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Agriculture remains a cornerstone of Nigeria’s economy, contributing 
significantly to gross domestic product and providing livelihoods for millions of 
citizens across diverse regions. Despite its central role, the adoption of 
modern agricultural innovations such as improved seed varieties, 
mechanized equipment, and climate-smart farming techniques among young 
farmers has been comparatively slow. Low levels of awareness, limited 
access to reliable information, and skepticism toward government or NGO-
led programs often hinder the spread of new practices. This study examines 
how public relations (PR) strategies can accelerate the dissemination and 
uptake of agricultural innovations among youth farmers in Ovia North-East 
Local Government Area (LGA) of Edo State, a region with strong agricultural 
potential but persistent productivity challenges. Employing a mixed-methods 
approach that combined structured surveys, key informant interviews, and 
document analysis, the research investigates the role of two-way 
communication, community media, and stakeholder collaboration in 
promoting agricultural innovation. Findings reveal that well-designed PR 
campaigns particularly those leveraging community radio, local-language 
social media platforms, and demonstration farms significantly enhance both 
awareness and acceptance of innovations such as improved seed varieties 
and climate-smart farming practices. These channels also foster trust and 
enable feedback, aligning with participatory communication models that 
emphasize dialogue and mutual understanding. Based on the evidence, the 
study recommends institutionalizing PR-driven agricultural communication 
desks within relevant government agencies, training youth leaders as peer 
communicators, and integrating traditional information-sharing methods with 
modern digital platforms. Such measures can create a sustainable framework 
for agricultural development, empowering young farmers, strengthening food 
security, and supporting Nigeria’s broader economic growth. 
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Introduction 
 

Agriculture remains the backbone of Nigeria’s economy, 

providing livelihoods for more than 60 percent of the 

population and contributing about 23 percent to the 

nation’s GDP (National Bureau of Statistics (NBS, 2023). 

Yet, despite its centrality to food security and rural 

development, the sector faces persistent challenges, 

including low productivity, aging farmer populations, and 

slow adoption of modern agricultural innovations. Youth 

engagement is critical to reversing these trends because 

Nigeria’s demographic profile is overwhelmingly young: 

people aged 18–35 constitute more than one-third of the 

total population and represent a vital labor force for 

agricultural transformation (Food and Agriculture 

Organization FAO, 2022). 

However, in many rural areas, including Ovia North-East 

Local Government Area (LGA) of Edo State, the uptake 

of improved seed varieties, climate-smart farming 

methods, and mechanized practices remains uneven. 

Research attributes this gap partly to ineffective 

communication between agricultural extension services 

and young farmers (Akinbode & Adeyemo, 2021). 

Traditional top-down information dissemination often fails 

to capture the interests, language, and media habits of 

youth, who are increasingly connected to social media 

and other interactive platforms. 

Public relations (PR) offer a promising solution. Rooted in 

strategic, two-way communication, PR can build trust, 

encourage dialogue, and accelerate the diffusion of 

innovations within farming communities. By leveraging 

channels such as community radio, WhatsApp groups, 

and demonstration farms, PR campaigns can create 

participatory spaces where young farmers share 

experiences, learn new techniques, and influence peers. 

This study examines how PR strategies can promote the 

adoption of agricultural innovations among youth farmers 

in Ovia North-East LGA. It seeks to identify effective 

communication approaches, assess their impact on 

innovation uptake, and provide actionable insights for 

policymakers, extension workers, and development 

partners aiming to achieve sustainable agricultural growth 

in Nigeria. 

Background of the Study 

Ovia North-East Local Government Area (LGA), situated 

in Edo South Senatorial District, benefits from a humid 

tropical climate that is conducive to the cultivation of 

staples such as cassava, maize, and rice. Agriculture is 

central to the livelihood of its inhabitants, especially 

young people: those aged 18–35 represent a growing 

proportion of farm operators in Edo State, which recently 

launched several youth-focused programs to increase 

agricultural participation (Edo State Ministry of Agriculture 

& Food Security, 2024). However, despite this 

demographic potential, uptake of modern agricultural 

innovations remains uneven and slower than expected. 

Climate variability has emerged as a major constraint. 

Erratic rainfall patterns, unpredictable onset of rains, and 

increasing incidences of flooding and drought in Nigeria’s 

agricultural zones have been well documented and are 

particularly damaging to staple crops like maize, cassava, 

and rice (Ideki, Nwaerema, & Abali, 2024). Such 

unpredictability makes farming riskier for youth, many of 

whom lack capital to absorb losses. Moreover, rural-

urban migration exerts pressure by reducing the available 

labor force and weakening intergenerational transfer of 

traditional agricultural knowledge. 

Another major challenge is the limited reach and 

effectiveness of agricultural extension services. Although 

the government has launched nationwide schemes such 

as the Agricultural Transformation Agenda and programs 

like the Anchor Borrowers Programme to expand access 

to inputs, credit, and training, many young farmers report 

inadequate information and support (ATASP-1, 2025; 

Onwuaroh, Sabe, Tata, & Daniel, 2024). In Edo State 

specifically, the Edo State Agricultural Development 

Program (ADP) recently launched a Youth Empowerment 

Program targeting ages 18–35 to provide training, 

mentorship, and market linkages (Edo State ADP, 2024). 

Yet, adoption of modern methods and climate-smart 

practices remains patchy, often due to lack of awareness, 

weak trust in new practices, and logistical constraints. 
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Understanding the local communication ecosystem in 

Ovia North-East is therefore essential. Channels such as 

community radio, farmers’ cooperatives, religious 

gatherings, and social media platforms play varied roles 

in how innovations are perceived and adopted. Properly 

leveraging public relations (PR) strategies tailored to local 

culture, trust networks, and existing social structures 

offers a promising path to closing information gaps, 

countering misinformation, fostering community buy-in, 

and accelerating adoption of innovations among young 

farmers thus contributing to sustainable agricultural 

development in Ovia North-East LGA and Edo State 

more broadly. 

Statement of the Problem 

Despite policy efforts, agricultural innovation adoption 

among youth farmers in Ovia North-East remains low. 

Poor information flow, limited trust in government 

programs, and inadequate youth-centered 

communication impede progress. Without strategic PR 

approaches, these barriers threaten food security, youth 

employment, and local economic development. 

Research Questions 

1. What PR channels most effectively inform and 

influence youth farmers in Ovia North-East LGA? 

2. How do PR strategies affect awareness and 

adoption of agricultural innovations? 

3. What barriers and opportunities exist for PR 

practitioners promoting agricultural innovations 

among youth farmers? 

Significance of the Study 

This study holds both theoretical and practical importance 

for advancing knowledge and improving practice in 

agricultural development and public relations. 

Theoretically, it contributes to the growing body of 

development communication scholarship by 

demonstrating how public relations (PR) can function not 

only as a promotional tool but also as a participatory 

communication framework that facilitates dialogue, trust-

building, and the diffusion of agricultural innovations 

among rural youth. By integrating the Two-Way 

Symmetrical Communication Theory and Diffusion of 

Innovations Theory, the research underscores the 

relevance of PR in shaping attitudes, influencing adoption 

decisions, and sustaining behavioral change within 

farming communities. 

Practically, the findings will offer actionable insights for 

policymakers, agricultural extension officers, and non-

governmental organizations (NGOs) seeking to enhance 

food security and rural livelihoods in Nigeria. Evidence 

from the study can guide the design of youth-centered 

communication campaigns that combine traditional 

information networks such as community meetings and 

local radio with modern channels like social media and 

mobile messaging. Such integrated strategies can 

overcome barriers of mistrust, limited access to 

information, and low participation rates among young 

farmers. 

Moreover, the research will inform government programs 

such as the Agricultural Transformation Agenda and the 

Anchor Borrowers’ Program by identifying communication 

gaps and recommending PR-driven approaches that 

increase awareness and uptake of improved seed 

varieties, climate-smart practices, and mechanized 

farming techniques. In the long term, these insights can 

strengthen agricultural value chains, reduce rural 

unemployment, and promote sustainable economic 

growth, making the study a valuable resource for 

stakeholders committed to transforming Nigeria’s 

agricultural sector. 

Theoretical Framework 

This study is anchored on Two-Way Symmetrical 

Communication Theory and Diffusion of Innovations 

Theory, which together provide a robust lens for 

understanding how public relations (PR) can effectively 

promote agricultural innovations among young farmers in 

Ovia North-East Local Government Area (LGA) of Edo 

State, Nigeria. 

Two-Way Symmetrical Communication Theory 

The Two-Way Symmetrical Communication Theory, 

developed by Grunig and Hunt (1984), emphasizes a 

balanced exchange of information through dialogue and 

negotiation between communicators and their audiences. 

Rather than a one-way dissemination of messages, it 
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promotes reciprocal communication aimed at mutual 

understanding and trust-building. In agricultural 

development contexts, this model encourages extension 

officers, government agencies, and PR practitioners to 

actively listen to farmers’ concerns, integrate their 

feedback, and co-create solutions (Grunig, 2006). Such 

participatory engagement strengthens relationships, 

enhances message credibility, and improves the 

likelihood that farmers will adopt innovative practices 

(Kreps & Maibach, 2017). 

Diffusion of Innovations Theory 

Complementing the symmetrical model, Diffusion of 

Innovations Theory (Rogers, 2003) explains how new 

ideas, behaviors, and technologies spread within a social 

system. It highlights the importance of opinion leaders 

and change agents in shaping community attitudes and 

influencing adoption decisions (Valente & Pumpuang, 

2007). Among youthful farmers in Edo State, peer 

leaders, cooperative heads, and social media influencers 

can serve as vital change agents who demonstrate the 

practical benefits of modern seed varieties, climate-smart 

techniques, and mechanized farming methods (Adekoya 

et al., 2021). The theory outlines five key stages of 

adoption knowledge, persuasion, decision, 

implementation, and confirmation—which provide PR 

practitioners with a strategic framework for designing 

campaigns that guide farmers through the entire adoption 

process (Rogers, 2003). 

Integrating the Frameworks 

When combined, these theories position PR as both a 

relational mechanism building trust through two-way 

engagement and a diffusion mechanism accelerating the 

spread of agricultural innovations. Integrating these 

frameworks allows this study to evaluate not only how 

messages are communicated but also how they are 

accepted, adopted, and sustained within the farming 

community (Okoro & Agbo, 2020). This dual-theory 

approach underscores that successful agricultural 

innovation requires both credible relationships and 

strategic dissemination of new ideas. 

 

Methodology 

This study employed a mixed-methods research design, 

combining quantitative and qualitative approaches to 

generate a comprehensive understanding of how public 

relations (PR) strategies influence the adoption of 

agricultural innovations among youth farmers in Ovia 

North-East Local Government Area (LGA), Edo State. 

The integration of both methods allowed for triangulation 

of data, thereby enhancing the reliability and depth of the 

findings (Creswell & Plano Clark, 2018). 

Survey 

The quantitative component consisted of a structured 

questionnaire administered to 250 youth farmers aged 

18–35 years. Participants were selected through stratified 

random sampling to ensure representation across the 

LGA’s ten major communities, including urban centers 

and remote villages. The questionnaire covered 

demographic information, awareness and adoption of 

agricultural innovations, exposure to PR campaigns, and 

preferred communication channels. Data from the 

surveys were coded and analyzed using descriptive and 

inferential statistics with the aid of the Statistical Package 

for the Social Sciences (SPSS, version 27). 

Interviews and Focus Groups 

To capture nuanced perspectives, 20 key informant 

interviews and three focus group discussions were 

conducted with agricultural extension officers, local PR 

practitioners, community leaders, and executives of youth 

farming cooperatives. Semi-structured interview guides 

explored themes such as communication effectiveness, 

barriers to innovation uptake, and the role of opinion 

leaders. These sessions were audio-recorded with 

consent and transcribed verbatim for thematic content 

analysis, allowing for the identification of recurring 

patterns and insights (Braun & Clarke, 2019). 

Document Review 

Complementing primary data, a review of government 

policy briefs, NGO reports, and existing communication 

campaign materials provided context on current 
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agricultural initiatives, PR interventions, and institutional 

frameworks affecting youth farmers. 

Ethical Considerations 

Ethical approval was secured from the Edo State 

Research Ethics Committee. All participants received 

detailed information about the study’s purpose and 

procedures and provided written informed consent. To 

protect privacy, data were anonymized and stored 

securely. Participants were assured that their responses 

would be used solely for academic purposes and 

reported in aggregate form. 

By combining surveys, interviews, focus groups, and 

document analysis within a rigorous ethical framework, 

this methodology ensured a robust and context-sensitive 

assessment of PR practices for promoting agricultural 

innovations among Nigeria’s youthful farmers. 

Data Analysis 

The study employed a multi-layered data analysis 

strategy to capture both the breadth and depth of findings 

from the mixed-methods design. 

Quantitative Analysis 

Survey data collected from 250 youth farmers were first 

cleaned, coded, and entered into the Statistical Package 

for the Social Sciences (SPSS, Version 27) for 

processing. Descriptive statistics such as frequencies, 

percentages, means, and standard deviations were 

computed to summarize demographic characteristics, 

levels of awareness, and rates of adoption of agricultural 

innovations. To examine relationships between variables, 

chi-square (χ²) tests of independence were conducted. 

These tests assessed whether exposure to specific public 

relations (PR) activities (e.g., community radio 

campaigns, social media messaging, and demonstration 

farm events) was significantly associated with the 

adoption of innovations such as improved seed varieties 

or climate-smart practices. Where appropriate, Cramer’s 

V was used to determine the strength of associations. 

This quantitative analysis provided measurable evidence 

of how PR exposure influenced innovation uptake among 

the youth farming population. 

Data from key informant interviews and focus group 

discussions were audio-recorded, transcribed verbatim, 

and cross-checked for accuracy. Using a thematic 

analysis approach (Braun & Clarke, 2019), the transcripts 

were read multiple times to ensure familiarity, followed by 

open coding to identify meaningful units of text. Codes 

were then grouped into overarching themes that reflected 

recurrent patterns and perspectives, including 

communication effectiveness, barriers to information flow, 

trust in PR messages, and the role of opinion leaders. 

NVivo software (Version 12) was employed to assist in 

organizing and retrieving coded data, enhancing 

analytical rigor and transparency. 

Finally, results from the quantitative and qualitative 

strands were integrated during interpretation. This 

triangulation allowed for comparison and convergence of 

insights, strengthening the validity of conclusions 

regarding the effectiveness of PR strategies in promoting 

agricultural innovations among youth farmers in Ovia 

North-East LGA. The combined analytical approach 

ensured that both statistical relationships and lived 

experiences informed the study’s overall findings and 

recommendations. 

Findings 

Awareness and Engagement 

The study revealed a high level of awareness of 

agricultural innovations among youth farmers in Ovia 

North-East LGA, with over 70 percent of survey 

respondents indicating that they first learned about new 

technologies such as improved seed varieties, organic 

fertilizers, and climate-smart irrigation systems through 

community radio broadcasts and social media platforms. 

Local-language radio programs were particularly effective 

because they reached both literate and semi-literate 

audiences and addressed region-specific farming 

challenges. In addition, demonstration farms organized 

by agricultural extension officers and youth cooperatives, 

coupled with peer-led training sessions, and significantly 

boosted farmers’ confidence in trying out new practices. 

Focus group participants emphasized that witnessing the 

tangible benefits of innovations on neighboring farms 

encouraged them to experiment with similar techniques. 
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Role of Public Relations Strategies 

Strategic PR campaigns that combined local-language 

radio programming, WhatsApp groups, and town-hall 

meetings emerged as the most effective communication 

mix. These multi-channel initiatives created an interactive 

feedback loop where youth farmers could raise 

questions, share experiences, and receive timely 

clarifications from agricultural experts and extension 

officers. Interviews with PR practitioners highlighted that 

the two-way symmetrical approach which promotes 

dialogue and mutual understanding helped to foster trust 

between information providers and the farming 

community, reducing skepticism toward new technologies 

and government-sponsored programs. 

Barriers to Effective Communication 

Despite these successes, several barriers impeded 

optimal communication and adoption of innovations. 

Limited internet connectivity in remote villages curtailed 

the reach of digital channels such as WhatsApp and 

Facebook. Furthermore, inconsistent funding for PR 

campaigns resulted in irregular programming and limited 

follow-up activities, reducing the continuity needed for 

long-term behavioral change. Some participants 

expressed skepticism toward government initiatives, 

citing previous experiences of delayed input delivery or 

inadequate support, which dampened enthusiasm for 

newly introduced programs. 

Influence on Adoption of Agricultural Innovations 

Quantitative analysis using chi-square tests indicated a 

strong positive relationship between exposure to multiple 

PR channels and the likelihood of adopting modern 

agricultural practices. Specifically, youth farmers who 

engaged with at least two PR communication channels 

were approximately twice as likely to adopt improved 

seed varieties and climate-smart practices compared to 

those with minimal or no exposure (p < 0.05). This finding 

underscores the importance of integrated communication 

strategies, suggesting that a diversified PR approach 

spanning traditional and digital media substantially 

enhances the diffusion of agricultural innovations among 

young farmers in the study area. 

Discussion 

The findings of this study underscore the pivotal role of 

public relations (PR) as a participatory communication 

tool in promoting agricultural innovations among youth 

farmers in Ovia North-East Local Government Area 

(LGA). When PR strategies are implemented as two-way, 

dialogic processes, they foster trust, shared 

understanding, and active engagement conditions 

essential for the successful diffusion of new agricultural 

technologies. This outcome aligns with Rogers’ (2003) 

Diffusion of Innovations Theory, which emphasizes that 

the credibility of change agents and the use of interactive 

communication channels are decisive factors in 

accelerating the spread of innovations within social 

systems. The positive correlation between exposure to 

multiple PR channels and the likelihood of adopting 

improved seed varieties and climate-smart practices 

provides empirical support for this theoretical perspective. 

Moreover, the study reinforces Grunig and Hunt’s (1984) 

Two-Way Symmetrical Communication Model, which 

advocates mutual dialogue and feedback as mechanisms 

for resolving conflicts and achieving shared objectives. 

Youth farmers’ preference for peer-based learning 

platforms, community radio discussions, and WhatsApp 

groups as opposed to traditional one-way agricultural 

extension messaging highlights the value of symmetrical 

communication where information flows both from 

experts to farmers and from farmers back to experts. 

Such dialogic engagement not only disseminates 

knowledge but also integrates local experiences and 

indigenous knowledge into the innovation process, 

thereby enhancing relevance and trustworthiness. 

Despite these promising outcomes, the study also 

exposes structural barriers that limit the full potential of 

PR in agricultural communication. Poor internet 

connectivity in remote communities restricts access to 

digital platforms, while sporadic funding for PR 

campaigns results in inconsistent messaging and 

inadequate follow-up activities. These constraints can 

erode the sustained engagement required for long-term 

behavioral change. Addressing these gaps will require 

targeted investments in rural broadband infrastructure, as 
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well as policy measures to ensure stable funding streams 

for agricultural communication initiatives. 

In addition, the persistent skepticism toward government 

programs rooted in past experiences of unmet promises 

or delayed support points to the need for greater 

transparency and accountability in agricultural 

interventions. Building credibility through consistent 

action and open dialogue can help mitigate distrust and 

reinforce the effectiveness of PR-driven campaigns. 

Overall, the results affirm that strategically designed, 

participatory PR interventions have the capacity to 

accelerate the diffusion of agricultural innovations among 

young farmers. For policymakers, extension officers, and 

development practitioners, this means prioritizing 

integrated communication approaches that combine 

traditional media, digital platforms, and interpersonal 

networks to ensure that innovations are not only 

introduced but also adopted and sustained at scale. 

Key Limitations 

Despite the valuable insights generated, this study faced 

several limitations that should be considered when 

interpreting the findings and applying them to policy or 

practice. 

Resource Constraints 

A major limitation was the presence of funding gaps that 

affected both the communication campaigns under study 

and the research process itself. Many of the PR initiatives 

promoting agricultural innovations in Ovia North-East 

LGA were irregular or short-lived because of limited 

financial support from government agencies, non-

governmental organizations (NGOs), and local 

cooperatives. This lack of continuity not only restricted 

the long-term impact of these campaigns but also 

constrained the researcher’s ability to evaluate sustained 

outcomes over time. As a result, the data may not fully 

capture the potential effects of well-funded, consistent 

public relations interventions. 

Connectivity and Infrastructure Issues 

The study area is predominantly rural, and limited internet 

connectivity and erratic electricity supply posed 

significant challenges for both PR activities and data 

collection. Poor network coverage curtailed the 

effectiveness of digital communication channels such as 

WhatsApp groups, Facebook pages, and other social 

media platforms that were intended to complement 

traditional communication methods. These infrastructural 

shortcomings likely reduced the overall reach of PR 

campaigns, meaning that the reported impact of digital 

strategies might underestimate their potential in areas 

with more reliable connectivity and power supply. 

Self-Reporting Bias 

The quantitative survey relied heavily on respondents’ 

self-reported adoption of agricultural innovations, which 

introduces the possibility of response bias or 

overestimation of actual practice. Some participants may 

have reported adopting improved seed varieties or 

climate-smart techniques to align with perceived 

expectations or to present themselves favorably. 

Although the study attempted to mitigate this by 

triangulating data with qualitative interviews and focus 

groups, the reliance on self-reported measures remains a 

limitation that could influence the accuracy of adoption 

rates. 

Recognizing these limitations is important for 

contextualizing the findings. Future research could 

address them by incorporating longitudinal studies to 

observe adoption behavior over time, direct field 

observations to validate self-reports, and targeted 

sampling in areas with better connectivity to fully assess 

the potential of digital PR channels. 

Implications 

The findings of this study present important practical, 

policy, and theoretical implications for strengthening the 

role of public relations (PR) in promoting agricultural 

innovations among Nigeria’s youthful farmers. 

Practical Implications 

For development communicators and PR practitioners, 

the results highlight the need to integrate community 

radio with mobile-based messaging such as SMS alerts, 

WhatsApp groups, and interactive voice systems to 
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effectively reach diverse youth populations in both urban 

and remote areas. Community radio has consistently 

been identified as an effective platform for localized, 

language-appropriate agricultural communication 

(Akinbode et al., 2021; Okoro & Agbo, 2020), while 

mobile technologies enable real-time feedback and peer-

to-peer learning (Adesina & Chianu, 2021). Agricultural 

extension agencies and PR professionals should also 

train youth ambassadors or peer educators who can 

serve as trusted change agents, reinforcing Rogers’ 

(2003) argument that credible opinion leaders accelerate 

the diffusion of innovations. 

Policy Implications 

At the policy level, the study recommends that the Edo 

State government institutionalize dedicated PR or 

communication desks within agricultural development 

programs to sustain long-term communication strategies. 

Evidence shows that when communication units are 

integrated into agricultural projects, they improve 

coordination and message consistency (Nwammuo & 

Ekwe, 2020). Policy measures should also target 

structural barriers by expanding rural broadband and 

improving electricity supply, as inadequate infrastructure 

remains a significant obstacle to digital agricultural 

communication in Nigeria (World Bank, 2022). Stable 

funding streams for PR-driven agricultural campaigns will 

enhance credibility and create a sustainable framework 

for innovation adoption across the state. 

Theoretical Implications 

Theoretically, the research reinforces the 

complementarity of Two-Way Symmetrical 

Communication Theory (Grunig & Hunt, 1984) and 

Diffusion of Innovations Theory (Rogers, 2003) in 

agricultural contexts. The positive association between 

exposure to multiple PR channels and innovation 

adoption supports the argument that participatory, 

dialogic communication where feedback loops are 

integral accelerates the diffusion process (Kreps & 

Maibach, 2017). These findings suggest that future 

agricultural communication models should explicitly 

integrate symmetrical dialogue with diffusion dynamics, 

refining the theoretical foundation for development 

communication and public relations scholarship. 

By addressing these practical, policy, and theoretical 

dimensions, stakeholders can more effectively harness 

PR strategies to drive sustainable agricultural 

transformation and empower Nigeria’s next generation of 

farmers. 

Conclusion 

This study underscores that well-planned public relations 

(PR) campaigns grounded in dialogue, trust, and 

culturally attuned messaging play a pivotal role in 

increasing the adoption of agricultural innovations among 

youth farmers in Ovia North-East Local Government 

Area. The findings reveal that when PR strategies 

emphasize two-way symmetrical communication, young 

farmers are not merely passive recipients of information 

but active participants who can question, contribute, and 

co-create solutions to local farming challenges. Such 

engagement enhances credibility and ensures that the 

innovations promoted are both relevant and acceptable to 

the community. 

Moreover, the strategic integration of multiple 

communication channels—including social media 

platforms, community radio programs in local languages, 

and practical demonstration farms proves particularly 

effective in fostering both awareness and sustained 

behavioral change. These diverse media outlets reach 

young farmers with different levels of literacy and 

connectivity, thereby bridging the information gap and 

countering misinformation about new farming 

technologies. The results align with the Diffusion of 

Innovations Theory (Rogers, 2003), which highlights the 

significance of peer influence and change agents, and 

with Two-Way Symmetrical Communication Theory 

(Grunig & Hunt, 1984), which stresses reciprocal 

dialogue and relationship building. 

For Nigeria to meet its food security goals and 

productively engage its expanding youth population, PR 

must be recognized and institutionalized as a core 

component of agricultural development strategies. 

Government agencies, non-governmental organizations, 
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and agricultural extension services should invest in 

capacity building for PR professionals, provide sustained 

funding for community-based communication campaigns, 

and create policy frameworks that integrate PR into all 

stages of agricultural planning and implementation. By 

doing so, agricultural innovations will not only  

Recommendations 

Establish Agricultural PR Desks 

The Edo State Ministry of Agriculture should create 

dedicated public relations (PR) units responsible for 

designing, implementing, and monitoring agricultural 

communication campaigns. These desks would 

coordinate with extension officers, cooperatives, and 

local media to ensure that information on innovations—

such as improved seed varieties and climate-smart 

practices is timely, accurate, and audience-specific (FAO, 

2021). 

Youth Communication Ambassadors 

Select and train young farmers as peer communicators or 

―communication ambassadors‖ within farmer 

cooperatives. These ambassadors can act as trusted 

opinion leaders and change agents, demonstrating new 

techniques and providing feedback to policymakers and 

PR practitioners, which aligns with Rogers’ (2003) 

emphasis on the role of opinion leaders in diffusion. 

Community Media Expansion 

Expand community radio programming in local languages 

and explore podcast formats tailored for rural listeners. 

Community radio remains one of the most accessible and 

trusted information sources in Nigerian rural areas 

(Okorie & Salawu, 2016). Podcasts can complement 

radio by offering on-demand learning for youths with 

mobile phones. 

Digital Integration 

Forge partnerships with telecom providers to improve 

internet penetration and subsidize data costs. Enhanced 

connectivity will support mobile-based extension 

services, interactive WhatsApp groups, and social media 

campaigns that engage youth in two-way communication 

(Aker et al., 2021). 

Long-Term Funding 

Secure multi-year funding commitments from 

government, development partners, and agribusiness 

stakeholders to ensure the consistency and measurable 

impact of PR campaigns. Stable funding will prevent 

disruptions and allow for continuous evaluation and 

scaling of successful initiatives (World Bank, 2020). 
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