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ABSTRACT  9 
 10 
 
Information, now a day, is considered equally valuable as monetary resources. Extension communication 
media disseminate precious information that can change the life of many rural poor farmers. This study 
was preceded with the purpose determining shrimp farmers usage and preference of extension 
communication media (ECM) in some selected villages of Bangladesh. This study was conducted in a 
selected union of Bagerhat Sadar Upazila in Bangladesh. Data were collected in the first quarter of June, 
2015. This research is predominantly based on primary data, however secondary sources were also 
consulted to reveal the present status farming, production and marketing of shrimp in Bangladesh. Data 
were collected using structured interview schedule from 72 purposively selected shrimp farmers. Usage of 
ECM was determined based on weighted mean; whereas preference of media was determined 
considering the frequency and percentage. The association between predictor and criterion viable was 
measured employing chi-square analysis. Descriptive statistics such as mean, standard deviation, 
median, range, etc. were also used to describe the characteristics of respondents. The findings of the 
study represent that 72.2% of the farmers had moderate to low usage of extension communication 
sources. According to the choice of the respondents, the most preferred extension communication media 
were television followed by government and NGO extension agent. Chi-square analysis revealed that 
among eight selected variables education level, economic status, and availability of extension 
communication sources had a positive relationship with the usage of extension communication media. 
This study further revealed that farmers had different types of information need, of which the important 
aspects were disease management, scientific culture procedure of shrimp, salinity management, credit 
sources, and market related information. Despite monumental prospects of earning foreign currency, 
shrimp sector in Bangladesh is still suffering from a number of impediments like chronic viral diseases, 
increasing salinity, lack of adoption of scientific practices, absence of secured market facilities, availability 
of credits, etc. Farmer’s usage of ECM appears satisfactory. However, their usages did not cohere their 
preference. Lamentably, their usage of rich and trustworthy ECM is still very limited.     
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1. INTRODUCTION  14 
Shrimp industries in Bangladesh have long been playing a prominent role in the national economy. This 15 
sector is offering livelihood and employment to many rural poor dwellers. Currently, Bangladesh is one of 16 
the top ten shrimp exporting countries of the world [1]. Frozen shrimp products of this country are 17 
contributing 3 percent of the global shrimp market [2]. Sadly, the progress of this sector is far less than 18 
expectation. Due to shortage of shrimp production, this country, at present, can utilize 66.6% of its total 19 
processing capacities [2]. However, a multitude of imminent threats blare the promising future of shrimp 20 
sector. Several socioeconomic and environmental impacts accompanied by inappropriate management 21 
practices and insufficient plans regarding water quality, seed supply, institutional weaknesses, etc., 22 
endanger further growth of shrimp farming in Bangladesh [3].   23 
In reality, investment in dissemination of appropriate need based knowledge can solve many problems of 24 
farmers. Lewis’s in his Theory of Economic Growth labeled the proximate cause of development as the 25 
increase of knowledge and its application. Actually, development rests on an extensive range of 26 



knowledge-technical knowledge of production processes, commercial knowledge of markets and 27 
business practices, personal knowledge of human health and nutrition, knowledge of laws and legal 28 
processes, knowledge of political and administrative processes and public policies, knowledge of 29 
organization and management, knowledge of emerging fields of science, etc. [4]. However, the global 30 
agricultural knowledge generation is propagating exponentially [5] and traditional knowledge is rapidly 31 
superseded or nullified by first, low cost, better result providing new knowledge. Therefore, developing the 32 
understanding of new knowledge source and channelize the information for the application is equally 33 
important.  34 
Globally, there is an increasing disparity between the rate of knowledge generation and knowledge 35 
dissemination [4]. In reality, the message of an intervention program that goes unheard or unseen can 36 
bring no desirable changes in the behavior of targeted users [6].As agricultural system is turning more 37 
complex farmers’ access to reliable, timely and relevant information is becoming crucial to farmers’ 38 
competitiveness. However, better impact of information is preconditioned with packaged and 39 
disseminated in a way preferred by peasants [7]. So, the agricultural development program at design 40 
stage needs to know the media use behavior pattern of the farmers for effective technology transfer. In 41 
development communication, media selection by the sender and receiver is equally important as the 42 
process is interdependent and moves towards the same goal. The treated message should be creative 43 
and useful enough for a wider group, whereas the message consumer should have a thirst for credible 44 
and profitable information media.  In this regard, periodic study on use and preference of media can 45 
assist us to understand the trend of media used by the shrimp farmers and its contribution to profitable 46 
shrimp production in southern Bangladesh. However the study was directed towards the following specific 47 
objectives: 48 

1. To access the performance shrimp farming sector in Bangladesh. 49 
2. To ascertain the farmer’s usage and preference of extension communication media in receiving 50 

information. 51 
3. To determine the factors influencing farmers’ usage of communication media for receiving shrimp 52 

.farming information.    53 
Conceptual Framework  54 
Information is a prerequisite for the development of agriculture [8]. It is also necessary for successful 55 
operation and decision-making in all kinds of business. Communication, on the other hand, is exchange 56 
of information between people or places. Basically, communication is sharing ideas, facts, feelings or 57 
such kind of things between individuals to establish commonality in understandings. A medium (singular 58 
form is media) is a ‘channel of communication’ through which people send and receive information [9]. 59 
Extension, if state simply, is communication. As described by [10], the basis of extension is a two way 60 
flow of information between farmers and those advising them. [11] explained extension as conscious use 61 
of communication information to help people to form sound opinions and make good decisions. So, 62 
extension communication media are means by which extension agents and farmers exchange 63 
information.  64 
Bangladesh being one of world’s top densely populated countries has markedly different rural 65 
communities in terms of socio-economic status as well as knowledge. This variation instigates extension 66 
educators to employ a variety of communication channels to disseminate their educational programs. 67 
Diversified studies established the fact that producers prefer a blend of communication channels for 68 
receiving agricultural information and particularly prefer interpersonal communication methods 69 
[12][13][14]. Lamentably, limited financial resources may coerce extension agents to limit their choice 70 
among communication channels [15]. However, efficient transfer of information largely depend upon 71 
channeling receiver understandable information, through their prefer method of receiving information 72 
[16][17][18]. Actually, understanding of extension sources and channels adopted by clients to acquire 73 
information is an indispensible part of education programming [6].  74 
1.1 Plight of shrimp farming in Bangladesh  75 
Shrimp is called the white gold of Bangladesh as it brings more than 500 million USD every year (Figure 76 
1) and contributing 3.87 percent of GDP [19]. About 12 million rural people of Bangladesh are employed 77 
in this sector. It is the second largest export industry of Bangladesh, [20][21] which occupies a total of 162 78 
processing plants [22]. Such a promising sector of Bangladesh is being faded in very recent years. The 79 
chief cause of losing the glory of this sector is declining the export growth (Figure 1). Bangladesh is facing 80 
challenges to maintain and uphold it access to greater international markets. Although, shrimp is a top 81 
level export item of Bangladesh, its contribution to international market is only 2.5 percent [8]. Bangladesh 82 



is lagging behind Thailand, China, Vietnam and India in shrimp production. Therefore, Bangladesh has 83 
limited bargaining capacity in international market.  84 
Shrimp farming system in Bangladesh is mostly extensive in nature. This traditional system is tied fed and 85 
local feed dependent [23]. Shrimp sector of Bangladesh faces serious production related risk at the farm 86 
level that undermines production. Widespread viral infection in farm, change in aquatic environments 87 
such as salinity, poor quality fry and inappropriate management practices inhibit farmers to reach a 88 
competitive production level [23][24].Due to remarkably insufficient production, the processing industries 89 
receive only about ten percent of their total capacity. For instance, most of frozen shrimp exports from 90 
Khulna region, [25] in a newspaper report disclosed that among the 58 shrimp processing industries in 91 
Khulna region 34 has already been closed, which gives a warning of the destruction of Bangladesh’s 92 
shrimp sector. Moreover, because of fraudulence in processing and packaging [26] the importers have 93 
turned their faces towards the new exporters like India and Indonesia in very recent years (Figure 2). 94 
Nonetheless, the poor policy of the government in reaching the international markets is also another 95 
prominent lacking that halts growth of shrimp export.  96 
 97 

 98 
 99 

Figure 1: The recent export value of Bangladeshi shrimp 100 
 101 

 102 
 103 
 104 
 105 
Figure 2: Comparative annual average export growth rate of Shrimp in Asia during 2008-2015 106 
Source: [24] 107 
In recent years, Bangladesh is facing a magnitude of the difficulties in upholding its position in the 108 
international shrimp market. Fortunately, the loss of international market can easily be minimized by 109 
proper and efficient use of the domestic market. The recent experience shows that price of shrimp is even 110 
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higher at the domestic market. Farmers are offloading the black tiger shrimp on the internal market in an 111 
attempt to recuperate the cost of production in the face of slumping prices and poor demand in western 112 
countries [27].The export price of per kilogram shrimp is BDT 330 ($4.16), whereas wholesale prices for 113 
the same amount in domestic market is BDT 350-370. The retail price of medium to large size shrimp 114 
rises even up to BDT 1000 in domestic market. However, the effort is limited in exploring the domestic 115 
demand and marketing channel of valuable shrimp.  116 
Shrimp, no doubt, is one of the promising sectors of Bangladesh. Lamentably, the inadequate focus in 117 
this sector has declined the production of shrimp at farm level. Eventually, many of the problems of the 118 
shrimp farmers can be solved by effective communication of appropriate and timely information. Use of 119 
credible sources for scientific farm management information can reduce production related problems and 120 
boost the production, whereas pursuing effective market extension service and food safety regulation can 121 
help to get demand borne profitable market. The general shrimp supply chain of Bangladesh (Figure 3) 122 
depicts abundant scope to use scientific farm information at various levels to make the shrimp farming 123 
productive and profitable. Therefore, analyzing farmers’ communication channels has become a crucial 124 
need before going to put an endeavor for linking them with scientific farm information source. 125 
 126 
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Figure 3: General shrimp supply chain in Bangladesh 158 
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Source: Adapted by authors. 159 

2. METHODOLOGY  160 
The study was conducted in three purposefully selected villages of Bagerhat district. With close proximity 161 
to the Bay of Bengal, Bagerhat is located in the southwest part of the country and belongs to Khulna 162 
division. The selected villages belong to Shat Gambuj Union under Sadar Upazilla of Bagerhat district. 163 
The area was selected purposefully because of its fame and heritage in extensive shrimp production in 164 
Bangladesh. According to [28], Bagerhat Sadar stands second position in terms of fish production area of 165 
the district. About half of the cultured prawn is farmed in Bagerhat district of Bangladesh. This farming 166 
system is totally export oriented and brings huge foreign currency. Therefore, the study area bears 167 
immense importance in the national economy. Traditionally, the shrimp farmers of this area have a long 168 
experience of extensive shrimp farming. The shrimp farmers those are engaged in shrimp farming for at 169 
least one year and have own or leased farm were considered as the respondents of the study. Total 170 
shrimp farming population in the selected three villages were about 398. The researchers collected data 171 
from 72 purposefully purposively selected shrimp farmers as this sample size fulfill the condition of 172 
applying chi-square test. As note by [29], chi-square is a crucial non-parametric test and as such no rigid 173 
assumptions are necessary in respect of the type of population. The same author further claimed that we 174 
require only the degrees of freedom (implicitly the size of sample) i.e. a reasonably large number of items 175 
normally be at least 50.  Data were collected using structured interview schedule during 15 June 2015 to 176 
25 June 2015. Before going to the final data collection, the researcher pre-tested the schedule for 177 
obtaining valid and reliable information.  178 
Eight selected characteristics of the shrimp farmers such as age, marital status, education level, 179 
objectives of shrimp farming, fish farm size, shrimp farming experience, economic status and availability 180 
of communication media were considered as the independent variables, whereas the usage of extension 181 
communication media by the farmers was designated as the dependent variable of the study. All the 182 
independent variables except age and availability of extension media was measured based on ordered 183 
scale (Please see Table 1). Availability of the communication media was measured based on a four point 184 
rating scale. Media use of the farmers was measured by a four point rated scale frequently-occasionally-185 
seldom-not at all with corresponding score 3, 2, 1 and 0. The scale was used against 12 selected media, 186 
therefore the total score of a respondent could be varied from 36 to 0. For measuring media preference, 187 
farmers were asked to choose one media in terms of their preference from a list of 12 selected media. 188 
Later on frequency of choice was counted. Information need of farmers was assessed based on 189 
frequency of response to an open form question related to the information need. Data were analyzed by 190 
computer software SPSS (statistical package for social science) 16 version. Descriptive statistics such as 191 
mean, standard deviation, range, frequency percentage, etc. was used to describe the characteristics of 192 
the farmers. Chi-square analysis was employed in exploring the relationship between media use and 193 
selected characteristics of the shrimp farmers.  194 
 195 
3. RESULTS AND DISCUSSION 196 
 197 
3.1 The Salient Features of Shrimp Farmers’ Charact eristics  198 

The results of descriptive analysis presented in Table 1 show that most of the shrimp farmers (91.7%) are 199 
young to middle aged and a small proportion of them are old (8.3%). This is because shrimp farming 200 
needs application of labor, modern management information and market exploration. As a result, this 201 
energetic farmer group is dominating over the old group in shrimp farming. The highest proportion of the 202 
farmers (88.9%) is married in their personal life.  In case of education, more than 80 percent belongs to 203 
secondary and above education stage and only about 5 percent of them are illiterate. Almost 95 percent 204 
of the farmers established farm for commercial or for both commercial and family consumption purposes. 205 
A negligible part of about 5 percent subsistence type farmer cultured shrimp for family consumption only. 206 
Furthermore, about 40 to 30 percent farmers owned medium and large size farm. In case of shrimp 207 
farming experience, about 88 percent farmers are experienced. This is because, farmers of this area 208 
conventionally culture shrimp over the years. When economic status was considered, it was found that 209 
more than 90 percent of the farmers belong to lower middle class to middle class.  In terms of media 210 
availability, 54.2 percent farmers experienced medium media availability, whereas 26.4 percent reported 211 
low availability of communication media.   212 



Table1: Distribution of respondents according to se lected characteristics (n=72) 213 

Respondents characteristics  Frequency   Percentage  

Age (years)  

Young (≥35) 32  44.4 

Middle aged (36-54) 34  47.3 

Old (≤55) 6  8.3 

Mean=37.93, Standard deviation=10.83, Range=19-65 

Marital status  

Single  8  11.1 

Married  64  88.9 

Education level (class)  

Illiterate (0) 4  5.6 

Primary (1-5) 8  11.1 

Secondary (6-10) 33  45.8 

Higher Secondary & above (≤11) 27  37.5 

Objective of shrimp farming  

Commercial  35  48.6 

Family consumption  4  5.6 

Both  33  45.8 

Fish farm size (acres *) 

Household farmers  6  8.3 

Small farmer (≥1) 16  22.2 

Medium farmer (1.01-2.00) 28  38.9 

Large farmer (≤ 2) 22  30.6 

Shrimp farming experience (years)  

Beginner (1-2) 2  2.8 

Moderately experienced (3-5) 7  9.7 

Experienced (≤5) 63  87.5 



Economic status ( Taka* *)  

Ultra poor (≥ 36,000) 2  2.8 

Poor (36,001-48,000) 3  4.2 

Lower middle class (48,001-1,20,000) 30  41.7 

Middle class (1,29,001-4,80,000) 36  50 

Rich (≤4,80,000) 1  1.4 

***Availability of media (Score)  

Low (3-8) 19  26.4 

Medium (9-18) 39  54.2 

High (≤19) 14  19.4 

Mean=13.02, Standard deviation=6.37, Range =3-28 

Note:  *1 acre= 0.404, **78 Tk= 1USD, **Availability of extension communication media (Score for each 214 

selected media= easily available×3+moderately available×2+ hardly available×1+ Unavailable×0),  215 

3.2 Availability and Usage of Extension Communicati on Media to Shrimp Farmers 216 
The results of media availability arranged in Table 2 show that among the mass media, television has 217 
highest availability to the farmers (83.33%). Other available media, according to weighted mean based 218 
rank are friends and/relatives, progressive farmers, newspapers, GO and NGO extension 219 
workers/officers, etc. However, lowest available media are agricultural magazines and periodicals, private 220 
extension workers/officers, and poster/leaflet.  221 
Table 2: Distribution of respondents according to a vailability of extension communication media 222 

Media  Easily 

Available  

Moderately 

Available  

Hardly 

Available  

Unavailable  WM* 

(Rank) 

f % f % f % f % 

Mass media  

Radio 
12 16.67 7 9.72 15 20.83 38 52.78 0.90(7) 

Television  
40 55.56 15 20.83 5 6.94 12 16.67 2.15(1) 

News paper  
12 16.67 15 20.83 23 31.94 22 30.56 1.23(4) 

Agricultural 

magazine/periodicals  
4 5.55 2 2.78 13 18.06 53 73.61 0.40(11) 

Poster/leaflet  
9 12.50 2 2.78 12 16.67 49 68.05 0.59(9) 

Interpersonal media  



Govt. extension 

worker/officer  
13 18.06 7 9.72 20 27.78 32 44.44 1.01(6) 

NGO extension 

worker/officer  
10 13.89 11 15.27 21 29.17 30 41.67 1.01(6) 

Private extension 

worker/officer  
3 4.17 7 9.72 13 18.06 49 68.05 0.50(10) 

Progressive farmer 
20 27.77 12 16.67 13 18.06 27 37.50 1.34(3) 

Opinion leader  12 16.67 17 23.61 15 20.83 28 38.89 1.18(5) 

Input dealers  
12 16.67 8 11.11 12 16.67 40 55.55 0.88(8) 

Friends and/or relatives  
30 41.67 11 15.28 14 19.44 17 23.61 1.75(2) 

Note: *Rank is based on weighted mean {Weighted mean for each media = (Easily available×3+ 223 

Moderately available×2+ Hardly available ×1+ Unavailable×0)/72} 224 

According to results presented in Table 3, 75 percent of the shrimp farmers are medium to high users of 225 
extension communication media, whereas 25 percent of them are low users. More detailed results 226 
presented in Table 4 show that television is the most widely used communication media followed by 227 
relatives and friends, progressive farmers and newspapers. On the contrary,  228 
Table3: Distribution of shrimp farmers according to  communication media use 229 

Usage of media  Shrimp farmers M SD Range 

f % 

Low (3-9) 18 25.0    

Medium (10-18) 34 47.2 14.41 6.81 3-32 

High (≤19) 20 27.8    

Total 72 100.0    

Note : Usage of extension communication media (Score for each selected media) = frequently×3+ 230 

occasionally×2+ Saldom×1+ Not at all×0 231 

private extension workers/officers, agricultural magazines/periodicals, leaflet / posters and radios are 232 
some of remarkably least used media. This result corroborates those of [30], [31] and [32], where print 233 
media were not considered as important media rather friends/relatives were thought important in terms of 234 
use.  235 
Table 4: Distribution of the respondents according to usage of extension communication media. 236 

Media  Frequently  Occasionally  Seldom  Not at all  WM* 



f % f % f % f % (Rank)  

Mass media  

Radio 
7 9.72 12 16.67 15 20.83 38 52.78 0.83(8) 

Television  
48 66.67 9 12.50 7 9.72 8 11.11 2.34(1) 

News paper  
17 23.61 18 25.00 12 16.67 25 34.72 1.37(4) 

Agricultural 

magazine/periodicals  
2 2.78 6 8.33 15 20.83 49 68.06 0.45(11) 

Poster/leaflet  
8 11.11 9 12.50 17 23.61 38 52.78 0.82(9) 

Interpersonal media  

Govt. extension 

worker/officer  
12 16.67 23 31.94 16 22.22 21 29.17 1.36(5) 

NGO extension 

worker/officer  
16 22.22 20 27.78 8 11.11 28 38.89 1.33(6) 

Private extension 

worker/officer  6 8.33 11 15.28 12 16.67 43 59.72 0.71(10) 

Progressive farmer 
20 27.78 16 22.22 5 6.94 31 43.06 1.57(3) 

Opinion leader  
6 8.33 21 29.17 12 16.67 33 45.83 1.00(7) 

Input dealers 
14 19.44 8 11.11 14 19.44 36 50.00 1.00(7) 

Friends and/or relatives  
28 38.89 16 22.22 8 11.11 20 27.78 1.72(2) 

Note: *Rank is based on weighted mean {Weighted mean for each media = (frequently×3+ 237 

occasionally×2+ saldom×1+ not at all×0)/72} 238 

3.3 Information Needs of the Shrimp Farmers 239 
Findings arranged in Table 5 represented that shrimp farmers had a wide range of information need 240 
grossly related to production, input and marketing related issues. Based on the frequency and percentage 241 
of the farmers disease management information occupied the top position in the farmers’ need list. The 242 
second most important information requirement was scientific cultural practice related information 243 
followed by salinity management, credit sources, market, and input related information. Endorsing our 244 
findings other two studies [33][34] in Bangladesh and India also identified pest and disease management 245 
related information as two crucial topics of information need.   246 
Table 5: Information need of the shrimp farmers  247 

Aspects  Frequency  Percentage  Rank  

Disease management especially virus disease  60 83.33 1 



Scientific cultural practice of shrimp  28 38.89 2 

Salinity management of water  26 36.11 3 

Sources offer credit in easy terms and conditions  25 34.72 4 

About fair market price 24 33.33 5 

Quality feed sources  23 31.94 6 

Sources of healthy PL (Post Larvae) 18 25.00 7 

Source of quality inputs e.g. fertilizer, medicine etc. 3 4.17 8 

 248 
3.4 The Determinants of Farmers’ Usage of Communica tion Media 249 
The results of Chi-square analysis presented in Table 6 show that shrimp farmers’ usage of extension 250 
communication media significantly varies with the variation of farmers’ education level, economic status 251 
and availability of extension communication media. It is true that educated people are more cosmopolitan, 252 
aware, enlightened and understands the worth of information media use in solving farm problems 253 
[35][36]. [37] in their study also stated that educated people are more inclined and exposed to modern 254 
information media and also possesses efficient using skill. Therefore, it has been confirmed that media 255 
use of the farmers increase with the progress of their education level. This finding is also consistent with 256 
[30], [38] and [18]. Economic status has been revealed as a significant determinant of farmers’ media 257 
use. [39] and [37] stressed that the riches have more access and affordability to modern communication 258 
media. Consequently, the farmers who had more available media had more uses of those media for 259 
receiving farm information. In line with our findings, [33] in their study on farmer’s access to information 260 
communication media in a selected village of Chandpur district in Bangladesh explored that availability of 261 
information communication media has a remarkable contribution to farmers’ access to information 262 
communication media.     263 
Table 6: Chi-square output of the determinants of u se of communication media by the farmers. 264 

Variable  χ
2 P-value  

Age  5.62 0.229 

Marital status  1.03 0.597 

Education level   17.89 0.022 

Fish farm size  3.81 0.702 

Objective of farming  1.04 0.903 

Experience in shrimp farming  2.92 0.571 

Economic status  16.86 0.032 

Availability of extension communication media  52.72 0.000 

 265 

3.5 Extension Communication Media Preference of Shr imp Farmers 266 
The results summarized in Table 7show that ideologically farmers prefer trustworthy communication 267 
media. Their first choice is television followed by government extension, NGO extension, Newspaper and 268 



leaflets. However, relatives and/or neighbors, agricultural magazines, radio, relatives and/friends are at 269 
the bottom of farmers preference list. Echoing our findings, [40] in his study in Maharastra, India also 270 
found government officials and newspaper as the most favored media. Similarly, [41] in their study on 271 
rural women’s preferences of extension media in Faisalabad, Pakistan identified extension agents and 272 
electronic media as two substantially preferred media to the respondent women.  273 
Table 7: Distribution of respondents based on exten sion communication media preference 274 

Media  Frequency  Percent  Rank  

Mass media  

Radio  2 2.77 5 

Television  49 68.05 1 

News paper  3 4.16 4 

Agricultural magazine 1 1.38 6 

Poster/leaflet  3 4.16 4 

Interpersonal media  

Government extension officer/worker   6 8.33 2 

NGO extension officer/worker  5 6.94 3 

Progressive farmers 2 2.77 5 

Relatives/ Neighbors 1 1.38 6 

Total  72 100  

3.6 Discussion 275 
Shrimp farming, although experiencing a declining trend in terms of production and export, is still full of 276 
potential for substantial contribution to Bangladesh economy. Unfortunately, this sector remains 277 
extraordinarily underutilized due to lack of proper application of scientific knowledge, well structured 278 
innovative marketing system, and up-to-date government policy. Along with many other problems, lack of 279 
use of enriched and trustworthy extension communication media is also a key problem.   280 
Except few print media, most of the other selected media are fairly available to the shrimp farmers. 281 
Unfortunately, poor and less trustworthy media like friends and relatives, progressive farmers, etc. 282 
occupied the top positions of farmer’s media use list. Excluding television and newspaper other 283 
extensively used media like friends and/or relatives, progressive farmers, etc. are not capable of providing 284 
latest scientific information in many cases. Print media, although expensive and slow to reach its potential 285 
audience, should be used repeatedly and be shared more than once. Among all the selected media, 286 
television is the most widely used media by shrimp farmers. However, high use of television does not 287 
guarantee of receiving sufficient information in shrimp farming. In Bangladesh, farmers use television 288 
predominantly for recreational purpose. A recent study [28] confirmed the fact that although ample 289 
numbers of television channels are available in Bangladesh but their broadcasting of agricultural 290 
information is remarkably limited. Nonetheless, agricultural programs in most of the cases scheduled with 291 
crop related issues as the majority of farmers in our country are crop farmers. Unfortunately, fisheries and 292 
livestock related programs are not so frequent compared to crop related programs.     293 
Findings related to the farmer’s preference of media showed that prudent shrimp farmers prefer effective, 294 
trustworthy, and up-to-date communication media. Here, one of the important chasms in the farmer’s use 295 
of the media is their use of media do not coherent with their preference. Probably, farmer use media 296 
based on their availability rather than preference. Actually, higher use of media solely can’t guarantee 297 



effective dispatch of quality information. Therefore, it is necessary to ensure availability of effective, 298 
credible, and up-to-date communication media to the farmers in their nearby territory.  299 
Mere availability of information communication media is not enough unless the farmer’s preferred 300 
message is disseminated. Shrimp farming is a very sophisticated but economically potential technology. 301 
Eventually, high investment and information is the cornerstone for its successful operation. Nonetheless, 302 
as operated in a competing environment, shrimp farming requires accurate and timely information. Viral 303 
disease, an epidemic threat of shrimp, can completely ruin a shrimp farm in a very short period of time. As 304 
a result, farmers urgently need viral disease management related information. Due to the negative impact 305 
of the global warming, salinity of coastal area is increasing day by day. So, managing salinity is crucial, as 306 
growth and survival of larvae are very sensitive to salinity. Correspondingly, information on credit access 307 
is also crucial, as shrimp farming requires high initial investment.  At the same time, market related 308 
information is also vital for harvesting better profit.  309 
4. Conclusion  310 
Shrimp is one of the most important foreign currency earning sectors of Bangladesh. Unfortunately, this 311 
sector is still extremely unaddressed. Various problems have created confusion about the future survival 312 
and success of shrimp sector in Bangladesh. Although not all, proper usage and availability of credible 313 
and rich information communication media can solve many problems of shrimp farming. The findings of 314 
this study revealed that shrimp farmers usage of media is satisfactory. Unfortunately, a remarkable 315 
proportion of their used media is less credible and has poor capacity in supplying up-to-date information. 316 
It is also clear that farmers’ usage of information communication media does not represent their 317 
preference. Production, market, and credit related information requires special consideration in planning 318 
and designing strategies of information dissemination for the shrimp farmers.   319 
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