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Introduction 

Youth engagement in agripreneurship is critical for the sustainability of agriculture and the 
development of a future agricultural workforce, particularly in Uganda where agriculture remains 
the primary livelihood for most rural communities (Uganda Bureau of Statistics 2021). Despite 
national and international efforts to attract youth into agriculture, participation continues to 
decline due to negative perceptions, limited access to reliable information, and gaps in extension 
service delivery (Johnston and Lane, 2021). Communication plays a central role in shaping how 
youth perceive agriculture, access information, and make agripreneurship decisions (Tayeebwa et 
al., 2022). Understanding how youth evaluate communication sources and channels is therefore 
essential for designing effective extension and educational strategies. 

Theoretical Framework 

Grounded in Source Credibility Theory and Uses and Gratifications Theory, this study 
conceptualizes agricultural communication as an active process in which youth agripreneurs 
select information sources and channels they perceive as trustworthy and valuable for meeting 
their needs. Source Credibility Theory posits that individuals are more likely to accept and act on 
information when it originates from credible and trustworthy sources (Wilkins et al., 2018). Uses 
and Gratifications Theory explains how audiences deliberately choose communication channels 
that best satisfy their informational and decision-making needs (Katz et al., 1973). Together, 
these theories provide a framework for examining how trust, perceived value, and information 
needs shape youth engagement in agripreneurship. 

Purpose and objectives 

The purpose of this study was to examine how youth agripreneurs in Kamuli District access, 
evaluate, and utilize agripreneurship communication sources and channels, with emphasis on 
perceived trustworthiness and value for decision-making. The study was guided by four 
objectives:  

1. Identify the communication sources and channels youth agripreneurs use to access 
agripreneurship information.  

2. Describe youth perceptions of trustworthiness and credibility of these sources and 
channels.  

3. Examine the perceived value and usefulness of various information sources and channels. 
4. Analyze how patterns of information use, trust, and perceived value shape 

agripreneurship decisions and engagement. 

Methods 

A qualitative exploratory case study design was used to examine youth agripreneurs’ 
communication experiences in Kamuli District, Uganda. Data were collected through semi-
structured interviews with 17 youth agripreneurs (ages 18–35) affiliated with the Iowa State 
University – Uganda Program (ISU- UP). Participants were actively engaged in agripreneurship 
for at least three years. Interviews were conducted in Lusoga to ensure participant comfort and 
depth of expression, then translated into English. Data were analyzed thematically using Braun 
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and Clarke (2022b) six-step approach, with MAXQDA software used for data organization and 
coding. 

Findings 

Findings revealed that youth agripreneurs relied on a hybrid communication ecosystem 
consisting of extension officers, private organizations, peer farmers, agro-input dealers, mobile 
phones, radios, and face-to-face interactions. Peer farmers and private organizations were 
perceived as the most trustworthy sources because of shared experiences, consistent engagement, 
and observable outcomes. Extension officers were viewed as credible and knowledgeable but 
were inconsistently accessible, which affected sustained trust and utilization. 

Mobile phones and radio were the most frequently used communication channels due to 
accessibility and convenience, while face-to-face interactions such as farm visits, training, and 
extension meetings were perceived as the most valuable for building trust and understanding. 
Youth accessed agronomic, market, weather, and value-addition information primarily to support 
production decisions, market timing, and enterprise diversification. Trust and gratification 
strongly shaped information use. Youth were more likely to act on information they perceived as 
timely, practical, locally relevant, and delivered by trusted sources 

Discussion, Implications and conclusions 

The findings demonstrate that youth engagement in agripreneurship is influenced not only by 
access to information, but by how information is trusted and how well it gratifies youth needs. 
Consistent with Source Credibility Theory, youth preferred information from sources perceived 
as trustworthy and reliable, including extension officers, private organizations, and fellow 
farmers (Wilkins et al., 2018). Uses and Gratifications Theory further explains youth preferences 
for communication channels that met practical needs, such as mobile phones for immediacy and 
face-to-face interactions for clarity and confidence-building (Okwu & Daudu, 2011). 

Extension services emerged as a critical yet constrained communication mechanism. When 
extension communication was accessible, practical, and relationship-based, it enhanced trust and 
supported youth decision-making (Mukembo et al., 2020; Lamm et al., 2021). However, 
inconsistent extension reaches, limited follow-up, and infrastructural barriers including high 
internet costs and poor connectivity affected information gratification and weakened engagement 
of the youth in agripreneurship (UCC, 2019). 

Overall, the findings highlight the need for youth-centered extension and communication 
strategies that prioritize trust-building, practical relevance, and blended communication channels. 
Integrating peer learning, experiential approaches, and consistent follow-up can enhance 
perceived value and sustained engagement (Mukembo & Edwards, 2020). Addressing 
communication barriers is essential for strengthening youth participation, underscoring that 
effective agricultural communication is foundational to long-term youth engagement in 
agripreneurship (Ng’Atigwa et al., 2020). 
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