification theory elaborates on the satisfaction a consumer receives when 

their needs are fulfilled from their media use (Katz et al., 1973). This theory attempts to 

understand and explain how individuals use communications to achieve their goals and 

obtain satisfaction, also known as gratification (Katz et al., 1973). The theory implies 

individuals use distinct media channels for unique results or gratifications (West & 

Turner, 2018). An individual’s intentional evaluation of distinct media channels to obtain 

desired results and gratifications deems them active consumers in the context of this 
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theory (West & Turner, 2018). 

Theorists who developed the Uses and Gratifications Theory believed: (a) As 

much as researchers focused on the intentions behind communication channels, the needs 

of desired audiences deserve an equal amount of focus; and (b) in the context of 

traditional communication effects, audience requirements should be treated as intervening 

variables (Katz et al., 1973). Five assumptions have been formed regarding Uses and 

Gratifications: 1) audiences are active and goal-oriented, 2) the connection between needs 

and media choice can only be connected through the audience, 3) media channels 

compete with other communication sources to meet consumer needs, 4) individuals 

maintain enough self-awareness of their interests, needs, and motives to elaborate their 

usage to researchers, and 5) value judgements should not be considered by the researcher, 

rather identified by the audience on their own terms (Katz et al., 1973). 

Originally, the theory only included the gratifications gained through using media 

(Katz et al., 1973). As it developed, the theory considered consumers’ needs they were 

attempting to satisfy through the use of media (Katz et al., 1973). Rather than just what 

consumers were getting out of media, Uses and Gratifications also considers what 

consumers desire from media (Katz et al., 1973). Katz et al. (1973) suggests five possible 

desired gratifications for a consumer’s media usage: (a) relax and relieve stress (b) gain 

information or be educated, (c) enhance social interaction (d) affirmation and 

reinforcement, and (e) opportunity. There are several possible desired gratifications an 

audience can obtain from media channels, and it is important to note consumers can 

obtain more than one gratification from a single media channel (Katz et al., 1973).  
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The desired gratification of relaxation and relieving stress indicates consumers 

use media to escape the stresses of everyday life (Katz et al., 1937). Gaining information 

or being educated from the media shows consumers use media as a primary source of 

information on social situations, industry news, etc. (Katz et al., 1973). Enhancing social 

interaction through media implies consumers use media to interact with a wider range of 

organizations or individuals (Katz et al., 1973). Using media for affirmation and 

reinforcement indicates consumers value societal opinions and gain support through 

media (Katz et al., 1973). Media allows the consumer to be informed of a broader field of 

opportunities, which draws those consumers to the media (Katz et al., 1973). 

History of Uses and Gratifications Theory 

 Mass Society Theory is viewed as the beginning of Uses and Gratifications 

Theory (West & Turner, 2018). Mass Society Theory is “the idea that average people are 

helpless victims of powerful mass media” (West & Turner, 2018, p. 388). The theory was 

discredited when researchers realized audience members were not always affected by 

media, and when they were, the message was not universal but rather circumstantial to 

each member (West & Turner, 2018). As mass society theory became discredited, the 

limited effects theory began to replace researchers’ focus with two approaches: individual 

differences perspective and social categories model (West & Turner, 2018). The 

individual differences perspective noted an individual’s intelligence and self-esteem 

influences the media’s power (West & Turner, 2018). The social categories model states 

associations and group affiliations limit the media’s power (West & Turner, 2018). These 

approaches suggest audience members have little to no control over how media messages 

will impact them and how they interpret the messages (West & Turner, 2018). Uses and 
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Gratifications Theory was developed in response to the lack of understanding of audience 

viewpoints of media (West & Turner, 2018). 

An interest in uses and gratifications dates back to the beginning of mass 

communication research in the 1940s (Katz et al., 1973). Listening to soap operas, music 

on radios, newspaper readings, and children’s interests in comics were the primary foci in 

of the first studies using the Uses and Gratifications Theory (Katz et al., 1973). Lasswell 

(1948) was the first to propose a four-functional interpretation of media including: 

surveillance, correlation, entertainment, and socialization (Katz et al. 1973). Wright 

(1960) later expanded on this interpretation of media (Katz et al., 1973). Surveillance 

refers to information concerning societal events; correlations refers to interpretation of 

events and the reactions; entertainment refers to communications intending to amuse the 

consumer; and socialization refers to social norms, information, and values from one 

generation to another (Wright, 1960). McQuail, Blumler, and Brown (1972) found this 

range did not adequately encompass the entirety of functions from Uses and 

Gratifications, leading them to create their own list: diversion, personal relationships, 

personal identity, and surveillance (Katz et al., 1973). Diversion includes an escape from 

routines, problems, and an emotional release; personal relationships include 

companionship and social utility; personal identity includes examining one’s reality and 

values (Katz et al., 1973). 

Uses and Gratifications in Agricultural Communications 

 Indicated by Perse (2014), the Uses and Gratifications Theory serves as the 

theoretical framework in the majority of communications research across all disciplines 

(West & Turner, 2018). Currently, the theory is evolving to adapt to the advancement of 
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online media channels (West & Turner, 2018). The agricultural industry has evolved with 

the advancements of online media channels, and with that, Uses and Gratifications has 

been used to guide research in agricultural communications.  

Trissel et al. (2014) used the Uses and Gratifications theory to guide their study 

focusing on Interscholastic Equestrian Association (IEA) members perceptions of the 

organization’s magazine. Respondents were self-aware, meaning they understand their 

desired needs and identified how the IEA magazine fulfilled those needs (Trissel et al., 

2014). Fulton et al. (2015) undergirded their study with the Uses and Gratifications 

theoretical framework to identify Oklahoma Farm Bureau Young Farmers and Rancher 

leader’s perceptions of the organization’s magazine. Respondents were comfortable with 

individual characteristics and sections of the magazine, allowing them to fulfill their 

needs through those sections (Fulton et al., 2015). Underwood et al. (2022) studied the 

desired uses and gratifications of beef cattle producers in the United States relating to 

beef breed association publications. This study found the majority of beef cattle breed 

association magazine readers sought to obtain information useful in advancing their 

respective breed (Underwood et al., 2022). 

Although the Uses and Gratifications Theory has been used to understand 

perceptions of print communications, studies have also used this theory to examine online 

media. Shaw et al. (2015) used the theory to study social media channels used by 

American farmers and ranchers. This study found respondents used Facebook and 

websites for personal needs and other channels, such as Twitter or blogs, for business 

related needs (Shaw et al. 2015). Carter et al. (2019) used the Uses and Gratifications 

Theory to identify the gratifications Illinois farmers hoped to gain through the use of 
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Facebook. This study found Illinois farmers “seek and obtain gratifications from 

Facebook” (Carter et al., 2019, p. 87). 

Digital Media 

 Fox et al. (2016) describes social media as “a new form of communication that 

leverages the Internet to create online or virtual communities,” (par. 1). Social media sites 

differ in the purposes they serve (Verduyn et al., 2017). Facebook, Twitter, Instagram, 

and LinkedIn are the most popular social media platforms (Verduyn et al., 2017). Social 

media platforms have different purposes and modes of communication (Verduyn et al., 

2017). Facebook and LinkedIn are primarily used for business and leisure purposes, and 

Instagram and Twitter are centered around text or image-based communication (Verduyn 

et al., 2017). Study has shown two-thirds of adults use social media to receive news 

reports (Fox et al., 2016). 

 Whiting and Williams (2013) found 10 gratifications for using social media: 

social interaction, information seeking, pass time, entertainment, relaxation, expression of 

opinions, communicatory utility, convenience utility, information sharing, and 

surveillance/knowledge about others. Maintaining relationships with family, friends, 

colleagues, etc. falls under social interaction with media (Whiting & Williams, 2013). 

Using social media to learn new skills or facts, obtain information related to events, doing 

research on business, etc. falls under information seeking (Whiting & Williams, 2013). 

Using social media to pass the time often looks like scrolling social media leisurely 

(Whiting & Williams, 2013). Playing games, watching videos, or viewing content for 

pleasure is using social media for entertainment (Whiting & Williams, 2013). 
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 Using a platform to escape reality and stress is an example of using social media 

for relaxation (Whiting & Williams, 2013). Commenting, liking, sharing posts, and 

venting is using social media to express opinions or feelings (Whiting & Williams, 2013). 

Using social media for “communicatory utility” means consumers use a platform as a 

topic of conversation or gossip amongst friends (Whiting & Williams, 2013). 

Convenience utility means social media is the quickest and easiest way to obtain 

information (Whiting & Williams, 2013). Information sharing describes using social 

media to share information about yourself with others (Whiting & Williams, 2013). 

Using social media for surveillance or knowing about others indicates a consumer uses a 

platform to stay informed on another’s day-to-day activities (Whiting & Williams, 2013).  

Understanding communication channel preferences and uses is important for an 

organization to tailor content to its target audience (Diekmann & Batte, 2009). Producers 

have more access to information than ever before through adapting to advances in 

technology and information (Diekmann & Batte, 2009). Information must be relevant and 

presented in the most desirable form for consumers to find it valuable (Diekmann & 

Batte, 2009). Social media allows an organization to disseminate information to a broader 

target audience, expanding past its typical audience (Fox et al., 2016). Diekmann et al. 

(2009) found agriculture producers seek information based on their communication 

channel preferences. Producers use communication channels for three primary reasons: 

gather information, gather knowledge relating to production practices for future use, and 

simple satisfaction (Diekmann et al., 2009). 
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User Demographics 

 Dixon (2023b) reported 238 million adults in the United States used Facebook in 

2021. Seventy-seven percent of United States Facebook users were between the ages of 

30 – 49 (Dixon, 2022a). The majority, 77%, of United States Facebook were women 

(Dixon, 2022c) and 73% had at least one college degree or more (Dixon, 2022b).  

Dixon (2023) reported 159.75 million United States Instagram users in 2021 

(Ruby, 2023). The majority of Instagram users, 77.7%, were between the ages of 18 – 44 

(Ruby, 2023). The gender demographics of Instagram users were closely divided with 

50.7% males and 49.3% females (Ruby, 2023). 

Dixon (2023a) reported 40 million United States Twitter users in 2021. The 

majority of Twitter users, 69%, fell between the ages of 18 – 49 (Dixon, 2022d). Twenty-

five percent of Twitter users were male (Dixon, 2022e) and 33% had at least one college 

degree or higher (Dixon, 2022f). 

Communication Channels in Agriculture 

 With ever evolving technology comes new opportunities for advancing 

information dissemination and diversifying the channels agricultural communicators use. 

Lamm et al. (2019) studied the relationship between demographic characteristics and 

communication channel preferences, providing practical resources for communicators 

among the agriculture and natural resources (ANR) community (Lamm et al., 2019). Web 

pages and blogs were the most preferred communication channels for ANR industry 

members (Lamm et al., 2019). The study also found Facebook groups to be more 

“audience-specific” and Twitter to be the least preferred communication channel (Lamm 

et al., 2019, p. 13). 



15 
 

 Understanding what communication channels agriculturalists use to obtain 

information is critical for agricultural communicators (Scott et al., 2020). A study was 

conducted to understand Oklahoma wheat producers’ communication channel 

preferences for obtaining production practice information (Scott et al., 2020). Oklahoma 

producers preferred a combination of print and digital media channels for production 

practice information (Scott et al., 2020). The study’s findings suggest using a variety of 

communication channels when disseminating production practice information to industry 

members (Scott et al., 2020, 58). 

Livestock Producer Communication Channel Preferences 

 Little research has examined swine producer preferences regarding 

communication channels. Various studies have sought to understand beef cattle producer 

perceptions of communication channels. Norton et al. (2009) sought to understand Angus 

Journal reader perceptions of the publication and their suggestions for potential 

improvements. Readers desired information about technologies and herd improvement 

(Norton et al., 2009). They preferred print forms of publication over digital (Norton et al., 

2009). Beef cattle producers preferred delivery methods for Extension and Outreach have 

also been examined (Diderikson et al., 2019). Researchers conducted interviews to 

understand beef cattle producer communication preferences (Diderikson et al., 2019). In-

person programs with hands-on demonstrations and take-home items were preferred by 

producers (Diderikson et al., 2019). Demographic characteristics, including scale of 

operation, segment, region, and experience, were influential on beef cattle producer 

communication preferences (Diderikson et al., 2019, p. 63). 
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 Underwood et al. (2022) studied the uses and gratifications of beef breed 

association magazines for beef producers. This study found beef producers used breed 

association magazines to learn more about many facets of the industry, such as news, 

events, improvement practices, technological advancements, etc. (Underwood et al., 

2022). Researchers also found a clear majority of respondents preferred to access their 

subscription of beef breed association magazines via print rather than digitally 

(Underwood et al., 2022). 

Digital Communication Channels 

 Technology advancements, such as social media, have made sharing information 

both rapid and efficient (Gillespie et al., 2011). Gillespie et al. (2011) explored the use 

and perceived credibility of social media as a communications tool within the agricultural 

industry. Livestock publications and the internet were the preferred sources of 

information for producers (Gillespie et al., 2011). Although social media was the 

producers least preferred source of information, 50% of the target population used social 

media, and of that 50%, the majority preferred to use Facebook to access beef industry 

information (Gillespie et al., 2011). Gillespie et al. found a potential for using 

technology, like social media, as an effective communication channel in the livestock 

industry (2011).  

 Tweeten et al. (2014) examined producer and consumer communication channel 

usage and preferences. This study concluded beef cattle producers and consumers in Iowa 

were not interested in obtaining industry information through social media (Tweeten et 

al., 2014). This study also found as producers’ needs changed, their communication 

channel preferences changed (Tweeten et al., 2014). 
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 Turk et al. (2013) evaluated equine industry member preferences for acquiring 

industry information via digital media (Turk et al., 2013). Individuals relied on multiple 

sources of media for information and expected a variety of information from those 

channels (Turk et al., 2013). Equine industry members spent minimal time on social 

media seeking industry information (Turk et al., 2013). Although this study supported the 

conclusion that digital media allowed industry members an opportunity to learn about 

new products or services within the industry, the findings also indicated social media 

platforms were not the best use of organizational resources (Turk et al., 2013).  

Swine Industry Overview 

The swine industry is often categorized into two sectors: commercial and show 

pig. The commercial sector focuses on producing high-quality pork for the general 

consumer (Nold, 2006). Show pig producers manage pigs to achieve maximum results in 

a show ring, often focusing on phenotypical features (Nold, 2006). Production practices 

are different for show pig producers and commercial producers, indicating desired 

information and gratifications can be different (Nold, 2006).  

The NSR is often thought of as an organization strictly governing show pig 

producers. However, in recent years purebred commercial registrations with the NSR 

have increased (Claeys, 2023). Claeys noted, “Global demand for pork continues to drive 

interest in commercial registrations and the Certified DUROC Pork Program has made 

big steps forward into becoming a viable branded product that can creditably enter the 

marketplace,” (2023, par. 2). In 2022, 13,692 litters were registered as show pigs, and 

3,432 litters were registered for commercial purposes (Claeys, 2023). Although the 
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organization primarily registers show pigs, the commercial sector has a presence in the 

purebred industry and the NSR (Claeys, 2023). 

The industry structure and producer numbers have shifted during the last 40 years 

(USDA, 2022). Large-scale production operations have declined by more than 70% and 

smaller, individual operations have increased (USDA, 2022). According to the 2012 

Census of Agriculture, 48,753 swine production operations had a herd size between 1 and 

199 (USDA, 2014a). The majority of production operations are located in the Midwest 

(USDA, 2022). Large production numbers have also been found in Oklahoma, Texas, and 

Eastern North Carolina (USDA, 2022). The 2012 Census of Agriculture reported farms 

with swine sales declined by 29% (USDA, 2014b). The 2012 Census of Agriculture also 

reported 83% of swine production operations were family or individually owned (USDA, 

2014b). 

Three types of swine producers are identified by the census: “independent 

growers raising hogs and pigs for themselves, contract growers raising hogs and pigs for 

someone else, and contractors using contract growers to raise some or all of their hogs 

and pigs,” (USDA, 2014b, para. 8). Independent producers accounted for 85% of total 

producers and contract producers accounted for 44% of total producers in the U.S. 

(USDA, 2014b). Producers may fall into more than one category depending on the 

structure of their operation. On average, herdsmen responsible for daily care of 

production operations specializing in swine were 51 years old (USDA, 2014b). The 2012 

Census of Agriculture reported most producers considered farming their primary source 

of income (USDA, 2014b). The 2012 Census of Agriculture also reported the majority of 

swine producers were male and between the ages of 45 and 64 (USDA, 2014b). 
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NSR Digital Media Users 

 The NSR maintained two Facebook pages, one for NSR and one for the National 

Junior Swine Association (NSR, personal communication). The majority, 51.6%, of the 

26,212 NSR Facebook page followers were male. The majority, 58.4%, of the NJSA 

23,878 Facebook page followers were female. The majority of followers for both 

Facebook pages fell between the ages of 25 – 54 (NSR, personal communication). The 

organization’s Facebook pages reached approximately 37,000 viewers. The NSR/NJSA 

Instagram page had 14,800 followers, and the NSR/NJSA Twitter account had 4,318 

followers. The NSR’s Events and Education Manager stated, “our organic posts get the 

most interactions. Because we are pushing so many deadlines and graphics, our 

engagement isn’t as high as pictures with kids showing, our youth spotlights, etc.,” (NSR, 

personal communication). 
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CHAPTER III 
 

 

METHODOLOGY 

Institutional Review Board 

Oklahoma State University utilizes the ethical principles outlined in the Belmont 

Report as guidance and direction for campus-based research (Oklahoma State University, 

2022). Student researchers conducting a study with human subjects are required to have 

their study reviewed and approved by the Institutional Review Board (IRB). This study 

was submitted for review by the IRB office at Oklahoma State University on February 

15, 2023, and was approved on February 16, 2023. The IRB assigned number for this 

study was IRB-23-71 (see Appendix A). 

Research Design 

This study used survey methodology to gauge member perspectives of the 

National Swine Registry (NSR) communication channels. Survey methodology was the 

most efficient way to analyze a digitally-engaged audience across the United States 

(Dillman, 2014). Members on the organization’s email list were assumed to have access 

to the internet. The questionnaire was distributed through the NSR’s email database and 

only accessible online.



21 
 

Population 

Creswell (2012) defined a target population as “a group of individuals with some 

common defining characteristic that the researcher can identify and study” (p. 142). The 

target population for this study included digitally-engaged adult members of the NSR and 

the NJSA. Members with active email addresses on the NSR email list and who open 

emails from the organization were considered digitally-engaged (NSR, personal 

communication). All study correspondence were distributed through the NSR’s email 

database. The target population consisted of the 4,180 members on the NSR email list 

and 8,149 members on the NJSA email list (NSR, personal communication). 

Instrumentation 

An instrument was designed and developed based on Dillman’s Tailored Design 

Method (TDM) (2014) to fulfill the objectives of this study (see Appendix B). A panel of 

experts was assembled to verify validity (see Appendix G), and a post hoc reliability 

analysis was conducted to analyze reliability of the instrument (Creswell, 2012). 

Instrument Design 

The TDM illustrates procedures for conducting self-administered surveys to 

generate high response rates and quality responses (Dillman, 2014). Qualtrics XM was 

used to ensure the instrument was designed appropriately, regardless of the web browser 

used to view it (Dillman, 2014). Qualtrics XM is a web-based survey software that allows 

researchers with minimal coding knowledge to design, construct, and publish a survey 

instrument and collect responses (Oklahoma State University, 2021). Oklahoma State 

University’s Ferguson College of Agricultural Sciences and Natural Resources provided 

this tool. 
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The instrument included 33 questions divided into four categories: 

communication channel engagement, desirable characteristics of the communication 

channels, suggested improvements for the communication channels, and demographics. 

Eight questions were designed to understand the memberships’ engagement with a 

selection of the organization’s communication channels (Facebook, Instagram, Twitter, 

and the Seedstock EDGE magazine). Twelve questions were designed to understand and 

allow members to express their preferences regarding the desirable characteristics of 

these communication channels. Six questions were designed to allow respondents to 

express suggested improvements for the communication channels. Seven questions were 

tailored to understanding membership demographics such as age, ethnicity, gender, 

education level, geographic locations, and swine industry involvement.  

An introductory page informing the participants of their rights and the purpose 

and benefits of this study was included. Participants were required to complete a 

participation agreement, sorting those who met the eligibility requirements to complete 

the instrument. Participants had to be 18 or older to participate in this study. At the 

conclusion of the original instrument, participants were taken to an additional 

questionnaire if they wanted to enter into a drawing for a digital subscription to the 

Seedstock EDGE magazine (see Appendix C). An existing instrument evaluating 

technology use and information preferences of digitally-engaged American Quarter 

Horse Association members guided the development of this instrument. (Turk et al., 

2013). 

An ‘if-then’ display logic was used throughout the instrument. Participants were 

asked to indicate if they used each of the NSR’s communication channels. If the 
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respondent chose ‘yes,’ a 5-point Likert-Type scale and three open-ended questions were 

populated. If the respondent chose ‘no,’ they were directed to the following 

communication channel. The 5-point Likert-Type scale questions evaluated respondents’ 

perceptions of the organization’s communication channels based on five adjectives 

identified by the Marketing and Communications Manager at the NSR. These adjectives 

were identified as the desired gratifications the Marketing and Communications Manager 

intends their digitally-engaged membership to glean from the communication channels. 

One opened-ended question sought to understand what content from each channel was 

most beneficial. One open-ended question sought to understand reasons for following the 

organization’s digital media channels. One open-ended question sought to identify 

suggested improvements for the various channels.  

Validity 

Validity ensures an instrument’s interpretation will align with its proposed use 

(Creswell, 2012). Responses from an instrument must be consistent and solid before they 

can be meaningful (Creswell, 2012). A panel of experts was gathered to evaluate the face 

and content validity of the instrument (Creswell, 2012). Face validity evaluated the visual 

representation of the instrument, the order of questions, and usability (Creswell, 2012). 

Content validity evaluated if the objectives were accurately measured through the 

questions of the instrument (Creswell, 2012). The panel of experts included an 

agricultural communications professor, an agricultural communications assistant 

professor, an animal science assistant professor, and a communications professional from 

the NSR. The panel of experts were chosen for their research knowledge, the agricultural 

communications industry, the seedstock industry, and communications within the 
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seedstock industry. The panel of experts reviewed and critiqued the instrument while 

providing improvement suggestions. Suggestions included word tightening, reordering 

questions, and some refinement of objective-related questions. 

Reliability 

Reliability is an internal measurement of consistency (Creswell, 2012). Deeming 

an instrument reliable is ensuring the responses are consistent across time and the 

instrument is measuring the objectives consistently (Creswell, 2012). To establish 

reliability, a post-hoc reliability analysis was conducted on the Likert-Type scaled items 

on the instrument. The Cronbach’s Alpha coefficients for the scaled items in the 

instrument ranged from .86 to .96. An instrument is deemed reliable with a Cronbach’s 

Alpha coefficient of at least .70 (Bonett & Wright, 2015). 

Data Collection 

The data collection process for this study was based on mixed methods suggested 

in Dillman’s TDM (2014). All email correspondence with participants was distributed 

through the NSR’s email database (see Appendix E). The instrument was available to the 

target population through a link to Qualtrics XM. Participation in the study was optional, 

and respondents were allowed to exit the survey at any point. The instrument took 

approximately 20 minutes to complete. The target population received four emails which 

included the link to Qualtrics XM instrument. The link to the instrument was live for one 

month following the date of the initial email. 

Using the NSR brand guidelines, graphics were created to remind digitally-

engaged members to check their email for the link to the instrument and posted on the 

organization’s Facebook and Instagram pages (see appendices E and F). Graphics were 
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designed for the NSR Facebook page, the NJSA Facebook page, and the NSR/NJSA 

Instagram page. Graphics were posted the same day email correspondence was sent out. 

Timeline & Budget 

Dillman’s TDM guided the timeline used to deliver the instrument (2014). The 

initial email sent on February 21, 2023, included a link to the Qualtrics XM instrument. 

The questionnaire remained open for one month. Throughout the month, there were three 

email reminders, one on February 28, 2023; one on March 7, 2023; and a final reminder 

the day the instrument closed on March 14, 2023. Graphics designed to remind digitally-

engaged members to check their emails were shared via the organization’s Facebook and 

Instagram pages in addition to the email correspondence. These graphics were posted the 

same day email correspondence was sent out. 

A self-administered questionnaire allows respondents to complete the instrument 

independently and at their own pace (Dillman, 2007). The NSR offered five free digital 

subscriptions to the Seedstock EDGE magazine to incentivize participants. As noted 

above, participants could follow an additional link at the end of the instrument to enter to 

win one of these digital subscriptions. Participants were asked to provide contact 

information to be considered for the drawing. Each participant was assigned a number, 

and a random drawing was done to determine the winners. The responses from this 

instrument were kept separately from the responses of the original instrument. Both 

instruments were anonymous with no time stamps, therefore the results were not used for 

interpretation. The drawing was completed, and winners were contacted, shortly after the 

conclusion of the study. 
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Data Analysis 

This study collected quantitative and qualitative data. Quantitative data was 

analyzed using the Statistical Package for Social Sciences (SPSS) software for Mac. The 

qualitative data was analyzed by coding responses for themes. Themes were created by 

evaluating responses and grouping them by like terms. 

 The first research objective was satisfied by describing the demographic 

frequencies of digitally-engaged NSR members. The second research objective was 

satisfied by evaluating frequencies of digitally-engaged members’ social media platform 

usage and NSR communication channel usage. The third research objective was satisfied 

by evaluating digitally-engaged members’ perceptions of the organization’s 

communication channels via Likert-Type scales. Research objective three was also 

satisfied by coding for themes around beneficial content, suggested improvements, and 

reasons for following the organization’s social media platforms. Themes were coded by 

analyzing responses to each open-ended question, grouping responses by commonalities, 

and creating over-arching themes based on commonalities. The fourth research objective 

was satisfied by cross-tabulating data between the personal demographics of digitally-

engaged members and digital media channel usage. Frequencies were analyzed from this 

crosstabulation to create audience personas.  

Response Rate 

The NSR email list had an open rate of 37% (n = 1,096) and the NJSA email list 

had an open rate of 39% (n = 2,512) (NSR, personal communication). The data collection 

process resulted in 103 responses, providing a response rate of 2.85%. Of those 103 
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responses, 18 were incomplete. The researcher deemed 85 responses complete and 

usable.
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CHAPTER IV 
 

 

FINDINGS 

Overview 

 This chapter provides the results of NSR members’ perspectives of the 

organization’s communication channels. It also provided the NSR with more knowledge 

about its membership, specifically related to members’ preferences, understanding, and 

suggested enhancements for the organization’s communication channels. Data was 

collected and analyzed to meet the following research objectives: 

1. Describe personal demographics (age, gender, ethnicity, education, 

location, and involvement in the swine industry) of digitally-engaged 

NSR members. 

2. Describe digital media use of digitally-engaged NSR members. 

3. Determine content the digitally-engaged membership find most 

beneficial, identify suggestions for improvement, and common reasons 

for following/subscribing to the organization’s communication 

channels. 

4. Identify audience persona characteristics of digital media channels 

used by digitally-engaged NSR members. 
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Research Objective One – Describe Personal Demographics of Digitally-Engaged 

NSR Members 

Research objective one sought to describe the personal demographics of digitally-

engaged NSR members. Seven questions identified digitally-engaged members’ age, 

gender, ethnicity, education, resident location, and involvement in the swine industry. 

Participants indicated their demographics based on ranges or terms used in the U.S. 

Census. Age ranges were divided into 10-year intervals, and most respondents (n = 33) 

were between the ages of 36 – 65. Participants were given the option to identify with a 

given gender or prefer not to say. The majority of respondents (n = 44) identified as male. 

Participants also had the option to identify with one of five ethnic groups or describe a 

group not listed. The majority of respondents (n = 62) identified as white. 

Participants chose from nine levels when indicating their highest level of 

education. The majority of respondents (n = 43) indicated having a higher level of 

education, either a 4-year degree or a master’s degree. Participants chose from four 

descriptions identified in the U.S. Census to categorize their residency. The majority of 

respondents (n = 57) identified living on a farm or ranch.  

Participants indicated whether they owned their own swine production operation 

or worked for someone else’s operation. The majority of respondents (n = 53) indicated 

they owned their swine production operation and ran it part-time as either a supplemental 

source of income or as a hobby. Most respondents also indicated they did not work for 

someone else’s swine production operation (n = 60). Table 1 illustrates the complete 

demographic responses of digitally-engaged NSR members. 
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Table 1 
Digitally-Engaged NSR Members' Demographics 
Demographics f % 
Age Range (n = 72)   

17 - 25 7 9.7% 
26 - 35 9 12.5% 
36 - 45 15 20.8% 
46 - 55 18 25.0% 
56 - 65 13 18.1% 
66+ 10 13.9% 

Gender (n = 71)   
Male 44 61.1% 
Female 27 37.5% 

Ethnicity (n = 72)   
American Indian or Alaska Native 3 4.2% 
Hispanic or Latino 2 2.8% 
White 62 86.1% 
Other 5 6.9% 

Highest level of education (n = 71)   
Less than high school 1 1.4% 
High school graduate 4 5.6% 
Some college 11 15.5% 
2-year degree 8 11.3% 
4-year degree 28 39.4% 
Master’s degree 15 21.1% 
Professional degree 1 1.4% 
Doctorate 3 4.2% 

Residency (n = 72)   
On a farm or ranch 57 79.2% 
In a rural area/small town (10,000 or less) 11 15.3% 
In a large town (10,000 - 50,000) 4 5.6% 

I own my own swine production operation… (n = 72)   
Full-time as my main source of income 7 9.7% 
Part-time as a supplemental source of income 34 47.2% 
Part-time as a hobby 19 26.4% 
I do not own and operate my own swine production operation 12 16.7% 

I work for someone else's swine production operation… (n = 71)   
Full-time as my main source of income 4 5.6% 
Part-time as a supplemental source of income 3 4.2% 
Part-time as a hobby 4 5.6% 
I do not work for someone else's swine production operation 60 84.5% 
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Research Objective Two – Describe Digital Media Use of Digitally-Engaged NSR 

Members 

 Research objective two sought to understand the digital media use of digitally-

engaged NSR members. Initially, participants were asked to indicate any social media 

platforms used. Six platforms were provided to choose from, and an option to indicate 

any not listed. The majority of respondents (n = 74) indicated using the Facebook 

platform. Table 2 illustrates the complete social media platform usage of digitally-

engaged NSR members. 

Table 2 
Digitally-Engaged NSR Member's Social Media Platform Usage 
Platforms f % 

Facebook 74 87.1% 
Instagram 36 42.4% 
Snapchat 32 37.6% 
TikTok 23 27.1% 
LinkedIn 17 20% 
Twitter 14 16.5% 
Other Social Media Outlets 6 8.2% 

 

Six yes or no questions were used to identify the percentage of digitally-engaged 

NSR members following the organization's digital communication channels. This study 

focused on the NSR Facebook page, the NJSA Facebook page, NSR/NJSA Instagram 

page, NSR/NJSA Twitter page, and the Seedstock EDGE. The majority of respondents 

indicated they followed the NSR and NJSA Facebook pages. Sixty-one respondents 

followed the NSR Facebook page, and 49 respondents followed the NJSA Facebook 

page. Most respondents also indicated not following the NSR/NJSA Twitter page or not 

having a Twitter account. Thirty-nine respondents did not follow the organization’s 
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Twitter page and 40 respondents did not have a Twitter. Table 3 illustrates the complete 

usage of the organization’s communication channels by digitally-engaged NSR members. 

Table 3 
Digitally-Engaged NSR Members' Usage of Organization's Digital Communication 
Channels 
NSR digital communication channels   f % 
NSR Facebook page (n = 84)    

Follow  61 72.6% 
Do not follow  12 14.3% 
Do not have a Facebook account  11 13.1% 

NJSA Facebook page (n = 83)    
Follow  49 59% 
Do not follow  23 27.7% 
Do not have a Facebook account  11 13.3% 

Seedstock EDGE (n = 85)    
Subscribed  41 48.2% 
Not subscribed  44 51.8% 

Instagram (n = 85)    
Follow  28 32.9% 
Do not follow  26 30.6% 
Do not have an Instagram account  31 36.5% 

Twitter (n = 85)    
Follow  6 7.1% 
Do not follow  39 45.9% 
Do not have a Twitter account   40 47.1% 

 

Research Objective Three – Determine Content the Digitally-Engaged Membership 

Find Most Beneficial, Suggestions for Improvement, and Reasons for Following 

Communication Channels 

Research objective three sought to identify what content the digitally-engaged 

membership found most beneficial, suggestions for improvement, and common reasons 

for following the organization’s digital media channels. The instrument used a 

combination of 5-point Likert-type scale questions and three open-ended questions to 

gain an understanding of the digitally-engaged members’ perceptions. 
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Likert-Type Scale 

 Five statements identified the digitally-engaged memberships’ perceptions of the 

organizations’ current communication channels. The NSR’s Marketing and 

Communications Manager identified these statements as the desired gratifications the 

organization intends its digitally-engaged membership receive from the communication 

channels. Participants rated their level of agreement for each statement on a 5-point 

Likert-type scale from strongly agree to strongly disagree. The scale begins with strongly 

agree at 5, somewhat agree at 4, neither agree nor disagree at 3, somewhat disagree at 2, 

and strongly disagree at 1. These questions were divided by each communication 

channel.  

The majority of participants indicated to ‘strongly agree’ or ‘somewhat agree’ the 

NSR/NJSA’s Instagram content was useful, appropriate, educational, informative, and 

engaging. Twenty-two respondents found the content useful, 25 found the content 

appropriate, 20 found the content educational, and 21 found the content informative and 

engaging. Table 4 illustrates the complete perceptions of the NSR/NJSA’s Instagram 

content from digitally-engaged NSR members. 

The majority of participants indicated to ‘strongly agree’ or ‘somewhat agree’ the 

NSR/NJSA’s Twitter content was useful, appropriate, educational, informative, and 

engaging. Four respondents found the content useful, educational, and informative, five 

found the content appropriate, and three found the content engaging. Table 5 illustrates 

the complete perceptions of the NSR/NJSA’s Twitter content from the digitally-engaged 

NSR membership. 
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Table 4 
Digitally-Engaged NSR Members' Perceptions of the NSR/NJSA's Instagram Content 

 
Strongly 

agree 
Somewhat 

agree 

Neither 
agree nor 
disagree 

Somewhat 
disagree 

Strongly 
disagree 

Perceptions f % f % f % f % f % 
I find the 
NSR/NJSA's 
Instagram content 
useful. (n = 27) 11 40.7% 11 40.7% 4 14.8% 1 3.7% 0 0% 
I find the 
NSR/NJSA's 
Instagram content 
appropriate. 
(n = 28) 17 60.7% 8 28.6% 2 7.1% 0 0% 1 3.6% 
I find the 
NSR/NJSA's 
Instagram content 
educational. 
(n = 27) 9 33.3% 11 40.7% 5 18.5% 2 7.4% 0 0% 
I find the 
NSR/NJSA's 
Instagram content 
informative. 
(n = 26) 10 11.8% 11 42.3% 3 11.5% 2 7.7% 0 0% 
I find the 
NSR/NJSA's 
Instagram content 
engaging. 
(n = 28) 8 28.6% 13 46.4% 4 14.3% 2 7.1% 1 3.6% 

 

The majority of participants indicated to ‘strongly agree’ or ‘somewhat agree’ the 

NSR’s Facebook content was useful, appropriate, educational, informative, and engaging. 

Fifty-nine respondents found the content useful and appropriate, 44 found the content 

educational, 55 found the content informative, and 43 found the content engaging. Table 

6 illustrates the complete perceptions of the NSR’s Facebook content from the digitally-

engaged NSR membership. 
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The majority of participants indicated to ‘strongly agree’ or ‘somewhat agree’ the 

NJSA’s Facebook content was useful, appropriate, educational, informative, and 

engaging. Forty-three respondents found the content useful, 41 found the content 

appropriate, 32 found the content educational and engaging, and 38 found the content 

informative. Table 7 illustrates the complete perceptions of the NJSA’s Facebook content 

from the digitally-engaged NSR membership. 

The majority of participants indicated to ‘strongly agree’ or ‘somewhat agree’ the 

Seedstock EDGE content was useful, appropriate, educational, informative, and engaging. 

Thirty-eight respondents found the content useful, 37 found the content appropriate, 34 

found the content educational, 36 found the content informative, and 33 found the content  

engaging. Table 8 illustrates the complete perceptions of the Seedstock EDGE content 

from the digitally-engaged NSR membership. 

Table 5         
Digitally-Engaged NSR Members' Perceptions of the NSR/NJSA's Twitter Content 

 
Strongly 

agree 
Somewhat 

agree 
Neither agree 
nor disagree 

Somewhat 
disagree 

  f % f % f % f % 
I find the NSR/NJSA's 
Twitter content useful. 
(n = 6) 2 33.3% 2 33.3% 2 33.3% 0 0.0% 
I find the NSR/NJSA's 
Twitter content 
appropriate. (n = 6) 2 33.3% 3 50.0% 1 16.7% 0 0% 
I find the NSR/NJSA's 
Twitter content 
educational. (n = 6) 2 33.3% 2 33.3% 1 16.7% 1 16.7% 
I find the NSR/NJSA's 
Twitter content 
informative. (n = 4) 1 25.0% 3 75.0% 0 0.0% 0 0.0% 
I find the NSR/NJSA's 
Twitter content 
engaging. (n = 6) 2 33.3% 1 16.7% 2 33.3% 1 16.7% 
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Table 6           
Digitally-Engaged NSR Members' Perceptions of the NSR Facebook Page Content 

 
Strongly 

agree 
Somewhat 

agree 

Neither 
agree nor 
disagree 

Somewhat 
disagree 

Strongly 
disagree 

Perceptions f % f % f % f % f % 
I find the NSR 
Facebook content 
useful. (n = 60) 28 46.7% 31 51.7% 1 1.7% 0 0.0% 0 0% 
I find the NSR 
Facebook content 
appropriate. (n = 60) 39 65.0% 20 33.3% 1 1.7% 0 0% 0 0.0% 
I find the NSR 
Facebook content 
educational. (n = 56) 20 35.7% 24 42.9% 10 17.9% 2 3.6% 0 0% 
I find the NSR 
Facebook content 
informative. (n = 58) 30 51.7% 25 43.1% 3 5.2% 0 0.0% 0 0% 
I find the NSR 
Facebook content 
engaging. (n = 56) 20 35.7% 23 41.1% 11 19.6% 1 1.8% 1 1.8% 

 

Table 7         
Digitally-Engaged NSR Members' Perceptions of the NJSA’s Facebook Page Content 

 
Strongly 

agree 
Somewhat 

agree 

Neither 
agree nor 
disagree 

Somewhat 
disagree 

Perceptions f % f % f % f % 
I find the NJSA Facebook 
content useful. (n = 44) 19 43.2% 24 54.5% 1 2.3% 0 0.0% 
I find the NJSA Facebook 
content appropriate. (n = 44) 22 50.0% 21 47.7% 1 2.3% 0 0% 
I find the NJSA Facebook 
content educational. (n = 40) 17 42.5% 15 37.5% 6 15.0% 2 5.0% 
I find the NJSA Facebook 
content informative. (n = 41) 19 46.3% 19 46.3% 3 7.3% 0 0.0% 
I find the NJSA Facebook 
content engaging. (n = 41) 14 34.1% 18 43.9% 7 17.1% 2 4.9% 
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Table 8         
Digitally-Engaged NSR Members' Perceptions of the Seedstock EDGE Content 

 
Strongly 

agree 
Somewhat 

agree 

Neither 
agree nor 
disagree 

Somewhat 
disagree 

Perceptions f % f % f % f % 
I find the Seedstock EDGE 
content useful. (n = 43) 17 39.5% 21 48.8% 4 9.3% 1 2.3% 
I find the Seedstock EDGE 
content appropriate. (n = 43) 23 53.5% 14 32.6% 4 9.3% 2 5% 
I find the Seedstock EDGE 
content educational. (n = 40) 15 37.5% 19 47.5% 4 10.0% 2 5.0% 
I find the Seedstock EDGE 
content informative. (n = 42) 18 42.9% 18 42.9% 4 9.5% 2 4.8% 
I find the Seedstock EDGE 
content engaging. (n = 42) 13 31.0% 20 47.6% 7 16.7% 2 4.8% 

 

Open-Ended Questions 

 Three open-ended questions gauged digitally-engaged members’ perceptions of 

the organizations’ current communication channels. Divided by channel, respondents 

described what content they find most beneficial, suggested improvements, and reasons 

for following the organization’s digital communication channels. 

Open-ended Questions: Benefits 

Two primary themes emerged from the 20 responses describing beneficial 

Instagram content: shows & events and deadlines. Twelve respondents noted content 

related to shows and events is most beneficial, including general information, dates, 

results, and winners. One respondent said, “information about the Southeast Regional,” 

and another said, “results from shows” is beneficial content. Five respondents indicated 

content relating to deadline reminders is most beneficial. The remaining respondents 

indicated content involving sales, scholarships, and pictures is most beneficial. 
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One primary theme emerged from the four responses related to beneficial Twitter 

content: shows and events. Four respondents noted content related to shows and events is 

most beneficial, including educational events, results, sires, and updates. One respondent 

said, “education events or happening around national shows – also promotion of the 

swine industry”; another said “show updates” is beneficial content. 

Two primary themes emerged from the 36 responses describing beneficial NSR 

Facebook content: shows and deadlines. Twenty-four respondents noted beneficial 

content is related to shows, including general information, results, schedules, sale 

information, and entries. One respondent said, “champion information at shows and sign-

up reminders,” and another said “show champions and sale toppers” is beneficial content. 

Four respondents indicated content focused on deadline information is most beneficial. 

One respondent said “NJSA deadlines and information,” and another said “reminders 

about entries” is beneficial content. The remaining respondents indicated the most 

beneficial content: all content, general announcements, updates, and information. 

Two primary themes emerged from the 31 responses noting beneficial NJSA 

Facebook content: shows & events and deadlines. Twenty respondents noted content 

related to shows and events is most beneficial, including general information, class 

listings and catalogs, dates, results, and breed information. One respondent said, 

“anything about junior shows or changes in rules”; another said “show and winner 

information” is beneficial content. Three respondents noted the content they find most 

beneficial from the NJSA’s Facebook page includes date and deadline information. The 

remaining respondents indicated the most beneficial content is all content and general 

information. 
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 Three primary themes emerged from the 26 responses indicating beneficial 

Seedstock EDGE content: breeder advertisements, shows, and articles. Six respondents 

noted content including breeder advertisements was most beneficial. One respondent 

said, “ads from breeders and feature articles,” and another said “producer advertising” 

content is beneficial. Ten respondents indicated content related to shows is most 

beneficial, including general information and results. One respondent said, “boars and 

show winnings,” and another said “sale and show results” is beneficial content. Eight 

respondents indicated articles are beneficial content, including breeder promotion, 

history and news, and youth spotlights. One respondent said, “history articles and 

industry news,” and another said “stories on breeders and breed history” was beneficial 

content. The remaining respondents noted all content from the Seedstock EDGE was 

beneficial. 

Open-ended Questions: Improvements 

Four primary themes emerged from the 16 responses suggesting improvements 

for the NSR/NJSA’s Instagram: education, membership engagement, shows, and general 

information. Five respondents noted educational content could be added for 

improvement, including quizzes, knowledge useful to those outside the industry, and fun 

facts. One respondent said the content “needs to be more educational if the NSR/NJSA 

would like to increase their following past just the members. Maybe including more 

educational content that could be useful for not only members but those outside of the 

swine industry. This could increase readership and engagement from other sectors 

respectively.” Another respondent said “more engagement such as educational quizzes” 

could help improve the content. 
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Five respondents indicated content focused on membership engagement could be 

added to improve the NSR/NJSA Instagram content, including breeder spotlights, 

boar/sow spotlights, youth membership spotlights, breed promotion, and ways to get 

involved. One respondent said, “more interaction with NJSA members – surveys – 

contests, etc.” could improve the content. Three respondents indicated content related to 

shows could be added for improvement, including breed winners, video updates, show 

programs, and judge interviews. One respondent said, “interviews with the judges” could 

improve the content. Three respondents noted content related to general information 

could be added for improvement. One respondent said, “how NSR is making 

improvements,” and another said, “services and what the money we are paying is going 

toward” could improve the content. 

Two respondents noted class results and sales content could be added to the 

NSR/NJSA’s Twitter account for improvement. Respondents said, “all class results,” and 

another said, “sales, what the littermates did and where they are. Sale prices and buyers. 

Add sales reports” could improve content. 

Three primary themes emerged from the 28 responses suggesting improvements 

for the NSR’s Facebook page: organization information, shows, and general information. 

Seven respondents noted content related to organization information could be added for 

improvement, including rule or classification updates, staff changes, updates, and 

interactions, services provided other than shows, and items up for discussion. One 

respondent said, “breed registry information, rule or classification updates,” another said, 

“more interaction with breeders, staff and activities,” and an additional respondent said, 

“more posts about what they do beside put on shows” could improve content.  
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Seven respondents indicated content related to shows could be added to the NSR’s 

Facebook page, including: preshow updates, results, contest information, more detailed 

sale reports, and promotion. One respondent said, “more detailed sales reports,” and 

another said, “promoting events more” could improve content. Eight respondents noted 

content focused on general information could be added for improvement, including links, 

educational materials, producer and purebred promotional pieces, and opportunities. 

One respondent said, “more education to help expand the show industry,” and another 

said, “more information about upcoming changes” could improve content. Six 

respondents indicated no content needs to be added to the NSR’s Facebook page for 

improvement. 

Three primary themes emerged from the 22 responses suggesting improvements 

for the NJSA’s Facebook page: shows, education, and general information. Five 

respondents noted content related to shows could be added for improvement, including 

broadcasts, entry numbers, judge information, videos, show preparation, and rules and 

regulations. One respondent said, “more show information, broadcasts, how many head 

entered, name judges, and profile them,” and another said, “more videos about shows, 

how to videos for showing/taking care of animals” could improve content.  

Four respondents indicated educational content could be added to the NJSA’s 

Facebook page, including contests, scholarship information, and promotional pieces. 

One respondent said the content can be “more educational to help expand the show 

industry.” Three respondents noted content focused on general information could be 

added for improvement, including industry professional Q & A, purebred promotion, and 

junior board take overs and spotlights. One respondent said, “more junior take overs, 
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more on the junior board, and member spotlights” could improve content. The remaining 

respondents indicated no content needs to be added to the NJSA’s Facebook page for 

improvement. 

Four primary themes emerged from the 25 responses offering suggested 

improvements to the Seedstock EDGE: breeder advertisements, articles, membership 

engagement, and education. Five respondents noted content related to breeder 

advertisements could be added for improvement. One respondent said, “it would be nice 

to see more breeder ads,” and another said “more producer advertising” could improve 

content. Eight respondents indicated content related to articles could be added to the 

Seedstock EDGE to improve it, including new technology, new techniques, 

spotlight/breeder articles, and fieldman reviews. One respondent said, “better people 

articles that include more variation in breeders’ selection and breeding programs,” and 

another said, “more breeder thoughts on subjects, ideas about the industry, and 

incorporate more industry allies” could improve content.  

Four respondents noted content related to membership engagement could be 

added to improve the Seedstock EDGE, including youth stories and promotional pieces. 

One respondent said, “more personal pages with stories from children with their 

livestock,” and another said “the promotion of production hogs” could improve content. 

Three respondents noted educational content could be added for improvement. One 

respondent said, “more educational information for the new or beginning showman or 

swine breeder” could improve content. The remaining respondents indicated no content 

needs to be added for improvement. 

 



43 
 

Open-ended Questions: Reasons for Following Digital Media Channels 

 One primary theme emerged from the 18 responses providing reasons for 

following the NSR/NJSA’s Instagram page: updates and current information. 

Respondents noted the primary reason for following the organization’s Instagram account 

is to stay up to date on current events and obtain industry information and details for 

upcoming events. One respondent said their reason for following is “it is a great way to 

keep up to date on NJSA happenings. I find it useful to stay updated on some of the NSR 

happenings and on how some individuals are placing/selling across the country.” Another 

respondent said their reason for following was “to be aware of when entries and 

registrations for events, conferences etc. open and close,” and another said, “to stay in the 

loop with what is happening at the NSR and get fun content.” 

One primary theme emerged from the five responses providing reasons for 

following the NSR/NJSA’s Twitter page: shows. Respondents indicated the primary 

reason for following the organization’s Twitter account is to access show results and 

information. One respondent said they follow the organization’s Twitter account “for 

updates for national shows or information,” and another said, “for show results.” 

Two primary themes emerged from the 41 responses noting reasons for following 

the NSR’s Facebook page: informational updates and shows. Twenty-one respondents 

noted informational updates are the primary reasons for following. One respondent said 

they follow because “Facebook is my main social media and I like to keep up to date on 

events,” and another said, “to find out NSR related information.” Seventeen respondents 

indicated they follow for show information content, including results, deadlines, and 

catalog orders. One respondent said they follow so they are “aware of information about 
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upcoming shows,” and another said they have “followed it for years for show 

information.” 

 Two primary themes emerged from the 30 responses indicating reasons for 

following the NJSA’s Facebook page: shows and current updates. Sixteen respondents 

noted following for content related to show information, including results, deadlines, and 

general information. One respondent said they follow “for updates for the activities for 

national shows or content,” and another said, “to get show information and stay in the 

know. Along with I enjoy the content.” Thirteen respondents indicated following for 

content related to current updates, including general organization updates and deadlines. 

One respondent said they follow “to get the latest information fact,” and another said, “to 

keep up with the NJSA news.” 

Research Objective Four – Identify Audience Persona Characteristics of Digital 

Media Channels Used by Digitally-Engaged NSR Members 

Research objective four sought to identify audience persona characteristics of 

digital media channels used by digitally-engaged NSR members. Crosstabulation 

evaluated the age range, gender, education level, residence location, and industry 

involvement of digitally-engaged NSR members related to their engagement with the 

digital media channels used by the NSR.  

The majority of digitally-engaged NSR members who use Instagram identify as 

female (n = 16) between the ages of 46 – 55 (n = 10). These respondents had a 4-year 

degree as their highest level of education (n = 15) and lived on a farm or ranch (n = 25). 

The majority of these respondents owned their own swine operation part-time as a 

supplemental source of income or as a hobby (n = 22). The majority of respondents also 
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indicated they did not work for someone else’s swine production operation (n = 27). 

Table 9 illustrates typical audience persona characteristics of digitally-engaged NSR 

members who use Instagram. 

The majority of digitally-engaged NSR members who use Facebook identify as 

male (n = 35), between the ages of 36 – 65 (n = 39). These respondents indicated having 

a 4-year degree or master’s degree (n = 37) and living on a farm or ranch (n = 49). The 

majority of these respondents own their own swine operation part-time as a supplemental 

source of income or as a hobby (n = 55). The majority of respondents also indicated they 

did not work for someone else’s swine production operation (n = 51). Table 10 illustrates 

typical audience persona characteristics of digitally-engaged NSR members who use 

Facebook. 

The majority of digitally-engaged NSR members who use Twitter identify as 

male (n = 9), between the ages of 36 – 55 (n = 11). These respondents indicated having a 

4-year or master’s degree (n = 7) and living on a farm or ranch (n = 10). The majority of 

these respondents own their own swine operation part-time as a supplemental source of 

income (n = 8). The majority of respondents also indicated they did not work for 

someone else’s swine production operation (n = 11). Table 11 illustrates typical audience 

persona characteristics of digitally-engaged NSR members who use Twitter. 
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Table 9 
Digitally-Engaged NSR Members' Demographics Related to Instagram Use 

  

Members who use 
Instagram 
(n = 30) 

Demographics f % 
Age Range   

17 - 25 5 16.6% 
26 - 35 6 20.0% 
36 - 45 6 20.0% 
46 - 55 10 33.3% 
56 - 65 2 6.7% 
66+ 1 3.3% 

Gender   
Male 14 46.6% 
Female 16 53.3% 

Education   
High school graduate 2 6.7% 
Some college 5 16.7% 
2-year degree 3 10.0% 
4-year degree 15 50.0% 
Master’s degree 5 16.7% 

Residency   
Farm or ranch 25 83.3% 
Rural area/small town (less than 10,000) 4 13.3% 
Large town (10,000 - 50,000) 1 3.3% 

I own my own swine production operation…   
Full-time as my main source of income 4 13.3% 
Part-time as a supplemental source of income 13 43.3% 
Part-time as a hobby 9 30% 
I do not own and operate my own swine production operation 4 13.3% 

I work for someone else's swine production operation…   
Full-time as my main source of income 1 3.3% 
Part-time as a supplemental source of income 1 3.3% 
Part-time as a hobby 1 3.3% 
I do not work for someone else's swine production operation 27 90% 
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Table 10 
Digitally-Engaged NSR Members' Demographics Related to Facebook Use 

  

Members who use 
Facebook 
(n = 61) 

Demographics f % 
Age Range   

17 - 25 5 8.2% 
26 - 35 9 14.8% 
36 - 45 13 21.3% 
46 - 55 16 26.2% 
56 - 65 10 16.4% 
66+ 8 13.1% 

Gender   
    Male 35 57.4% 

Female 25 41.0% 
Prefer not to share 1 1.6% 

Education   
    High school graduate 4 6.6% 

Some college 11 18.0% 
2-year degree 6 9.8% 
4-year degree 24 39.3% 
Master’s degree 13 21.3% 
Professional degree 1 1.6% 
Doctorate 2 3.3% 

Residency   
    Farm or ranch 49 80.3% 

Rural area/small town (less than 10,000) 8 13.1% 
Large town (10,000 - 50,000) 4 6.6% 

I own my own swine production operation… (n = 60)   
    Full-time as my main source of income 6 10.0% 

Part-time as a supplemental source of income 29 48.3% 
Part-time as a hobby 16 26.7% 
I do not own and operate my own swine production operation 10 16.7% 

I work for someone else's swine production operation… 
(n = 60)   

    Full-time as my main source of income 3 5% 
Part-time as a supplemental source of income 2 3.3% 
Part-time as a hobby 4 6.7% 
I do not work for someone else's swine production operation 51 85% 
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Table 11 
Digitally-Engaged NSR Members' Demographics Related to Twitter Use 

  
Members who use 
Twitter (n = 13) 

Demographics f % 
Age Range   

17 - 25 1 7.7% 
26 - 35 1 7.7% 
36 - 45 4 30.8% 
46 - 55 7 53.9% 

Gender   
Male 9 69.2% 
Female 4 30.8% 

Education   
High school graduate 2 15.4% 
Some college 2 15.4% 
2-year degree 1 7.7% 
4-year degree 4 30.8% 
Master’s degree 3 23.1% 
Doctorate 1 7.7% 

Residency   
Farm or ranch 10 76.9% 
Rural area/small town (less than 10,000) 1 7.7% 
Large town (10,000 - 50,000) 2 15.4% 

I own my own swine production operation…   
Full-time as my main source of income 2 15.4% 
Part-time as a supplemental source of income 8 61.5% 
Part-time as a hobby 2 15.4% 
I do not own and operate my own swine production operation 1 7.7% 

I work for someone else's swine production operation…   
Full-time as my main source of income 1 7.7% 
Part-time as a hobby 1 7.7% 
I do not work for someone else's swine production operation 11 84.6% 

 

. 
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CHAPTER V 
 

 

CONCLUSIONS & RECOMMENDATIONS 

Overview 

This chapter provides a summary of the findings listed in Chapter IV, based on 

the responses of digitally-engaged NSR members. Conclusions and discussions are 

provided by objective, and recommendations for practice and future research are based 

on the findings related to each objective. Due to the response rate, these findings and 

conclusions are only generalizable to the 85 respondents of this study. 

The Long-Range Strategic Plan, created in 2017, was the first document for the 

organization to highlight its mission and vision. NSR leadership is eager to learn if the 

current communication channels are helping the organization progress, meet the needs of 

the membership, and advance the mission and vision of the organization (NSR, personal 

communication). This study aimed to gauge the NSR members’ perspectives of the 

organization’s communication channels. It also provided the NSR with more knowledge 

about its membership, specifically related to members’ preferences, understanding, and 

suggested enhancements for the organization’s communication channels. The following 

objectives guided this study: 

1. Describe personal demographics (age, gender, ethnicity, education, 

location, and involvement in the swine industry) of digitally-engaged 

NSR members.
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2. Describe digital media use of digitally-engaged NSR members. 

3. Determine content the digitally-engaged membership find most 

beneficial, suggestions for improvement, and common reasons for 

following the organization’s communication channels. 

4. Identify audience persona characteristics of digital media channels 

used by digitally-engaged NSR members. 

Conclusions & Discussion 

Research Objective One – Describe Personal Demographics of Digitally-Engaged 

NSR Members 

 Research objective one sought to describe the personal demographics of digitally-

engaged NSR members. As previously discussed, participants indicated their age, gender, 

ethnicity, education level, resident location, and involvement in the swine industry. The 

NSR has a wide age range of digitally-engaged members, and the majority of respondents 

were white males with a higher level of education. Although the findings of this study did 

not indicate a definite age range, the majority of respondents being male aligns with the 

results of the 2012 U.S. Census of Agriculture (USDA, 2014b). The majority of 

respondents to this survey lived on a farm or ranch and owned their own swine 

production operation part-time as a supplemental source of income or hobby. The 

findings of this study did not align with the 2012 U.S. Census of Agriculture, which 

reported swine producers were most likely to consider farming as their primary source of 

income rather than a supplemental (USDA, 2014b). 
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Research Objective Two – Describe Digital Media Use of Digitally-Engaged NSR 

Members 

 Research objective two sought to understand the digital media use of digitally-

engaged NSR members. As previously discussed, participants indicated the social media 

platforms they used and which NSR digital communication channels they followed. 

Facebook was the most used platform by digitally-engaged NSR members. When 

obtaining information from the NSR, the digitally-engaged members were using both the 

organization's Facebook pages and the print publication, the Seedstock EDGE. Although 

these members were digitally-engaged, they primarily accessed their subscription to the 

Seedstock EDGE in print form. For the most part, digitally-engaged NSR members either 

do not have a Twitter account or do not follow the organization’s Twitter account.  

The findings of this study indicated Facebook to be the preferred communication 

channel, contradicting previous findings that indicated social media as an ineffective 

communication tool (Turk et al. 2013; Tweeten et al., 2014; Gillespie et al., 2011). 

Although the literature indicated social media was the least effective form of 

communication, Facebook was the preferred social media platform among beef 

producers, which aligns with the findings of the present study (Gillespie et al., 2011). 

Gillespie et al. (2011) indicated the potential for social media platforms to be an effective 

communication channel, supporting this study’s finding related to Facebook being the 

preferred communication channel. In addition, the finding of this study which indicated a 

preference to a print form of breed association publications aligns with Underwood et 

al.’s 2022 study.  
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Research Objective Three – Determine Content Digitally-Engaged Membership 

Find Most Beneficial, Identify Suggestions, and Common Reasons for Following 

 Research objective three sought to identify which features of the organization's 

communication channels the digitally-engaged membership found most beneficial, 

suggestions for improvement, and common reasons for following the organization's 

digital media channels. As previously discussed, Likert-type scales and open-ended 

questions measured perceptions and identified themes of benefits, improvements, and 

reasons for following. 

Preferences 

 The NSR’s digitally-engaged members found the content of the organization’s 

communication channels useful, appropriate, educational, informative, and engaging. 

This finding indicated respondents were using multiple platforms to gain information and 

obtained more than one gratification from a single channel. This finding supports the 

Uses and Gratifications Theory which indicated individuals use different sources of 

information to fulfill different needs (Katz et al., 1973; West & Turner, 2018). This 

finding also aligned with literature indicating livestock producers utilized various media 

sources for an array of information (Underwood et al., 2022). 

Benefits 

Respondents noted content related shows, including entry information, results, 

and deadline reminders, were the most beneficial content for each channel. Digitally-

engaged NSR members used multiple channels to seek gratification to be informed or 

educated. This finding supports the Uses and Gratifications Theory (Katz et al., 1973; 
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West & Turner, 2018). This finding also aligns with Whiting and Williams’ 2013 study 

and Underwood’s 2022 study.  

Improvements 

 Respondents suggested the addition of educational content, show information, and 

organizational information to improve content. Digitally-engaged members indicated 

they wanted to see more educational content across all platforms. Although these 

members indicated they found the current content educational, they wanted more content 

related to education, such as contest preparation and fun facts. These members also 

indicated they wanted more information about shows. Although content related to show 

information was found to be beneficial, members wanted to see more results, class 

postings, and detailed reports shared across all platforms rather than limited results. The 

last suggested improved for content was the inclusion of organizational information. 

Members expressed an interest in learning what additional services and events the 

organization offers aside from shows, and a desire for more staff involvement through the 

communication channels. 

The digitally-engaged membership was active and goal-oriented. They sought to 

be informed and educated, and gain social interaction from multiple channels to obtain 

desired gratifications. This finding supports the Uses and Gratifications Theory (Katz et 

al., 1973; West & Turner, 2018). This finding also aligned with Whiting and Williams’ 

2013 study and Underwood’s 2022 study.  

Reasons for Following 

 The two primary reasons respondents indicated for following the organization's 

digital communication channels were current information and show updates. Social 
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media channels were the quickest and easiest way to obtain current breed association 

information for digitally-engaged NSR members. Updates and results were the primary 

aspects of show information digitally-engaged members were searching for. Respondents 

were using digital media channels for convenience utility and obtaining gratification 

through seeking information. This finding supports the Uses and Gratifications Theory 

(Katz et al., 1973; West & Turner, 2018).This finding also aligns with Whiting and 

Williams’ 2013 study and Underwood et al.’s 2022 study. 

Research Objective Four – Identify Audience Persona Characteristics of Digital 

Media Channels Used by Digitally-Engaged NSR Members 

 Research objective four sought to identify audience persona characteristics of 

digital media channels used by digitally-engaged NSR members. As previously 

discussed, crosstabulation evaluated the age range, gender, education level, residence 

location, and industry involvement of digitally-engaged NSR members related to their 

engagement with select digital media channels used by the NSR. Audience personas 

allow the organization to tailor the content on each platform to its audience. 

 Each digital media channel has a unique audience persona. The typical, digitally-

engaged NSR member, Instagram user is a woman between the ages of 46 – 55 with a 4-

year degree. She lives on a farm or ranch and owns her own swine production operation 

part-time as a supplemental source of income. This finding aligns with Ruby’s 2023 

study. Figure 1 illustrates an audience persona for a digitally-engaged NSR member who 

uses the Instagram platform. 
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Figure 1 

Audience Persona for Instagram Users 

 

Note. This figure illustrates the audience persona characteristics of a digitally-engaged 
NSR member who uses the Instagram platform. Findings of this study identified 
individual audience persona characteristics. 
 

 The typical digitally-engaged NSR member, Facebook user is a male with a 4-

year or master’s degree. He lives on a farm or ranch and owns his own swine production 

operation part-time as a supplemental source of income. The age range of digitally-

engaged NSR members who use Facebook varies. This finding contradicts Dixon’s 2022c 

study but aligns with his 2022b study. This finding also aligned with the Facebook 

demographics provided by the NSR. Figure 2 illustrates an audience persona for a 

digitally-engaged NSR member who uses the Facebook platform. 

The typical NSR member, Twitter user is a male between the ages of 36 – 55 with 

a 4-year or master’s degree. He lives on a farm or ranch and owns his own swine 

production part-time as a supplemental source of income. This finding aligned with 
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Figure 2 

Audience Persona for Facebook Users 

 

Note. This figure illustrates the audience persona characteristics of a digitally-engaged 
NSR member who uses the Facebook platform. Findings of this study identified 
individual audience persona characteristics. 
 

Dixon’s 2022e and 2002f studies. Figure 3 illustrates an audience persona for a digitally-

engaged NSR member who uses the Twitter platform. 

Recommendations 

Recommendations for Practice 

 Based on the literature review and data analysis, I have two primary 

recommendations for the NSR: conduct a digital media audit on all platforms and 

increase educational content across communication channels. Conducting a digital media 

audit on all platforms, coupled with the audience persona characteristics identified 

through this study, would allow the organization to evaluate the productivity of each 

platform further and gain a deeper understanding of digitally-engaged members  
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Figure 3 

Audience Persona for Twitter Users 

 

Note. This figure illustrates the audience persona characteristics of a digitally-engaged 
NSR member who uses the Twitter platform. Findings of this study identified individual 
audience persona characteristics. 
 

(Barnhart, 2020; McLachlan, 2021). This information would allow the organization to 

tailor content on each platform to individual audiences effectively (Barnhart, 2020; 

McLachlan, 2021). Results from this study indicated the organization’s Twitter page to 

be the least used communication channel. Conducting a digital media audit would 

provide more information on the effectiveness and usage of the platform, allowing the 

organization to decide whether or not to dissolve the account and consequently allocate 

time and resources to other communication channels. 

 Facebook was the preferred communication channel among digitally-engaged 

NSR members and the most used of the organization's five communication channels. The 

overall perceptions of both the NSR and NJSA Facebook page were similar. The 
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digitally-engaged members found similar content beneficial, had similar reasons for 

following both pages, and suggested similar improvements. A digital media audit on both 

Facebook pages may provide the information necessary to decide if consolidating the 

pages would benefit the organization. This audit would allow the NSR to evaluate if the 

same members follow both pages, and if using one, rather than two, would be ideal for its 

digitally-engaged members. The NSR/NJSA's Instagram page is currently combined. An 

audit of this page will help to understand the preferences of the digitally-engaged 

members and could be helpful in the decision to consolidate the Facebook pages. 

 Of the five adjectives evaluated via the Likert-Type scale to understand digitally-

engaged members' preferences, 'educational' had the least agreement. As stated in the 

organization's mission, the NSR strives to provide relevant member education. Most 

respondents expressed a desire for more educational content across all communication 

channels. The organization had a goal and desire from the digitally-engaged members for 

educational content. Increasing educational content across all communication channels 

could increase engagement and provide more gratification to the digitally-engaged 

membership of the NSR.   

 The organization could incorporate more video content across digital platforms to 

provide more educational materials. Short videos or 'reels' have increased in recent years. 

Capitalizing on this advancement would appeal to digitally-engaged members by staying 

current with trends. Including staff and organization members will make this content 

organic, which was noted by the organization to have more engagement across digital 

platforms. Incorporating this content throughout the year will also maintain the 

engagement of digitally-engaged members. 
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 The Seedstock EDGE was favorable in the print form. Respondents suggested an 

increase in educational content on this communication channel. The majority of 

respondents indicated they wanted to hear more from staff. Moving forward, the NSR 

should consider incorporating feature stories on or written by staff members who 

typically do not contribute or have a presence in the publication. This may allow the 

readers to interact with a broader range of staff members. Respondents noted articles on 

breeders' production practices and advertisements as beneficial content. Increasing the 

frequency of this content in the Seedstock EDGE will increase reader engagement and 

gratifications obtained from the digitally-engaged members. 

 I recommend other livestock breed associations conduct digital media audits on 

all platforms and create audience personas. Conducting a digital media audit on all 

platforms, coupled with an audience persona, would allow breed associations to evaluate 

the productivity of each platform further and gain a deeper understanding of digitally-

engaged members (Barnhart, 2020; McLachlan, 2021). This information would allow the 

organization to tailor content on each platform to individual audiences effectively 

(Barnhart, 2020; McLachlan, 2021). This could also identify if their membership find 

social media as a preferred communication channel. 

Recommendations for Future Research 

 There is a lack of swine production industry data related to small-scale operations. 

Continuing further research with swine breed associations and evaluating swine 

producers will provide depth to findings and increase knowledge of the industry. Data 

analysis revealed digitally-engaged members use YouTube as a source of information. 

Further evaluation of digitally-engaged members' perception of YouTube and the 
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organization's platform usage could provide the research community with knowledge of 

producer preferences on different digital media channels. This information could also 

assist the organization in understanding its digitally-engaged members' video content 

preferences. 

 The literature revealed websites and blogs as producers' preferred communication 

channels (Lamm et al., 2019). The organization's owned media channels are its website 

and the NSR Weekly Newsletter. An analysis of digitally-engaged members' preferences 

for both communication channels could complete the analysis and provide depth to the 

findings in the literature. As the primary forms of owned media, the organization needs to 

better understand the digitally-engaged members' preferences to tailor content effectively. 

 This study focused on digitally-engaged NSR members and found most 

respondents interacted with content related to shows. Investigating active members who 

participate in shows would expand the understanding of NSR members. The Exposition 

and the National Junior Summer Spectacular and Summer Type Conference are the 

organization's largest shows of the year (Claeys, 2023). Conducting a qualitative analysis 

at both shows could better gauge active members' preferences for the organization's 

overall communication efforts. 

 For researchers using this study to guide similar studies investigating perceptions 

of communication channels, I recommend incorporating the organization’s owned media 

channels. Owned media is the form of media an organization has the most control over. 

Evaluating channels such as a website or email could provide depth to the findings in the 

literature and provide knowledge to an organization that will assist in tailoring content for 

those channels effectively. 
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NSR INITIAL EMAIL 

 

To: NSR Members 

Subject: Voice Your Opinion and Get Entered for a Chance to Win a Digital Subscription 
to the Seedstock EDGE! 

 

Dear NSR Member, 

As an active member of the National Swine Registry you can voice your preferences on 
the various communication channels you interact with. Your feedback will allow the 
NSR to gain knowledge of its membership as well as identify potential improvements 
that can be made to the organization’s communication channels to better serve the 
membership.  

You must be 18 or older to participate in this study. Participants who complete the 
questionnaire and choose to do so will be entered to win one of five digital subscriptions 
to the Seedstock EDGE. A one-year digital subscription retails for $25. 

This survey will take approximately 20 minutes to complete. You will be able to access 
the survey one time from your computer, smart phone, or tablet. If you are not able to 
access the online survey, please reach out to the primary investigator for the study, past 
NJSA Junior Board Director, Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu. 

To access the online survey, use the following link: 

https://okstatecasnr.az1.qualtrics.com/jfe/form/SV_3rqbXmZe7peZMN0 

Your immediate response is greatly appreciated. Your responses are voluntary and 
anonymous.  

If you have any questions about this study, please email Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu or Dr. Dwayne Cartmell at 
Dwayne.cartmell@okstate.edu. 

This study is being conducted to assist the National Swine Registry on ways to better 
serve its membership. Your feedback and participation are encouraged and greatly 
appreciated! 

 

mailto:hannah.hawkesworth@okstate.edu
https://okstatecasnr.az1.qualtrics.com/jfe/form/SV_3rqbXmZe7peZMN0
mailto:hannah.hawkesworth@okstate.edu
mailto:Dwayne.cartmell@okstate.edu
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NSR REMINDER EMAIL #1 

 

To: NSR Members 

Subject: Help the NSR and Get Entered for a Chance to Win a Digital Subscription to the 
Seedstock EDGE! 

 

Dear NSR Member, 

Last week we sent an email requesting your participation in a survey reviewing the 
communication channels of the NSR. We are reaching out to remind you it is not too late 
to complete the survey and get entered to win one of five digital subscriptions to the 
Seedstock EDGE. 

This survey will take approximately 20 minutes to complete. You will be able to access 
the survey one time from your computer, smart phone, or tablet. If you are not able to 
access the online survey, please reach out to the primary investigator for the study, past 
NJSA Junior Board Director, Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu. 

To access the online survey, use the following link: 

https://okstatecasnr.az1.qualtrics.com/jfe/form/SV_3rqbXmZe7peZMN0 

Your immediate response is greatly appreciated. Your responses are voluntary and 
anonymous.  

If you have any questions about this study, please email Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu or Dr. Dwayne Cartmell at 
Dwayne.cartmell@okstate.edu. 

This study is being conducted to assist the National Swine Registry on ways to better 
serve its membership. Your feedback and participation are encouraged and greatly 
appreciated! 

  

mailto:hannah.hawkesworth@okstate.edu
https://okstatecasnr.az1.qualtrics.com/jfe/form/SV_3rqbXmZe7peZMN0
mailto:hannah.hawkesworth@okstate.edu
mailto:Dwayne.cartmell@okstate.edu
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NSR REMINDER EMAIL #2 

 

To: NSR Members 

Subject: Don’t Miss Your Chance to Help the NSR and Win! 

 

Dear NSR Member, 

Two weeks ago, we sent an email requesting your participation in a survey reviewing the 
communication channels of the NSR. We are reaching out to remind you there is still a 
chance to complete the survey and get entered to win one of five digital subscriptions to 
the Seedstock EDGE. 

This survey will take approximately 20 minutes to complete. You will be able to access 
the survey one time from your computer, smart phone, or tablet. If you are not able to 
access the online survey, please reach out to the primary investigator for the study, past 
NJSA Junior Board Director, Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu. 

To access the online survey, use the following link: 

https://okstatecasnr.az1.qualtrics.com/jfe/form/SV_3rqbXmZe7peZMN0 

Your immediate response is greatly appreciated. Your responses are voluntary and 
anonymous.  

If you have any questions about this study, please email Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu or Dr. Dwayne Cartmell at 
Dwayne.cartmell@okstate.edu. 

This study is being conducted to assist the National Swine Registry on ways to better 
serve its membership. Your feedback and participation are encouraged and greatly 
appreciated! 

  

mailto:hannah.hawkesworth@okstate.edu
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98 
 

NSR FINAL REMINDER EMAIL 

 

To: NSR Members 

Subject: Last Chance to Voice Your Opinion and Win! 

 

Dear NSR Member, 

Earlier this month you received an email requesting your participation in a survey 
reviewing the communication channels of the NSR. We are reaching out to remind you, 
today is the final day to complete the survey and get entered to win one of five digital 
subscriptions to the Seedstock EDGE. 

This survey will take approximately 20 minutes to complete. You will be able to access 
the survey one time from your computer, smart phone, or tablet. If you are not able to 
access the online survey, please reach out to the primary investigator for the study, past 
NJSA Junior Board Director, Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu. 

To access the online survey, use the following link: 

https://okstatecasnr.az1.qualtrics.com/jfe/form/SV_3rqbXmZe7peZMN0 

Your immediate response is greatly appreciated. Your responses are voluntary and 
anonymous.  

If you have any questions about this study, please email Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu or Dr. Dwayne Cartmell at 
Dwayne.cartmell@okstate.edu. 

This study is being conducted to assist the National Swine Registry on ways to better 
serve its membership. Your feedback and participation are encouraged and greatly 
appreciated! 

 

 

  

mailto:hannah.hawkesworth@okstate.edu
https://okstatecasnr.az1.qualtrics.com/jfe/form/SV_3rqbXmZe7peZMN0
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NJSA INITIAL EMAIL 

 

To: NJSA Members 

Subject: Voice Your Opinion and Get Entered for a Chance to Win a Digital Subscription 
to the Seedstock EDGE! 

 

Dear NJSA Member, 

As an active member of the National Junior Swine Association, you can voice your 
preferences on the various communication channels you interact with. Your feedback will 
allow the NSR to gain knowledge of its membership as well as identify potential 
improvements that can be made to the organization’s communication channels to better 
serve the membership.  

You must be 18 or older to participate in this study. Participants who complete the 
questionnaire and choose to do so will be entered to win one of five digital subscriptions 
to the Seedstock EDGE. A one-year digital subscription retails for $25. 

This survey will take approximately 20 minutes to complete. You will be able to access 
the survey one time from your computer, smart phone, or tablet. If you are not able to 
access the online survey, please reach out to the primary investigator for the study, past 
NJSA Junior Board Director, Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu. 

To access the online survey, use the following link: 

https://okstatecasnr.az1.qualtrics.com/jfe/form/SV_3rqbXmZe7peZMN0 

Your immediate response is greatly appreciated. Your responses are voluntary and 
anonymous.  

If you have any questions about this study, please email Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu or Dr. Dwayne Cartmell at 
Dwayne.cartmell@okstate.edu. 

This study is being conducted to assist the National Swine Registry on ways to better 
serve its membership. Your feedback and participation are encouraged and greatly 
appreciated! 

 

mailto:hannah.hawkesworth@okstate.edu
https://okstatecasnr.az1.qualtrics.com/jfe/form/SV_3rqbXmZe7peZMN0
mailto:hannah.hawkesworth@okstate.edu
mailto:Dwayne.cartmell@okstate.edu
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NJSA REMINDER EMAIL #1 

 

To: NJSA Members 

Subject: Help the NSR and Get Entered for a Chance to Win a Digital Subscription to the 
Seedstock EDGE! 

 

Dear NJSA Member, 

Last week we sent an email requesting your participation in a survey reviewing the 
communication channels of the NSR. We are reaching out to remind you it is not too late 
to complete the survey and get entered to win one of five digital subscriptions to the 
Seedstock EDGE. 

This survey will take approximately 20 minutes to complete. You will be able to access 
the survey one time from your computer, smart phone, or tablet. If you are not able to 
access the online survey, please reach out to the primary investigator for the study, past 
NJSA Junior Board Director, Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu. 

To access the online survey, use the following link: 

https://okstatecasnr.az1.qualtrics.com/jfe/form/SV_3rqbXmZe7peZMN0 

Your immediate response is greatly appreciated. Your responses are voluntary and 
anonymous.  

If you have any questions about this study, please email Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu or Dr. Dwayne Cartmell at 
Dwayne.cartmell@okstate.edu. 

This study is being conducted to assist the National Swine Registry on ways to better 
serve its membership. Your feedback and participation are encouraged and greatly 
appreciated! 

  

mailto:hannah.hawkesworth@okstate.edu
https://okstatecasnr.az1.qualtrics.com/jfe/form/SV_3rqbXmZe7peZMN0
mailto:hannah.hawkesworth@okstate.edu
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NJSA REMINDER EMAIL #2 

 

To: NJSA Members 

Subject: Don’t Miss Your Chance to Help the NSR and Win! 

 

Dear NJSA Member, 

Two weeks ago, we sent an email requesting your participation in a survey reviewing the 
communication channels of the NSR. We are reaching out to remind you there is still a 
chance to complete the survey and get entered to win one of five digital subscriptions to 
the Seedstock EDGE. 

This survey will take approximately 20 minutes to complete. You will be able to access 
the survey one time from your computer, smart phone, or tablet. If you are not able to 
access the online survey, please reach out to the primary investigator for the study, past 
NJSA Junior Board Director, Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu. 

To access the online survey, use the following link: 

https://okstatecasnr.az1.qualtrics.com/jfe/form/SV_3rqbXmZe7peZMN0 

Your immediate response is greatly appreciated. Your responses are voluntary and 
anonymous.  

If you have any questions about this study, please email Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu or Dr. Dwayne Cartmell at 
Dwayne.cartmell@okstate.edu. 

This study is being conducted to assist the National Swine Registry on ways to better 
serve its membership. Your feedback and participation are encouraged and greatly 
appreciated! 

  

mailto:hannah.hawkesworth@okstate.edu
https://okstatecasnr.az1.qualtrics.com/jfe/form/SV_3rqbXmZe7peZMN0
mailto:hannah.hawkesworth@okstate.edu
mailto:Dwayne.cartmell@okstate.edu


102 
 

NJSA FINAL REMINDER EMAIL 

 

To: NJSA Members 

Subject: Last Chance to Voice Your Opinion and Win! 

 

Dear NJSA Member, 

Earlier this month you received an email requesting your participation in a survey 
reviewing the communication channels of the NSR. We are reaching out to remind you, 
today is the final day to complete the survey and get entered to win one of five digital 
subscriptions to the Seedstock EDGE. 

This survey will take approximately 20 minutes to complete. You will be able to access 
the survey one time from your computer, smart phone, or tablet. If you are not able to 
access the online survey, please reach out to the primary investigator for the study, past 
NJSA Junior Board Director, Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu. 

To access the online survey, use the following link: 

https://okstatecasnr.az1.qualtrics.com/jfe/form/SV_3rqbXmZe7peZMN0 

Your immediate response is greatly appreciated. Your responses are voluntary and 
anonymous.  

If you have any questions about this study, please email Hannah Hawkesworth at 
hannah.hawkesworth@okstate.edu or Dr. Dwayne Cartmell at 
Dwayne.cartmell@okstate.edu. 

This study is being conducted to assist the National Swine Registry on ways to better 
serve its membership. Your feedback and participation are encouraged and greatly 
appreciated! 

  

mailto:hannah.hawkesworth@okstate.edu
https://okstatecasnr.az1.qualtrics.com/jfe/form/SV_3rqbXmZe7peZMN0
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APPENDIX F 
 

SOCIAL MEDIA CAPTIONS 
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INITIAL POST 

CHECK YOUR INBOX! Members have received an email survey and can enter for a 
chance to win a FREE digital subscription to the Seedstock EDGE. This survey allows 
you to share your thoughts on the #NSR and #NJSA communication channels so we are 
better able to serve you! Please read thoroughly.  

REMINDER #1 

DON’T FORGET TO CHECK YOUR INBOX! Members have received an email survey 
and can enter for a chance to win a FREE digital subscription to the Seedstock EDGE. 
This survey allows you to share your thoughts on the #NSR and #NJSA communication 
channels so we are better able to serve you! Please read thoroughly.  

REMINDER #2 

CHECK YOUR INBOX! There is still time to complete the survey in your email and be 
entered for a chance to win a FREE digital subscription to the Seedstock EDGE. This 
survey allows you to share your thoughts on the #NSR and #NJSA communication 
channels so we are better able to serve you! Please read thoroughly.  

REMINDER #3 

CHECK YOUR INBOX! Today is the LAST DAY to complete the survey and enter for a 
chance to win a FREE digital subscription to the Seedstock EDGE. This survey allows 
you to share your thoughts on the #NSR and #NJSA communication channels so we are 
better able to serve you! Please read thoroughly.  
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PANEL OF EXPERTS 
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Panel of Experts:  

Dr. D. Dwayne Cartmell 
450 Agricultural Hall  
Oklahoma State University  
 
Dr. Audrey E. H. King 
437 Agricultural Hall  
Oklahoma State University  
 
Dr. Parker Henley 
109 Animal Science Building  
Oklahoma State University 
 
Cassie Godwin 
National Swine Registry 
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