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Overview and issues 

 Advocate for Ag Literacy or “Agvocacy” 

 Who’s telling the stories on social media? 

 Are stakeholder/Extension voices there? 

 What do they know, think they know? 

 “All Reasonable Effort” 

 Understanding the changing demographic 

 Promoting and marketing 

 Understanding the tools/platforms 

 Setting up a plan that works  

 Measuring success 

 Who is going to do it? 
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“The Past is like a foreign 

country…they do things differently 

there!” 
~Lowell Catlett, New Mexico State University, Agriculture, Consumer & 

Environmental Sciences 
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Ag Literacy 
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WELCOME FACTORY 

WORKERS!!!!! 
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http://www.factoryfarmmap.org/ 
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Who are you? 

 Greenhouse/garden center 

 Farmers Market 

 Creamery 

 Poultry farmer 

 U-pick 

 Orchard 

 Grow for processing/grain 

 Events 

 Value Added/Retail 

 Agvocate 
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YOUR 
VOICES &  

YOUR 
IMAGES!! 

11 



WHO ARE THESE PEOPLE? 
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AND HOW DO WE TALK TO THEM? 



MODERN LITERATURE 
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Excerpt from “Skinny Bitch” 
 

Of the ten billion animals slaughtered each year in America for human consumption, 
the vast majority of them come from factory farms. Factory farms that raise cattle, 
pigs, chickens, egg-laying hens, veal calves, or dairy cows have an enormous 
amount of animals in a very small space. There are no vast meadows or lush, green 
pastures. The animals are confined inside buildings, where they are literally packed 
in on top of each other. Egg-laying hens are crammed into cages so mall, they are 
unable top open their wings, and their mangled feet actually grow around the wire 
mesh floors. This overcrowded, stressful environment causes chickens to peck at 
each other and factory farm workers, so the ends of their beaks are seared off their 
faces using a hot knife. They all live in the filth of their own urine, feces, and vomit 
with infected, festering sores and wounds. To keep the animals alive in these 
unsanitary conditions, farmers must give them regular doses of antibiotics.   Half of 
all antibiotics made in the U.S. each year are administered to farm animals, causing 
antibiotic resistance in the humans who eat them.  
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Millennials/Early Adopters/Activists 

 Activists/Animal Rights/Vegan 

 Engaged 

 Passionate 

 Organized 

 Infiltrating 

 Networked 

 Dominate social media 

 Dominate main stream media 

 Oprah / Cargill 

 Michael Pollan 

 

 Use photos 

 Videos 

 Not current material 

 Hormones/pesticides/antibiotics 

 Guilt 

 Scare tactics 

 Production Agriculture is evil 
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Two organizations to pay attention to 

Center for Food Integrity 

 http://www.foodintegrity.org/ 

 @foodintegrity 

 

 

U.S. Farmers & Ranchers Alliance 

 http://www.fooddialogues.com/ 

 @USFRA  Twitter  
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http://www.foodintegrity.org/
http://www.fooddialogues.com/
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The Credibility Gap 

Our methods 
are proven 

safe. 

We keep food 
affordable. 

We care about 
our land and 

animals. 

We NEED to 
produce more to 
FEED the world. 

We need a secure 
domestic food supply. 

You say … They hear … 

We have the  
safest food supply in 
the world thanks to 

the ag industry. 

Most  
farms are 

family-run. 

Your methods tamper with nature. 

At what expense to quality? 

But beholden to big processors 
and the bottom line. 

You will take profitable 
short cuts when and if 

you can. 

You WANT to produce more 
to SELL to the world. 

You want subsidies and lax 
regulations. 

Pesticides, antibiotics and hormones 
might not be safe in the long-run. 
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Makes me want Chipolte even more…though I am convinced they put crack in their chicken or something. I’m way to addicted to their tacos! 

Makes me want Chipolte even more…though I am convinced they put crack in their chicken or something. I’m way to addicted to their tacos! 
SHIRLEY: I saw this on TV for the first time last time. I think it played in the middle of the Grammys (which, except for Adele, was terrible. 

Las year’s show was so good.) 

PATTI: That was an awesome commercial! 

ANGELA: Here in Ohio Chipolte supported hsus. I won’t eat there. Large farms are most likely family owned. 

 

 

SHIRLEY: The land may be owned by the "family" . But the equipment, the feed, the animals and the schedules and animal husbandry are 

furnished by the corporation. The "family" ends up being high end sharcroppers, at the mercy of fuel and feed cost increases, and all the 

other hazards of agriculture. I've been through industrial chicken and hog facilities. I'm glad someone has noticed and acted accordingly.  

SUE: Well, I guess I will jump into this discussion. I am torn about my feelings concerning this commercial. I am a poultry famer. The 

"corporation" does not furnish the equipment or my schedule. I AM NOT a sharecropper. If am a correct, we all are at the mercy of rising 

fuel and feed cost. We work together with our intergrator to grow the healthiest chicken we possibly can. Our chickens and those of all the 

growers I know, are treated well. We constantly check them, watch the air quality, water quality and feed quality they receive. We worry 

about them and their health. Please check out www.realfarmersrealfood.com. Here is a great quote from that site" It is in the farmer’s own 

best interest to see the animals in his charge treated humanely, guaranteeing him a healthy, high-quality animal, a greater return on his 

investment and a wholesome food product. No advertising campaign or salesman can convince a farmer to use a system or product that 

would harm an animal."  

SHIRLEY: Sue, I am pleased with your comments. Do you decide what feed you give your chickens or does it come from the company? Do 

you decide what day they will deliver and pick up the chickens from your houses? I congratulate you if you have been able to pay off your 

investment in the houses and equipment before they are worn out and fully depreciated.  

https://www.facebook.com/shirley.ragsdale
https://www.facebook.com/profile.php?id=100000139615446
https://www.facebook.com/ottman.a
https://www.facebook.com/shirley.ragsdale
https://www.facebook.com/shirley.ragsdale
https://www.facebook.com/shirley.ragsdale
http://www.realfarmersrealfood.com/
https://www.facebook.com/shirley.ragsdale


Enter the conversation 

What to do 

 Blog 

 Post photos! 

 Facebook 

 Twitter 

 YouTube comments 

 Respond to  comments 

 Tell your story! 

What to say 

 I understand your concern. I/we are 
concerned too. 

 I’m glad you raised this issue 

 Acknowledge “bad actors 

 Set yourself apart 

 Show concern for animals 

 We produce wholesome food. We 
donate to food banks 

 We look for varieties to reduce 
herbicides & fungicides 

 Family not factory 
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NOT THIS THIS! 



Mark Lynas 

 Google: Mark Lynas – Oxford – 2013 

 http://www.marklynas.org/2013/0

1/lecture-to-oxford-farming-

conference-3-january-2013/ 
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http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/
http://www.marklynas.org/2013/01/lecture-to-oxford-farming-conference-3-january-2013/


http://youtu.be/Ua5PaSqKD6k 
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Nicole Johnson-Hoffman 

3:00 into video 

http://www.oprah.com/oprahshow/In

side-a-Slaughterhouse-Video 
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“Social Media” is a mainstream media 

tool  

 How do we use it? 

 What priority do we give it? 

 Is it really necessary? 

 How are others using social media? 

 Can we afford to ignore the 

changing demographics? 

Website Literature 

Print 
Media 

Broadcast  
Media 

Video 
(YouTube)  

Social 
Media 



SMART PHONE 
USE 
• 63% of all Americans use phones 

to go online 

• 81% Send or receive text 

messages 

• 60 % Access the Internet 

• 52% Access email 

• 50% Download apps 

• 49% Get directions, 

recommendations, or other 

information 

• 42% of Americans use a tablet 



Our approach 

 Study “Best Practices” of other Extension offices 

 Assess 

 Meet with kglobal – 

 Association of American Land Grant Universities 

 Cooperative Extension 

 



Hashtags 
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To #Hashtag or 

Not to 

Hashtag…That 

is the 

question? 

http://youtu.be/57dzaMaouXA 



Sort and Search 

 #GardenChat 

 #AgChat 

 #FoodChat 

 #FarmDE 

 #NetDE 

 #FarmMD 

 #NetMD 

 

 #FarmMD 

 #NetMD 

 #Garden 

 #FoodSafety 

 #RuralMade 
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Engagement 

Pushing 

 Your news 

 What is coming to market 

 What is on sale 

 Links to articles you want people to 

read 

 Upcoming event 

 

Pulling 

 Asking audience to comment 

 Ask a question or poll 

 Fill in the blank 

 Comment on their photos 

 Does your site allow submitted 

photos 

 Page to page comments 

 RTs – Thanks for follows 
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Tools and Platforms 
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You have to decide 

 Centralize or specialize platforms? 

Pros & cons 

4-H & Extension  - own brands 

Programs have own account or go under one? 

1 



Tools and platforms 

Priority 

 Twitter 

 Flickr 

 YouTube 

 Professional content blogs 

 Facebook 

 LinkedIn 

 Instagram 

Maybe 

 Pinterest 

 Instagram 

 Stakeholder blogs 
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Twitter 

 Microblogging 

 Mobile friendly 

 Reporters 

 Legislators 

 Younger demographic 

 Targeted conversations 

 

 

45 



Chat it up! 
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Twitter Chats 

 #GardenChat   

       Mondays, 9 p.m., EST 

 

 #AgChat   
Tuesdays, 8-10 p.m., EST 

 

 #FoodChat  

      Third Tuesdays, 8-10 p.m., EST 
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Flickr 

 Free with 1T of storage 

 $25 year for no ad pro 

 Name images with keywords 

 Links to websites in descriptions 

 Link directly to Twitter 

 

 HUGE SEO driver! 

 Do your images show up on Google 

search? 
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Flickr accounts 

 Way to organize & back up photos 

 Huge driver for website 

 Can make albums or individual 

pictures private, semi-private or 

public 

 Thousands see our content every 

day 

 Do not upload camera file names 

 DSC_101 

 Delaware4h 

 Sussexcounty4h 

 Carvelud 

 UDcanr 

 UDExtension 



Flickr 
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One Month – Delaware 4-H flickr 

3104 

1251 

2048 

2693 

2458 



This Master Gardener Workshop set on 

Fairy Gardens 

108 Set Views 

68 photos 





This Master Gardener Workshop set on 

Fairy Gardens 

Individual images for this 

one set = 5,766 views 



Flickr success 

 Rename everything at upload to keywords 

 Tag photo 

 Use “description” area to post links to our website on key images 

 Great photos >>>creative commons 

 Give them something to share! 
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LinkedIn (B2B – Peer to Peer) 
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Instagram 

 Photo driven 

 Youth audience 

 Hashtags! 

 Simple to use 

 Comments 

 Allows re-posts to Tumbler, Twitter, 

Facebook, Flickr 

60 



Pinterest 
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Encourage Engagement! 

Ask for opinions! 

Respond on comments! 
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FACEBOOK PAGES 
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 Happy smiling people 

 Recipes 

 Guessing games 

 What do you think? 

 Fill in the blank 

 Caption this 
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Under used feature. Use 

your page to comment 

on other pages as your 

page, i.e., news story 
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Facebook engagement is weighted 

 #1. Your content is “shared.”  

 #2. People comment on the content.  

 #3. Thumbs up & “Like” the post. 

 Smiling but moving on is not helpful at all~ 

 If the person doesn’t engage, they may not see your 

posts again, even if they like your page! 

 Stakeholder and staff to “engage” with your posts. Just 

don’t ask them to do it on Facebook. 

 Why Throwback Thursday is so popular 
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Which apple photo is better? 

68 



Facebook ideas 

Ask questions A touch of humor 
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Facebook’s new algorithms  

Do 

 Vary your post types 

 Vary times  

 Comment on other stories as your 
page. Thank supporters! 
Congratulate people!  

 Tag other pages, businesses & 
elected officials 

 Have multiple 
administrators/content editors 

 Use hashtags! 

Don’t  

 Ask people to “like” 

 Ask people to “share” 

 Post the same url 

 Ignore your page 

 Don’t link Facebook to Twitter  
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C.O.P.E. with BLOGS 

Google’s e-blogger 

 Free 

 Easy to use 

 Many themes 

 Can use as a webpage 

 Google Analytics 

 Social media sharing 

 Can replace websites if no online 

commerce is desired - Esty 

WordPress 

 Free 

 Premium domains available! 

 Many themes 

 WordPress Analytics 

 Social media sharing/republishing 

 Can replace websites – 

eCommerce available 
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Time Management 

 Start with one or two platforms  

 Don’t try to do them all 

 Schedule in advance – Facebook you can do 

this inside your page 

 Hootsuite is a platform that allows you to keep 

all of your social media in one place and 

schedule them 

 Family members – mature teen – or family 

member 

 Hire a social media manager 

 Elevate a special volunteer! 

 Determine who your audience is – what are you 

trying to achieve – pick the best platform for that 

audience 73 



only makes it easier for everyone else to kick you 

in the rear! 

Sticking your head in the sand…  



Old & New Arguments 

Old/Cons 

 “I prefer sending out postcards.” 

 “I don’t have the time to Tweet!” 

 “My constituents don’t use Facebook or 

Twitter” 

 “Too many inquiries!” 

New/Pro 
 SM fulfills USDA/Civil Rights “All 

Reasonable Efforts” 

 Communication staff will do it for you! 

 “But funders and future constituents do!” 

 Website? Fact Sheets? Blogs? These get 

attention too! 



Suggestions - TRANSPARENCY 
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Live webcams can counter 

disturbing images 

Participating families to tell their 

stories – i.e., blog 



Websites to Google 

 Common Ground  www.findourcommonground.com 

 U.S. Farmers & Ranchers Alliance  http://usfraonline.org/ 

 Farmers Feed Us  http://www.farmersfeedus.org/ 
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http://www.findourcommonground.com/
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In Summary 

 For Ag Literacy – motivate stakeholders 

 Step outside the bubble 

 Extension – single or multiple voices 

 Decide on two platforms and study trends/best experts 

 Delegate the labor – tap into volunteers 

 Schedule posts  

 Built in on Facebook 

 Use tools 

 Hootsuite free, pro, enterprise 

 Google Analytics 

 Don’t take yourself too seriously on social media 
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Have Fun 

 http://www.youtube.com/

watch?v=D0foMKAxCww 

 

 Utah Extension 
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http://www.youtube.com/watch?v=D0foMKAxCww
http://www.youtube.com/watch?v=D0foMKAxCww
http://www.youtube.com/watch?v=D0foMKAxCww
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“You are what 

you share”  

~ C.W. Leadbeater, We Think: The 

Power of Mass Creativity 

 



Questions? 
walfred@udel.edu 

@mwalfred Twitter 
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