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[ nt rOd uct i on: U n d erstan d i n g media platforms, information is uploaded, commented on,
. . and shared. In sharing information, agriculturalists should
SOC|aI Med|a focus on four areas (Figure 1):
With the majority of Americans saying they get their news
from social media (Shearer & Mitchell, 2021), the internet 1. Building Relationships: Is the information you are
is a crucial tool for those in the agricultural industry trying sharing on social media platform(s) building a relation-
to spread information to consumers. During the COVID-19 ship with your stakeholders or customers? The value of
pandemic Americans turned to technology, including social social media above other media is the ablhty to exchange
media’ for Work) SChOOl, and Social aspects Of their lives information back and forth and bulld a relationship Wlth
(Anderson & Vogels, 2020). Additionally, social media can followers (Stebner et al,, 2017).
offer a way for public agencies, like Extension, to connect
with their stakeholders (Cockerill, 2013). 2.Influencing: Is the information you are posting on your
social media platform(s) encouraging members of your
This EDIS publication is written for Florida agriculturalists, target audience to seek correct and accurate informa-
Extension agents, agricultural organizations and other tion so that they make more informed decisions when
individuals interested in successfully using social media purchasing agricultural product(s)? Social media has the
to connect with their stakeholders, potential customers or capacity to influence purchasing decisions of followers
other individuals. This publication focuses on describing (Baker et al., 2020).
successful ways in which an organization can use social
media and getting the most out of their social media usage. > Educating: Is the information you are posting on your
social media platform(s) teaching and informing the
. . . target audience about agricultural commodities, industry,
What Does USI“g Social Media or }glistory? Education isgan important aspect of social ’
Achieve? media for agricultural businesses and their customers
(Stebner et al., 2017).

Social media’s primary purpose is to exchange information
with a target audience—the individuals you want your in-
formation to reach—for example, consumers. On all social
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4.Branding: Is the information you are posting on your
social media platform(s) promoting your brand or the
agricultural industry as a whole in an open and honest
manner that will prompt your target audience to seek out
your products? Building an effective brand for your busi-
ness or Extension program is possible through a solid,
intentional social media strategy (Zagonel et al., 2019).

5.Presence: Are you present on social media? Are you
utilizing social media as a cost effective and savvy way of
marketing your agricultural business and industry to the
public? One important aspect of social media for agri-
cultural businesses is having an active, online presence
(Peterson et al., 2018).

Figure 1. Using Social Media to Achieve Your Goals.
Credits: Lauri M. Baker

How Do You Achieve Success in
These Four Areas?

As an agriculturalist and information provider, you have
the power to influence consumer behavior. You are able

to prompt awareness, spread information, influence
opinions, attitudes, and purchasing behavior, through the
information you provide to consumers. Social media also
lets agricultural businesses listen to, interact with, and seek
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feedback from customers (Cockerill, 2013). These interac-
tions result in beneficial relations between agricultural
businesses and consumers alike (Cockerill, 2013).

In order to be successful on social media, an agricultural
business must evaluate and determine who, what, where,
and how it wants to share information with consumers.
Before starting to use social media platforms, asking the
following questions can help:

1. Who is/are the target audience(s)?

2. Which traditional and social media platforms does/do
the target audience(s) use?

3. What marketing content (story) does the farm want to
tell?

4.How can marketing through social media promote or
connect this content previously used marketing tech-
niques (if applicable)?

These questions can help lay out a plan that agriculturalists
can use to connect with their consumers and embrace the
transformation social media has had on the internet and
the spread of information. For help on understanding what
platforms your audience uses and their needs for social
media, you can explore data from Pew Research on Ameri-
can social media trends (Perrin & Anderson, 2019).

Are You Using Social Media
Successfully?

Agriculturalists who use social media successfully should
eventually observe a higher level of public trust and loyalty
between industry and consumers. At the moment, however,
there are a few ways you can measure if you are successful
on social media, including (DeStefano, 2015):

1.Reach: How many people did you impact with the
content you have shared? You can track this, for example,
by the number of followers you have on Twitter, the
number of likes your Facebook page has, or number of
views and subscribers to your YouTube channel.

2.Engagement: How many people interacted with the
content you shared? You can track this, for example, by
the number of clicks on your social media posts; retweets,
mentions, and direct messages on Twitter; shares on
Facebook; and ratings on YouTube channels.



3.Conversion: How many people took action because
of the content that you shared? You can track this, for
example, by the number of online sales, attendance to
events promoted through social media, or increase of
in-store sales.

Summary

As audiences continue to use online information and
sources to improve their lives and learn about the world
around them, it is increasingly important for all business,
including agricultural businesses, to have a strong presence
online. Interacting on social media platforms is a significant
way in which this can occur.

For more information on getting the most out of social
media, be sure to check out these other publications from
faculty housed in the UF/IFAS Center for Public Issues
Education in Agriculture and Natural Resources:

« Getting the Most out of Social Media: What is Social
Media?

+ Getting the Most out of Social Media: How to Success-
fully Use Social Media

« Getting the Most out of Social Media: Good Practices
When Using Social Media

o Storytelling through Social Media (AEC 556)
o Story Development (AEC 553)
« Face-to-Face Storytelling (AEC 555)

o Letting Them In: Sharing Your Story with People outside
of Your Industry (AEC 554)
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