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2 Case summary 
In the age of technology, social media (SM) play an important role in promoting the 
development of agricultural products. Social media has many features that allow 
researchers to work more efficiently. This case study examines the use of SM in 
researchers’ work in the three main research institutes in southern Vietnam: (1) Southern 
Center for Agriculture and Rural Policy and Strategy (SCAP); (2) Sub-Institute of 
Agricultural Engineering and Post-Harvest Technology (SIAEP); and (3) Southern 
Horticultural Research Institute (SOFRI). The study reviewed the current use of SM in 
order to identify the main issues researchers are facing. 
The results show that among agricultural researchers, 84% of researchers use SM for 
their work, the most used of which is Skype (88%), followed by Facebook (84%), Zalo, 
Dropbox, LinkedIn and YouTube. The least used SM plaforms are blogs (4%). The daily 
frequency of using these SM platforms is 68%. The rate of using SM in agricultural 
research is therefore relatively high; however, among mango researchers, it is quite low at 
approximately 27% (using Facebook, Dropbox, Skype, Zalo and Instagram). The reason 
for this may be that there is no common communication channel among mango 
researchers to help to facilitate sharing and information exchange. Eighty percent of 
researchers say that SM has an impact on their work in both positive and negative ways. 
As a result of the acknowledgement of negative impacts, 76% of researchers provided 
neutral opinions about the reliability of information shared on SM platforms. The main 
challenges identified in this study are that researchers do not fully understand the benefits 
of SM platforms and, therefore, are passive in connecting and exchanging information 
with other domestic and foreign researchers. Solving these problems will increase the 
chances of developing the Vietnamese mango industry, and this report proposes 
recommendations for helping researchers gain better access to SM platforms and better 
understanding of how to effectively apply them to their work. 

3 Introduction 

 Project background 
In Vietnam, mangoes are considered to be a delicious fruit with high export potential; 
however, Vietnamese mango growers (particularly those in the Mekong River Delta 
(MRD) area) have not yet been able to develop a stable source of income from this crop. 
At present, the Vietnamese mango industry has opportunities that need to be further 
investigated. If a synchronous development strategy is instigated for the whole mango 
supply chain, this commodity could become one of the leads for agriculture in this country. 
Developing SM strategies for mango production is a positive direction for the agricultural 
sector in the era of Industry 4.0. Therefore, this study aims to promote the relationships 
between mango researchers and other stakeholders in the chain in order to create a 
useful information network for all participants. 
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 Study objectives 
The aim of this study was to identify best-practice communication methods to connect 
researchers engaged in mango research and development (R&D) activities across 
institutes in southern Vietnam, thereby enhancing access to research information at 
regional levels in the Asia-Pacific region. The key objectives of this early career 
researchers (ECR) case study were to: 

• understand the communication methods used and preferred by mango 
researchers for sharing technical and business information in southern Vietnam 

• evaluate the impact of SM on the researchers’ work 
• propose specific solutions for linking researchers in southern Vietnam in order to 

allow information to be conveyed to other stakeholders in the chain. 

 Study methodology 
This case study sought to identify, document and highlight the communication methods 
used by mango researchers from the three main R&D institutes in southern Vietnam: (1) 
Southern Center for Agriculture and Rural Policy and Strategy (SCAP); (2) Sub-Institute of 
Agricultural Engineering and Post-Harvest Technology (SIAEP); and (3) Southern 
Horticultural Research Institute (SOFRI). The study was conducted from March 2018 to 
March 2019. 
Assumptions and limitations 

The study only includes researchers from the three agricultural institutes listed above. 
Furthermore, the impact of using SM on researchers’ workloads has not been quantified. 

3.3.1 Data collection and analysis  
Primary data was based on a semi-structured questionnaire that contained in-depth 
interviews to capture current and potential communication methods for researchers in 
SCAP, SIAEP and SOFRI. A review of current literature was undertaken to better 
understand the existing online and SM platforms available and utilised in southern 
Vietnam. 
The case study used a descriptive statistics method supported by Excel and the statistical 
package for social sciences (SPSS) to identify issues and highlight opportunities for 
researchers to connect and share information about mango R&D activities. This report 
includes an analysis of these results, and also describes the background of the mango 
researchers who were surveyed, as well as the current situation regarding SM usage and 
the impact of SM on the researchers’ work. After gaining an understanding of the current 
practices of sharing of information using SM, a Facebook page was developed to connect 
stakeholders in the chain: first, the mango researchers from the three institutes, and 
subsequently mango farmers, local authorities and enterprises/exporters. 
As a result of different functions, the various stakeholders in the chain were responsible for 
providing diverse sources of information for all participants. Specifically, SCAP was 
assigned to provide information on prices and markets; SIAEP responded to information on 
post-harvest techniques; and SOFRI responsible for information on flowering and pest-
control techniques. Likewise, local authorities supported legal and management; 
enterprises/exporters have had opportunities to access market information and buy quality 
inputs; while farmers have had the opportunity to answer technical questions and discuss 
the study with the researcher. 
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4 Literature review 

 Definition of social media 
Social media plays a very important role in the ongoing development of modern society. 
As a direct result of SM, people around the world can connect easily and geographical 
distance is no longer a barrier to communication. Social media can be used to 
disseminate information, provide entertainment and promote businesses. Although SM 
are common communication tools, their definition is not clearly understood by all users. 
According to Daniel Nations (2018), ‘Social media are web-based communication tools 
that enable people to interact with each other by sharing and consuming information’. 
Social media refers to websites and applications that are designed to allow people to 
share content quickly, efficiently, and in real-time’. Vangie Beal (n.d.) describes SM as ‘a 
variety of web-based platforms, applications and technologies that enable people to 
socially interact with one another online’. Social media is most commonly understood to 
consist of web- or mobile-based technologies that are used for sharing information. 

 Most popular types of social media 
There are currently many SM platforms available, and their usage depends on the 
interests, purpose, geography, language, etc. of the user. The the most commonly used 
types of social media channels are described below: 

 
 

Appearing in 2004, this platform has quickly grown to become the largest social media 
network in the world. As of October 2018, Facebook has 2.234 billion active users 
(Statista, 2018). According to LinkedIn (2017), Facebook has the multi-functional ability to 
bring together daily news, business, gaming and multimedia sharing. This platform is very 
easy to access and is also one of the best platforms for small and large businesses. 
 
 
 
YouTube is a popular video sharing network. Built in 2005 and currently with 1.9 billion 
active users, YouTube is the second most popular SM platform after Facebook. Many 
enterprises also use YouTube as an advertising channel. 
 
 
 
This app was created in 2004. As of October 2018, it is used by 1.5 billion people 
worldwide. According to MainaIt (2018), ‘WhatsApp is a cross-platform instant messaging 
client for smartphones, PCs and tablets.’ 
  
 
A Chinese app founded in 2011 that is currently used by 1.058 billion people worldwide. 
WeChat can be used to send voice, video, photo and text messages, and can also be 
used to create group chats or locate nearby friends. 
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Instagram is a photo- and video-sharing app. It was launched in 2010, and was acquired 
by Facebook in 2012 – a move that helped to rapidly increase user numbers. Today, there 
are about 1 billion people using this platform. 
 
 
Twitter is a social networking site where users can upload images and write and view 
posts of up to 280 characters. Twitter was launched in 2006, and as of 2018 it has more 
than 335 million registered users. It is also commonly used as a digital marketing tool.  
 
 
LinkedIn in unique in that users are primarily businesses or individuals recruiting for or 
seeking employment, as well as expanding business and networking opportunities. It was 
founded in 2002, and as of October 2018 has more than 303 million users. 
 
 
Skype is a telecommunications application that allows users to have conversations via the 
internet. In addition to calling, users can also send messages, images, videos and 
documents easily and quickly. The first release date was in 2003, and it currently has 
about 300 million registered users. 
 
 
Snapchat was launched in 2011. As of October 2018, this app has around 291 million 
users. A unique feature of this platform is that the data (in the form of multimedia 
messages) is only saved to a device for 24 hours. 
 

 
Zalo was launched in 2012 by VNG company, Vietnam. In addition to basic features such 
as messaging, video calls, photos sharing, music sharing and status posts, Zalo is also 
used to livestream content (Android only) with people in a group contact list. In addition, it 
can be used to send secret messages that are deleted once viewed. This platform was 
one of the first models developed and distributed in Vietnam and quickly attracted a large 
number of users. As of May 2018, this SM platform has 100 million users. 
 
 
 
Viber is a fast-messaging application that was developed by Viber Media. It is used on 
both smartphones and computers for texting and making calls over the internet. Along 
with calls and text messaging, users can exchange pictures, video and audio. It was 
released in 2010, and as of October 2018 has 260 million users. 
 
 
Launched in late 2009, Pinterest is a simple photo-sharing social media platform. It can be 
used to save images from the internet by ‘pinning’ them to an account. This platform is 
used by about 250 million people. 
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Dropbox is a very popular free cloud hosting service. It allows users to easily store and 
sync data such as documents, videos, photos and music with other devices such as 
computers, phones and tablets via the internet. Dropbox was founded in 2008, and as of 
2016 this SM platform has about 500 million registered users. 

 Social media use in Vietnam 
Social media in Vietnam has developed rapidly since 2005, when broadband internet 
penetrated the market. According to the Vietnamese Ministry of Information and 
Communications (MIC) (2016), SM are most commonly used in Vietnam for: 

• discussions on online forums and news commentary (news in e-news, news on 
websites, status or social networking entries) 

• personal publishing and posting activities, such as posting on a personal website, 
blog posting, posting videos to YouTube, posting status updates and notes, 
posting pictures on the internet (e.g. Facebook, Instagram) 

• activities that connect and distribute information such as tagging friends online, 
sharing documents on cloud services, etc. 

According to MIC (2016), Vietnam has experienced a rapid growth in technology and now 
has more than 32 million internet users, which is equivalent to 35% of the population as of 
2014. Vietnam has around 300 registered social networks and a large number of 
individual blogs, and social media platforms account for 80% of internet usage nationally.  
Facebook recently released statistics relating to Vietnamese user habits and behaviours. 
Approximately 20 million people use Facebook every day in Vietnam, of which 85% visit 
Facebook via a mobile device. Each person spends nearly three hours per day on the 
platform. 

5 Results 

 Response rates 
Questionnaires were distributed to 31 people, including participants from the three 
research institutes – SCAP, SIAEP and SOFRI – and foreign researchers. In total, there 
were 30 responses to the questionnaire (97%). From these responses, only 25 (81%) 
participants fully completed the questionnaire. Table 1 illustrates the ratio of respondents 
and the number of useable questionnaires. 
Table 1. Ratio of respondents and number of usable questionnaires  

Respondents Questionnaires 
distributed 

Questionnaires 
answered 

Usable 
questionnaires 

Researcher from the 
three institutes 

24 23 18 

Researchers from other 
organisations 

7 7 7 

Total  31 30 25 
Source: Author’s analysis 
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 Respondents’ characteristics 
The 25 respondents who completed the questionnaire came from the three Vietnamese 
research institutes (18) and from foreign institutes (7). Women accounted for 56% of 
respondents and men for 44%. This result demonstrates that the researchers in the 
ACIAR mango project team are relatively balanced in terms of gender (see Table 2). 
Table 2. Profile of respondents  

 Criteria Frequency Percentage 
(%) 

Gender 
Female 14 56 

Male 11 44 
Other 0 0 

Age 

20–29 2 8 
30–39 12 48 
40–49 5 20 
50–59 4 16 
> = 60 2 8 

Education level 

Doctor 8 32 
Master 10 40 

Bachelor 5 20 

Higher Education 
Certificate 2 8 

Others 0 0 

Work experience 
(years) 

< 5 1 4 
5–10 5 20 

10–15 7 28 
15–20 2 8 
> = 20 9 36 

Source: Author’s analysis 

The average age of the respondents was 35 years old. The 30–39 age group accounts for 
the highest proportion of respondents (48%), followed by the 40–49 age group (20%). The 
remainder were under 30 or over 50 years old (32% combined). 
More respondents held a master’s degree (40%) than any other type of higher education 
accreditation, and by age group this was highest among those aged 30–39. A doctorate 
was the second most popular education level, accounting for 32% of respondents. Twenty 
percent of researchers held a bachelor’s degree, and only two respondents did not hold a 
qualification higher than a higher education certificate. Most respondents had over 20 
years of work experience (36%), with only a small percentage having worked less than 
five years. 
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Figure 1. Professional career of respondents 
Source: Author’s analysis 

Approximately 64% of respondents worked in the agricultural engineering field (including 
food technology and science, post-harvest technology, preservation and processing of 
agricultural products, and GAP accredited production consultancy). Around 28% of 
respondents worked in the agricultural economics field (including agricultural market 
development and economic research, value chain and supply chain research, and 
consumer behaviour research). The remaining respondents worked in other sectors such 
as project support and administration. 

 Current social media usage: survey results 
According to the survey results, Skype was the most widely used social media platform 
among respondents, with 22 users out the 25 (88%). Next was Facebook with 21 users 
(84%). Facebook is considered to be the most popular SM platform in Vietnam today. 
Third was YouTube with 18 users, followed by Dropbox (13), Zalo (11), Viber (8), 
Instagram (7), LinkedIn (5), WhatsApp (4), Twitter (3), Pinterest (3), WeChat (2) and 
individual blogs (1). 
The results show that there are differences in the types of social media tools used by 
researchers from SCAP, SIAEP, and SOFRI and by the foreign agricultural researchers. 
Zalo is widely used in Vietnam; however, foreign researchers do not use it as Zalo was 
designed for use in Vietnam and has not yet been distributed worldwide. Online platforms 
such as blogs, WhatsApp and WeChat are hardly used in Vietnam. Despite WeChat’s 
popularity in China, only researchers who had been working with partners in China 
seemed to use this platform. Other SM platforms were used by both national and 
international researchers. 
 

Economic 
28.0

Technical 
64.0

Other 8.0
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Figure 2. Social media usage by platform 
Source: Author’s analysis 

Although Skype had the highest number of users, the frequency of use was irregular. Of 
the total 22 users, only five respondents used the platform daily; 11 used it weekly and the 
rest only occasionally. In the case of Facebook, the frequency of use was quite high : 21 
respondents used it and 15 of those logged into it daily, whereas the other 6 users logged 
into the platform weekly. There was no monthly or rarely used category of Facebook users 
(see Table 3).  
Table 3. Frequency of social media use  

 
Daily 
(%) 

Weekly 
(%) 

Monthly 
(%) 

Seldom 
(%) 

Never 
(%) 

Skype 20 44 8 16 12 
Facebook 60 24   16 
YouTube 24 28 8 12 28 
Dropbox 16 20 12 4 48 
Zalo 40 4   56 
Viber 28 4   68 
Instagram 8 12   80 

Linkedln 4  8 4 84 
WhatsApp 8 4  4 84 
Twitter  12   88 
Pinterest  4 8  88 
WeChat 4    96 
Blog   4  96 

Source: Author’s analysis 

Zalo and Viber are also popular SM platforms in Vietnam, with 40% and 28% of users, 
respectively, reporting to use them daily. Blogs were the least used communication 
platform and frequency of use was also very low. 

 Current social media usage in agricultural research 
Twenty-one out of 25 (84%) respondents stated they have used social media in their 
research work (see Figure 3 for a summary of these results). Respondents used many 
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social media platforms in their research, including Skype (88%), Facbook (84%), Zalo 
(44%), Dropbox (44%), LinkedIn (28%) and YouTube (12%). 
The frequency of information sharing in this research area is quite: 17 of the 25 
respondents (68%) used social media platforms to share general agricultural information 
on a daily basis.In contrast, the number of researchers using SM for research in relation to 
mangoes specifically is quite low, accounting for only 27%. The most widely used SM 
platform in this field is Facebook (64%). Dropbox and Skype are the next most popular, 
with user rates of 20% each. Zalo is also used by researchers in this field (16%), and the 
least used is Instagram at only 8%. The frequency of sharing information about mangoes 
was relatively low, with only four in 25 respondents (16%) using social media platforms to 
share mango research information daily. 
In addition to using these platforms for agricultural research purposes, researchers used 
the same social media platforms for connecting with friends and relatives or for sharing 
personal information. Facebook is the most widely used platform for these purposes (84% 
of the 25 user respondents), followed by Skype (80%) and then Zalo (44%). Only 5% used 
other platforms such as Viber. Instagram was not used in research but was used for 
sharing information or connecting with friends. Frequency of social media use for sharing 
personal information and connecting with friends was high, with 44% of respondents using 
these platforms every day. 

 
Figure 3. Social media popularity in agricultural research 
Source: Author’s analysis 

 

Researchers will aim to use communication tools to serve different purposes in their jobs 
and lives. Table 4 shows the researchers’ reported purposes for using SM. In the field of 
agricultural research, the most common reason that respondents used SM platforms was 
to share information about conferences, upcoming events and research results. Facebook 
and Dropbox are the main SM sites that are used. Other uses such as sharing information 
about the quality and market prices of agricultural products, etc. are relevant but are less 
frequent. 
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Table 4. Social media purpose in agricultural research  
 

Purpose of using SM Frequency Percentage 
(%) 

Agricultural 
Research  

Sharing information on conferences and/or upcoming 
events 

14 56 

Sharing research results 13 52 
Sharing information on quality of agricultural products 9 36 
Sharing documents 9 36 
Sharing scientific articles 6 24 
Sharing information on prices and/or markets for 
agricultural products 

6 24 

Finding collaborative research opportunities 5 20 
Conducting survey 2 8 

MR Sharing information on conference and/or upcoming events 11 44 
Sharing information on quality of agricultural products 2 8 
Sharing information on prices and/or markets for 
agricultural products 

4 16 

Sharing documents 4 16 
Sharing research results 3 12 
Sharing scientific articles 5 20 
Finding collaborative research opportunities 2 8 
Conducting survey 1 4 

Other 
purposes 

Connecting with friends and relatives 19 76 
Sharing daily activities 18 72 

Source: Author’s analysis 

SM are used less frequently for mango research than for more general agricultural 
research. Sharing information about seminars and upcoming events through Facebook is 
the most common purpose for agribusiness activities. In terms of total time per day for SM 
usage, researchers use only 40% of the time for work reasons (of which 9% is allocated 
for mango research). The remaining 60% of SM usage by the researchers is for other 
purposes such as reading daily information, chatting with friends/relatives and sharing 
information about their lives. 
When asked whether they connect to other agriculture researchers and organisation via 
SM, 19 out of the 25 user respondents (76%) said they do. The SM platforms that was 
mainly used to connect was Facebook (45%). Google+ and Zalo are next with 14% of 
users each, while a few researchers also use Dropbox, Skype and Raid to connect with 
other partners. The remaining 24% said they had no need to connect with other partners 
on social media. This proves that there are still many researchers who are passive in 
terms of connecting with other stakeholders via SM. 
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 The interaction status of researchers 
To assess the level of SM interaction among researchers (especially mango researchers) 
at the three institutes in southern Vietnam, the case study developed a Facebook page. 
 

 
Figure 4. Vietnam Mango Research Team 

Source: Facebook page 

Below is the page information: 

• URL: https://www.facebook.com/VietManRe/ 
• Created: 9 November 2018 
• Current number of participants: 20 (only six out of 25 researchers in the survey 

sample who use social media accepted membership; the rest are agricultural 
researchers who did not participate the survey)  

According to the Facebook statistics tool, members of this page are relatively passive in 
sharing information about research activities or interacting with posts, as can be seen in 
the key statistics related to views, previews, likes and reach for the period between 11 
March and 7 April 2019 (see Figure 5, Figure 6 and Figure 7). 

 
Figure 5. Facebook analysis, page views and previews, 2019 

Source: Facebook page 

 

https://www.facebook.com/VietManRe/
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Figure 6. Facebook analysis, likes and reach, 2019 

Source: Facebook page 

 

 
Figure 7. Facebook analysis, engagement and videos, 2019 

Source: Facebook page 

 Effects of SM on agricultural research 
Twenty of the 25 respondents (80%) said that SM had an impact on their work and life in 
both positive and negative ways. These effects are described below. 
Negative effects 

• Time-consuming: About 70% of researchers said that SM consumed a lot of time. 
Specifically, they usually spend an average of about two hours using SM, of which 
40% of time is used for agricultural research (9% for mango research). The 
remaining 60% of time on SM is spent connecting with their friends/relatives and 
sharing daily activities. 

• Causes distraction at work: The respondents reported that SM are the leading 
causes of distraction at work. Using SM interrupts thought processes while 
working, and the ease of access makes this a common occurence. 

• Some information is incorrect or not reliable enough: According to the 
researchers’ opinions, some information that is posted on SM has not been 
verified for its reliability and accuracy. Therefore, it affects users’ confidence level 
in this data. 
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• Limited access in some countries and programming languages: Some SM 
(Facebook, Zalo) are restricted in some countries, namely China, meaning they 
can’t be used to share research information. 

Positive effects 

• Easy to find, access and use information: Social media are relatively simple to 
engage with. The only requirement is a smartphone or computer with access to the 
internet. 

• Easy to connect with others: Social media have blurred the space between the 
South and the North, Asia and other continents in the world. In particular, the 
potential to make free calls allows researchers to communicate with each other 
effectively, regardless of where they are in the world. 

• Getting updated information: One compelling advantage of SM is the ability to 
access new information and social trends very quickly. All breaking news, 
including the latest national and international events, show up on the feeds of 
Facebook and other SM sites. 

• Benefittting from others’ experiences: Social media are not only forums for 
entertainment and business, but also for sharing personal experiences and useful 
information, which other people can draw on. Researchers saw this as a positive 
feature. 

• Being able to improve foreign languages: More than 70% of the surveyed 
researchers were Vietnamese. Social media helps them to improve their English 
language skills, as SM provide access to pages that teach English as well as 
English news sites. 

Despite the negative aspects, SM are still integral to workflow, information sharing, and 
community connectivity for agricultural researchers. 

 Trust 
Due to some negative reactions, confidence levels regarding the information shared on 
SM by researchers are not high. None of the researchers fully believe that the information 
shared on SM is accurate. Seventy-six per cent of researchers said they have a neutral 
response to information shared via SM sources and they doubt the reliability of the 
material. Only 16% of researchers expressed confidence in this information. The 
remaining 8% of researchers had little to no faith in the quality of information shared on 
SM. 

 
Figure 8. Trust level in information shared by social media 
Source: Author’s analysis 

4 4
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distrust
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According to the survey, the least trustworthy information for researchers is information 
about life that is shared via Facebook because this material is not verified. Information 
that is shared internally via Skype, Dropbox etc., however, has a high trust level. 
Information shared in this manner usually relates to work, and so the level of trust largely 
depends on the SM category and the nature and source of the data. 

6 Conclusion and recommendations 

 Conclusion 
This case study is one of the smaller R&D activities of the ACIAR project and examines 
the use of SM by researchers at three main agricultural institutes in southern Vietnam 
(SCAP, SIAEP and SOFRI). The main purpose of the study was to understand current SM 
usage trends among agricultural researcher through descriptive statistical methods and, 
as a result, to enhance access to research information. 
This case study provides a general overview of SM usage among researchers from these 
institutes. The results indicate that researchers use SM to study agriculture and connect 
with other partners through popular platforms such as Facebook, Skype, Dropbox, 
YouTube, Zalo, Viber, LinkedIn, WhatsApp, Twitter, Pinterest, WeChat and individual 
blogs. Of these SM platforms, Skype is used the most for work purposes (88%), followed 
closely by Facebook (84%). Frequency of information-sharing through SM is also quite 
high. The tool with the most frequency of daily use is Facebook and the second most 
popular is Zalo because interaction needs of researchers with the information on these 
two SM tools is quite high. Platforms that are most used on a weekly basis include Skype, 
YouTube, Dropbox, Instagram, Twitter, etc.  
The survey results indicate that the researchers use SM sites for work purposes (about 
84%), of which sharing information about mango research accounts for a relatively low 
proportion (27%). The researchers only shared information about the workshops or 
events. The rest involves sharing the research results and professional information within 
the institutions. On a daily basis, the researchers’s SM use is 40% for work (9% for mango 
research) and 60% for other purposes. 
The exchange of information among researchers is limited. This may be due to the fact 
that there is no common communication channel to facilitate sharing and exchanging 
information more easily. This case study also highlights the impact of both positive and 
negative aspects of SM in a work environment. Although the negative impacts are not 
serious, they can affect users’ confidence in SM platforms. For example, 76% of 
researchers have a neutral opinion about the reliability of information shared on SM. 
However, researchers are still passive and the level of interaction on SM is not high. 
About 40% of researchers responded that they did not think there was a need to connect 
with other researchers. The case study developed a Facebook page specifically for 
mango researchers that was designed to be a online forum for them to update information 
on research activities, as well as share information about techniques, economics and 
market prices that are helpful for all participants.  
It is apparent that SM have not been exploited to their full extent and that many SM sites, 
especially in Vietnam, are still limited in terms of their use. Some people have no need to 
use or do not realise the benefits that SM can offer. This is one of the challenges that 
researchers will need to overcome in order to contribute to the overall development of the 
mango industry in Vietnam. 
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 Recommendations 
For researchers to access and promote the benefits of effective SM tools to share their 
research the following suggestions are proposed: 

• SM effectively used to share research: Social media have many useful features 
that agricultural researchers could effectively apply within their work environment. A 
study that identifies, evaluates and recommends the key types would be useful. 

• Using SM for collecting data 

Google Forms (from Google Drive): Google Forms is a great SM tool. It allows 
users to create free forms (for surveys) to collect data from customer 
communities. 
How to use  
Via a Gmail account, visit the following URL: docs.google.com/forms. This tool 
allows users to create professional-looking forms, with more than 60 themes to 
choose from. 
Select the questionnaire form that best matches the data collection needs. 
Questions and answer-types can be customised to suit the survey. 
After setting up the form, you can easily embed content on a website or email 
content to our survey subjects. Feedback information will be automatically saved to 
the Google Forms account, and a report can be exported as a list or graph that can 
then be used for analysing the survey data more accurately.  

• Sharing information related to agricultural products 
Facebook, Twitter, Instagram and YouTube: These are very popular SM 
platforms for sharing information.  
How to use  
After registering an account on these SM platforms, content can be posted as text, 
images, videos or links. Researchers could use this function to share research 
activities and stories that are inspiring to other researchers or actors in the chain. 
In addition, hashtags (#) can be used to actively promote content (particularly 
events to potential attendees). Before, during and after sharing the information, 
activity on a hashtag can be managed from those who are posting. 

• Discussing research results 
Facebook, Skype, Zalo and Viber: These are the most-used SM platforms for 
exchanging and discussing ideas, and effectively connecting with other 
researchers. By signing up, researchers will then be able to send messages, make 
video calls, and send documents completely free of charge. 

• Sharing research results 
Dropbox: This is an online data storage and sharing application. Any documents 
saved to Dropbox will be synchronised to a Dropbox website and other mobile 
devices so that only the creator and the users with whom the content is shared will 
have access. Dropbox also automatically syncs documents stored in the cloud, so 
they are permanently saved and can be accessed anywhere. 
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• Being more active in connecting and exchanging information with other 
stakeholders 

Ultimately, whether or not connection with other stakeholders in the chain is 
effective in the work environment depends on support from SM sites and activity 
on the part of researchers. Expanding relationships improves learning capacities  
and creates opportunities to develop domestic agricultural products. 
Researchers also need to learn how to use different SM platforms (e.g. WhatsApp, 
WeChat) to gain access to information from foreign partners, as well as 
opportunities for collaborating with other researchers or agricultural research 
organisations. 
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8 Supporting documents 

 Social media questionnaire 
Your email: ……………………………………………………… 

I. GENERAL INFORMATION 

1. Gender 

☐ Male                                  ☐ Female                 ☐ Others 
2.  Age Group 

☐ 20–29 ☐ 3 0 – 3 9  ☐ 40–49 ☐ 50–59 ☐ 60+ 
3.  The highest education level 

☐ Doctor                           ☐ Master                       ☐ Bachelor  ☐Others 
4. Work experience (year) 

☐< 5 ☐ 5 – 1 0   ☐ 10–15              ☐ 15–20              ☐> 20 
5. Area of specialisation: …………………………………………………………………………………………… 

II. USING SOCIAL MEDIA 

  6. The current social media used 

Categories Mark () 

1. Facebook   

2. Twitter  

3. LinkedIn  

4. Google+  

5. YouTube  

6. Pinterest  

7. Instagram  

8. Dropbox  

9. Blog  

10. Skype  

11. Snapchat  

12. WhatsApp  

13. Others …………  
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7. How often do you use these tools? 

Tool Daily Weekly Monthly Rarely Never 

Facebook      

Twitter      

LinkedIn      

Google+      

YouTube      

Pinterest      

Instagram      

Dropbox      

Blog      

Skype      

Snapchat      

WhatsApp      

Others …………      
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8. The purposes of using these tools? 

Purpose Tool* Frequency** 

A. For agricultural research    

Sharing research results   

Sharing scientific articles   

Sharing information about conferences, upcoming 
events 

  

Sharing information on quality of agricultural 
products 

  

Sharing information on prices and/or markets for 
agricultural products 

  

Finding collaborative research opportunities   

Conducting survey   

Sharing documents   

…………………………………………………………………..   

…………………………………………………………………..   

B. For mango research   

Sharing mango research results   

Sharing scientific articles of mango   

Sharing information on conferences, upcoming 
events in relation to mangoes 

  

Sharing information on quality of mango   

Sharing information on prices and/or markets in 
relation to mangoes 

  

Finding collaborative research opportunities for 
mango crops 

  

Conducting survey for mango crops   

Sharing documents involved in mango crops   
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Purpose Tool* Frequency** 

…………………………………………………………………..   

…………………………………………………………………..   

C. For other purposes   

Sharing daily activities   

Connecting with friends and/or relatives   

…………………………………………………………………..   

…………………………………………………………………..   

*1=Facebook; 2=Twitter; 3=LinkedIn; 4=Google+; 5=YouTube; 6=Instagram; 7=Dropbox; 
8=Others………… 

**1=Daily; 2=Weekly; 3=Monthly; 4=Rarely; 5=Never 

9. Does your organisation have any forum or social media (Facebook fanpage, YouTube 
channel etc.)? 

☐ Yes                      ☐ No 
If any, please give its name and purposes: 
…………………………………………………………………………………………………………………………………………… 
…………………………………………………………………………………………………………………………………………… 
…………………………………………………………………………………………………………………………………………… 
10. Do you connect with other agricultural researchers or agricultural research 
organisations via social media? 

☐ Yes                      ☐ No 
 

If any, please give its name and purposes: 
…………………………………………………………………………………………………………………………………………… 
…………………………………………………………………………………………………………………………………………… 
…………………………………………………………………………………………………………………………………………… 
11. Please tell us the positive and negative impact of social media on your work? 
Positive: 
………………………………………………………………………………………………………………………………………….. 
…………………………………………………………………………………………………………………………………………… 
…………………………………………………………………………………………………………………………………………… 
Negative: 
………………………………………………………………………………………………………….………………………………. 
…………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………….. 
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III. TRUST  
12. Your level of trust in information shared on social media today: 
☐ Completely distrust 
☐ Distrust 
☐ Neutral 
☐ Trust 
☐ Completely trust 
 
13. Would you be willing to join a new page/group in which agricultural researchers share 
information and discuss topics in relation to mango quality and market information? 

☐ Yes                      ☐ No 
If not, please explain why: 
…………………………………………………………………………………………………………………………………………… 
…………………………………………………………………………………………………………………………………………… 
…………………………………………………………………………………………………………………………………………… 
14. Would you agree to share information related to mango commodity with other 
researchers on this social media channel? 
☐ Completely disagree 
☐ Disagree 
☐ Neutral 
☐ Agree 
☐ Completely agree 
 
15. What do you expect in terms of social media platforms for mango researchers in order 
for it to become more valuable and interesting? 
Format: 
……………………………………………………………………………………………………………………………..…………… 
…………………………………………………………………………………………………………………………………………… 
…………………………………………………………………………………………………………………………………………… 
Content: 
………………………………………………………………………………………………………………………………………….. 
…………………………………………………………………………………………………………………………………………… 
…………………………………………………………………………………………………………………………………………… 
The way to access: 
…………………………………………………………………………………………………………………………..……………… 
…………………………………………………………………………………………………………………………………………… 
--------------------------//---------------------------- 
 
Thank you for your time. 
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