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Delivering Your Message Effective
So Many Choices...

The Telegraph = o = | =

Home N€WS world Sport Finance Comment Culture Travel Life Women Fashion

Politics = Investigations = Obits Education | Earth = Science = Health | Defence | Scotland = Roya

HOME » NEWS » NEWS TOPICS » HOW ABOUT THAT?

Cow jumps six feet on to roof

A cow has been caught jumping six feet on to a roof, after the owners thought they had
been burgled.

=) Print this article
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Email
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How about that?

1 -

standing on the roof of a house in Blagdon, Somerset

Cow Plays with Pilates Ball

4,834,168 views iy 12k B! 75K A SHARE =y SAVE

A onein 180 million chance
a cow has quadruplets.

. J) —rey o e .
oS - =N

Albany Oregon Police Department

W

LOOSE COWS! Our officers are currently in the area of Nelson Place in
Southwest Albany dealing with three loose cows in the road. If you own
these cows, or know who does, please give us a call at 541-917-7680 so we
can get them moooooved along!

Instagram: @punsonly



Traditional vs Social

Source: https://www.eyecandyinfographic.com/blog/know-facts-traditional-marketing-vs-digital-marketing/



Objectives

Discuss traditional media’s place in today’s
media landscape x our missions

Discuss approaches & importance of media
relations

Discuss using stories & locality in traditional
media

Provide tips on drafting, delivering press
releases & stories

Include resources going forward



Change brings new opportunities

Number of U.S. newspaper newsroom employees
declined 45 percent in the past decade.

Implications:

® Trained journalists seeking employment in other fields
(e.g., corporate communications, PR agencies, non-
profits).

" Newsrooms understaffed.
® Increased demand for publication-ready content.

" Media chains getting larger.



Traditional: it’s relevant

82 % of farmers read an yccesstul
ag publication at least
weekly (all age groups)

29 % of US farms have
no access to inte rnet This Week in Broadca‘;:s:h:::l:ﬂ

AgriBusiness is Saturday 7AM
seen each weekend Sunday 5AM

on RFD-TV: Sunday 9:30PM
« Channel 345 on Central Time Zone

R AGm-vusw

Rural readers utilize local e

¢ Channel 231 on on dozens of local TV
Dish Network stations and on
FamilyNet on

n e W S Arhis Week In  Monday at 8:00 AM.

agriBusiness aitines central Time Zone

Nebraska’s PBS & NPR Stations

Ag




Traditional media

" Media companies study their audience,
optimize delivery methods

®Multi & cross platforms put traditional
media in digital formats

" Multi-media approaches layer & reinforce
your message

" Allows space, words, photos, videos for
more in-depth and rich stories to relay
messages i.e.—more than asnapshot or
headline!



What media tell us

“It’s hard to deliver a prevention message
without a scary accident.”

“Safety articles illustrate the publication’s
interest in the reader as a whole person. ...
That is a special relationship between a trade
publication and its readers.”

Proliferation of social media hasn’t obliterated
the demand and appreciation of in-depth,
well-produced pieces that deliver a
relevant, compelling message or story.



Approaches

= Dedicated communication/outreach staff

= utilize local talent: writers, photographers,
video

= Opportunistic - monitor media
= Maintain e-list of amplifiers:
" ag communicators

= your local "go-to” reporters, communications
specialists, broadcasters



Approaches

= More amplifiers:

Think outside the box: who else has an
interest, can spread /amplify your message?

= Agribusinesses
= Commodity groups

= Your larger organization’s
communications/media

= Youth groups

= |nsurance groups
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COW COUNTRY NEWS

Advertising in Cow Country News

Watch later S

' THE WINTER OF MUD

HEALTH COMSEQUENCES OF THE WETTEST YEAR ON RECORD

O GATION



Approaches: Get local

= Utilize local publications & publishers
" get your message to your target audience

" [ocals cover school, sports, music, FFA, church &
community

» smalls & county papers are eager for produced
content

= many have online content- digital/social

= e.g.: KY Press association

( )

~ 200 members: weekly, biweekly, daily local
papers & advertisers


http://www.kypress.com/

THE ’ . | |
Farmer’s Pride

Hometown news for Kentucky's farm community

A

e

What Our Readers Say:

“The Farmer’s Pride always gets the message out there.
Because of The Farmer’s Pride we move our cattle on a
steady basis.”

John Kuegel

Daviess County Dairy Producer

’s Pride

Hometown news for Kentucky's farm community

THE

Farmer

“Sharon Burton and her staff provide comprehensive, fact-based news coverage and
insightful commentary.

Kentucky farmers are blessed to have The Farmer’s Pride and its dedicated team
working to advance agriculture

and our rural communities every day.

Agriculture Commissioner Ryan Quarles



https://elegantthemes.com/preview/Divi2/features/

Approaches: Join up

American Agricultural Editors Association /
The Agricultural Communicators Network

®"Members directory @ AAEA
" + freelancers SS = Corminastors
h §% Network

Professional development

" Regional workshops

" Ag Media Summit



http://www.agcommnetwork.com/

Approaches: Join up

National Association of Farm Broadcasters
(radio + TV)

= Membership: Allied Industry Council '
= Members directory [ NARZ

= NAFB Convention

= NAFB News Service: "Connecting the

agriculture industry with 3.2 million U.S. farmers and
ranchers everyday... heard on more than 1,300
stations nationwide every day.”


http://www.nafb.com/

Approaches: Use stories

* They can make statistics personal, real
" They stick
* They're memorable, human

* They start conversations, beget more
stories

* They impart experience, knowledge,
lessons

* They talk across, not down



Approaches: Use stories

Make them local
Listen & ask

"Good stories happen to good
storytellers”

Tell your own when it's relevant

" Credibility, set the example




The Southeast Center’s “Living the
Safe Farm Life"” —Video Series

Brandon shares his story of pesticide poisoning while
tobacco farming in a central Kentucky multi-
generational farming operation.



The Southeast Center’s "Ag Safety
Spotlight” - Video Short Series

Hancock County Extension Agent and Firefighter Evan Tate
describes his community based idea for improving First
Responder and Farmer Communications using his ’Stick it
to Safety’ idea



-

“The Ripple
of Impact”

External newsletter

Website visits

Newspaper article

~7 Presentation

Interview
Re I €dse Listserv

Social media = Internal newsletter



;Keeping it safe
on the farm

! arming isn’t just hard work. It also can

] be dangerous work. ;
| That's not news to America’s agricul-

tural producers. But a new website, “Telling
he Story,” offers worthwhile farm safety in-
ormation and links. The site, Tellingthesto-
fyproject.org, features firsthand accounts by
rarmers who have been injured on the job.
“Tell a story, save a life,” the website says.
[t's a common-sense motto. Firsthand de-
criptions on the site, developed by a vari-
ty of farm organizations, describe incidents
volving ATVs, equipment upgrades, falls,
farming with injuries, fire, foaming manure
and ladder safety.
| Kenny Patterson, of Cherokee, Iowa, pro-
vides one of the stories, describing what
pappened when he drove a four-wheeler on
a sloped grade with uneven terrain while
spot-spraying thistles in one of his pastures.

The vehicle overturned and rolled over him.
The accident injured his lower body so badly
that he had to crawl home from the accident

scene, using just his arms.

' “I was instantly mad at myself,” Patterson

said. “What I did was stupid.”

| His message to fellow producers: Let’s keep

_ it safe down on the farm.

AGRINEWS

®maha @orld-Herald

REAL. FAIR. ACCURATE.

Suty 21, 2018 / www.lowaFarmerToday.
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Approaches: Press release

Aim: Transfer news to journalists so that it can be
made public through their respective dissemination
channels.

Think of news as “clay” that can be molded across
different story angles and media platforms.

Be sensitive to the frames, interests and deadlines of
Journalists and their news organizations.



Key release elements

= Catchy headline (up to ~60 characters)

= Hook—why is this relevant now

= The point - event, announcement, resource
* Who —what — where —why - how

= (leartext, simple words, no jargon

= Show, don't tell

Quote(s)

= Photos/Graphics

= Callto action, contact information



Do’s and Don’ts
Media Guidelines Resource (Child Ag Safety Network)

MEDIA GUIDELINES

SPECIFIC TO
CHILDREN/YOUTH

Children and teens are
often at greater risk of
injury than adults. They
typically have less physi-
cal strength, shorter reach,
and lack the coordination
and balance of adults.
Cognitively, it takes them
longer to process infor-
mation, they have shorter
attention spans, and may
lack the impulse control
that adults have. They are
also more likely to do
what they see others do-
ing, rather than what they
are told.

This makes it vitally im-
portant to depict (visually
and textually) children and
teens in safe situations. If
they're doing farm/ranch
work, ensure tasks are age
and ability appropriate.

Photos and videos are
often used as "attention
getters,” but sometimes
“cute” is unsafe, e.g. a cow
licking a child's fingers.
Other examples to avoid
include a child playing in a
grain bin, in close proximi-
ty to an adult animal, or
riding an ATV without a

helmet.

==

Childhood Agricultural Safety Ketwork
Website:

Email:

Phone:
1-800-662-6900

for AGRICULTURAL SAFETY

he agricultural stories we share

in traditional and social media
can make life safer for farm and
ranch families and workers. While
not intentional, what we write, say,
and the images we show can
perpetuate - and even increase -
unsafe farm practices,

To help minimize unsafe practices, :

the Childhood Agricultural Safety .

Network has compiled the do's and don'ts provided here as reminders for
all of us. Followingthem can help each of us be confident that we are
doing our part for farm safety

VISUAL MEDIA

DO show tractors and other farm equipment being maintained and
operated safely. That includes rollover protection structures (ROPS) on
tractors and proper guards in place on power take off units (PTOs) and
other moving parts.

DO show children doing age-appropriate chores
under supervision,

DO show working individuals wearing proper
fitting personal protective equipment,
appropriate for the tasks they are perform-
ing, When depicting workers with machinery,
make sure they are not wearing loose fitting
clothing or anything (jewelry, drawstrings,
bandana) that could become entangled

DO be aware of the background. Is it free of clutter? Do buildings and
equipment appear to be well-maintained? A clean, well-ordered back-
ground conveys an environment of safety and attention to detail

DO NOT show individuals riding on wagons, in the backs of pickup trucks
or as extra riders on tractors or ATVSs,

DO NOT show persons climbing to heights without fall protection, stair or
platform guarding.

DO NOT show workers leaning over or feeding materials into machines
with moving parts or blades.

DO NOT show children under 14 driving any motorized farm vehicle,

DO NOT show children riding on adults' laps on ATVsor lawn tractors/
riding mowers

DO NOT show children in proximity to large animals unless appropriate
barriers are evident.

EMPHASIZE ADULT
ROLE IN PREVENTION

Adults should:

1) Provide young children
with a safe play area
instead of allowing them
to play in the worksite.

2) Provide sufficient
training and personal
protective equipment for
youth old enough to work.

3)Provide supervision as
well, but note that super-
vision alone is insufficient
to prevent injuries,

EMPHASIZE SAFETY
RESOURCES

To access resources and
learn more about keeping
children and adults safe
while in the agricultural
environment, visit
www.CultivateSafety.org

ultivate
. SAFETY

TEXT

DO use the word "incident" rather than “accident.” Evidence confirms that
injuries are both predictable and preventable. "Accident” implies that the inci-
dent was an “act of God" or “bad luck.”

DO explain safety violations and/or prevention measures. Grim details of an
injury are only part of the story. Make the story a teachable moment. Some-
times an injury can be prevented with a simple, inexpensive step, such as
ensuring a power takeoff unit (PTO) shield is in its proper place,

DO follow up on long-term implications of a serious injury. Emphasizing the
“courage” of a trauma victim during immediate recovery, and the outpour-

ing of goodwill following an event, can overshadow long-term implications
such as economic hardships, post-traumatic stress, and/or multiple follow-

up surgeries,

DO depict production agriculture for what it is: an intense, high risk
industry made even more stressful by unpredictable factors suchas
weather and crop prices.

DO include information on safety resources and programs that are
available to readers.

DO NOT say that a child killed in a farm incident, "died doing what he
loved,” or that she, "loved to help daddy.” This implies that it's OK to allow
a child into an agricultural worksite,

DO NOT attribute mishaps on the
unpredictable nature of animals,
the failure of machinery or the ex-
istence of other inanimate objects
such as a protruding rock or a ditch
that gives way.

DO NOT use “freak accident” when
describing a traumatic event,
Although an adverse event may
seem unique, injury data will likely
reveal that many similar events
have occurred

DO NOT suggest that unsafe
practices are acceptable just
because they are family tradition.
Unsafe traditions should always be
challenged.

This work is partially supported thro
Health (NIOSH) grant #US40H0095

h & grant from t
-10-02.

he National institute for Occupations! Safety




“Tale of two releases”

Keep Kids Away from Tractors

TRACTORS ARE RESPONSIBLE For 41 0F THE
ACCIDENTAL FARM DEATHS OF CHILDREN UNDER 15, YET
4 OUT OF 5 FARM CHILDREN REGULARLY RIDE TRACTORS
WITH FAMILY MEMBERS. WHILE RIDING THE TRACTOR
MAY BE A FAMILY TRADITION. IT'S EASIER TO BURY A
TRADITION THAN A CHILD,

THb ario g s delpnd nud s dormad by O CF 1025 Ao bl g Waracet + wavnechEdsgrartery g + € 3008 Ve Wiald i



Case1

Release 1 — “A child dies from injuries on a
farm an average of once every 3.5 days. The
most common situation involves a tractor.”

Release 2 — “Controversial and blunt, the
Childhood Agricultural Safety Network’s ‘Keep
Kids Away from Tractors’ campaign has rattled
traditional thinking.”



Case1

Release 1 — Feb. 27 Release 2 — March 31

Selected Period = 12 Weeks Prior = 52 Weeks Prior
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“The Sleeper”

Reporters sometimes sit
on a release until they
find timely peg.

-- Janesville (WI) Gazette, June 13, 2015

Case 2

Tractor safety courses planned

Byt i W. v
dreniigameteia mm

ELEHDEN

Hiare's something that might make farmers
Ehre: Understare staruies, nopersonmay “di-
rect or permmit a child under theape of 16 years
i opemte & farm mactor or self-propsdled im-
plemem of koshandry on the higheay unless
thee-chilld has been cerified as mucces=fullyoom-
nletizgna tractora nd machinery opem thon safe.
fe-traiming coarse”

I'n a profession where kids are considered
par ofithe labor fore —amd start driving heavy
squipment a5 s0om as they can reach the ped-
alks—the smie law seems remarkably oot of
inuch with relioe

This summer, Walwonh and Bock Coonty
exiensions will offer their tmcior safety cours-
= Tor yooth berweesn the ages of 12 and 15, The
dates for Walwonth Coumny's course, which is
being hedd in conjuncion with Racine and
Eemosha, willl be announced shorthy:

In Rock County, the course will ron from
Jume 39 o 35 oo the conniy &-H Rirgroends
in Janesville

Eristine Ely, Walwuorth County I'W Exten-
sion, said the course covers everyihing from
harw i safety pet nand oot ofa mctor o hoer
s imes regolatisg tracor opemtion were de-
veloped

Stodems mmst ke 3 hours of dassroom
instruction and then pass a written eem and
a dirivers wesy, Ely said

While farmers mighi exercise differemn
chices with theirchildren and on their farms,
tmctor safery traiming is pam of a naztiosal ef-
fort to reduce frm ingones

[t seems to have worksd.

In ¥5s5, the Matiomal [msitute for Oecup-
thomal Safey and Hmlbih was dwrged wih
making prevention of childhood apricubiom]
injury a pricrine. That was the vear Wisconsin
massaid fos tmetor mieny Lo

Betwean 8 and 3012 the mis of injaries
i youih who livest and worked on frms de-
pimed 57 percent, acconding wo the Matiomal
Children’s Cenier for Ruml and Apricubiom]
Hzhhand Safery in Marshif=id.

‘Wit Gty frac fors ety courses we e
st e S renc_burae bast miow vall bae heid) o
Jc3ie B T T for mome riaT o,
callsnstreEly Wawers Gty UWE denson,
= EF-M1-4958 o aral
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e rai o T enals 2 oo e

However, fum injuries amorgy childreg
vounger than 10 are increasing. And fiali
staiistics herwesn yvouth working ina g prodo
tiom amd mormworkise vouth show mriking dif
[aremces,

Forvouth inapprodociion, vebicleza nd
chiinery acroumt for 73 percent of Bualides.

For non-working youth, vehides and
chiinery acroumt for 42 percent of fakalnies.

Mothizsg oo lanphiat there.

Farm safery proponemis often find them
sebves up apainst imditon. Aduolt frmers e
member drivig traciors when they wer
voung. They alsr remember the fum of ridi
witha parent or prandparest

Soot Heiberpger commumio tions speciali
withi the Marional Children'sCanter mida Ke
Eids Away from Tmctors campaizn haz an
pered some farmers, who see riiing or
A AClor Al a FOuSg age as oot 4 by deal.

Helberper, who spesn summers on hi
gandparems’ frm in Dlimcds, said be umder.
stamds that tadition

=% all did thicgs as kids that put us i
harm’s way Heiberger salid =To be 13 or 1
years old and out cubiatiog the corm—it w
Eremt You have all this responsibilicg, and v
diddn’t hawe to den out the bam.”

Those ideas are changiog. and the tracio
s fery class requirement i el plog reduce in
Juries and chanpe ideas

*The more we s=e. the more we realiee ho
dangerous thess simations mn be) he said




What we have learned

» Build, maintain contact list
= Determine review/approval
" Determine spokespersons
= Determine talking points

» Write release so it can run as-is, and be
easily repurposed



The “B” Attitudes

_ Be credible
. Be available
. Be helpful

. Be attuned to your intended
audience when you write,
speak, shoot, create




The release is NOT dead

"Today’s news cycles make the reality of
verbatim pickup a very real outcome — that
is, if the release is written well.”

-- PR News, Writer’s Guidebook



Customize your release

Lead-in A: (YOUR NAME, title) represented (NAME of YOUR
ORGANIZATION/DEPARTMENT) at the recent Child
Agricultural Injury Prevention Workshop in Des Moines, IA.

Lead-in B: (YOUR ORGANIZATION NAME) participated in the
recent Child Agricultural Injury Prevention Workshop in Des
Moines, IA.

Second paragraph —

(A)YOUR NAME -- or -- (B) YOUR NAME, job title forYOUR
ORGANIZATION NAME,) joined safety professionals, FFA
advisors, etc.



Sample quote from you

“The workshop showed how we all can make a
difference in safeqguarding children who live, work and
play on farms,” said (YOUR NAME). "By working with
other organizations we can get the information and
resources to farmers and ranchers, enabling them to
implement safety strategies.”

Scope of the problem

Agriculture is one of the nation’s most hazardous
industries. Those who work in agriculture are
seven times more likely to die on the job than
workers in other industries. A youth dies in an
agricultural incident about every three days.



Quote from the host

"We hope that everyone who participated in the
workshop will use what they learned here to develop
and enhance their organization’s child agricultural
injury prevention efforts,” said Workshop Director
Marsha Salzwedel, National Children’s Center.

About the event

The workshop featured 12 sessions, most with hands-
on activities and group discussion, as well as topic
roundtables and learning labs. Participants were given
the chance to submit proposals for safety grants up to
S5,000 each, enabling them to continue work started
during the workshop.




More about the event

Invited speakers included Dee Jepsen, Ohio State
University and Diane Rohlman, University of
lowa.

Sponsors and invitation to action

Sponsors include Westfield Insurance, John
Deere, and the National Farm Medicine Center.

For more information, visit


http://www.marshfieldresearch.org/CAIP-workshop

Social Media Objectives

® Realize why social mediais so important to
your organization

® Understand how to use social media

® Create a plan to disseminate information
using various types of social media



Release your news!




Social Media Channels



el SOCIAL PLATFORMS: ACTIVE USER ACCOUNTS
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Facebook Marketing Statistics

2.6% 57%

Facebook Peges PSS rgamc Ieach Consumers say social media influences their
shopping, led by Facebook at 44 %

5+ b'"'on @ Thursdays & Fridays; 1pm & 3pm

Businesses using Facebook ads to reach

target audiences Best times to post on Facebook

SRV ! ;’ RagT=1~
RIS ) ’ RERRAYE~,

SocialMedia Marketers using © «cchook ad plation Engagement of "¢

#1 8 times

Ad channel for both B2C & B2B companies Per day... brands post an average
on Facebook




YOUTUBE STATS:
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Fastest growing

-7 unique
N4 ." o monthly
MILLIOI users
P predominantly female

387% of online women
of online men

90% of Instagram users
are under 35

of Instagram users

e PO
w, ¥ follow brands




unique
monthly
users

TWITTER

Most oversaturated

predominantly male
227 of online men
157 of online women

mostly 18-29

year-olds

53% of Twitter users never
post any updates

users only spend an average of 2.7 minutes
on Twitter's mobile app per day



Facebook Page Analytics

Your 5 Most Recent Posts

Published

07/25/2019
11:16 AM
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07/24/2019
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07/24/2019
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More female farmers growing their
own businesses in Kentucky

Farm Safety Check: Keeping
Children Safe

Southeast Center

Top 10 Most Dangerous Jobs In
The US Based On Fatal Injuries

Southeast Center

Type Targeting

g @
g @
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g @
B @

See All Posts

>
Reach: Organic / Paid Post Clicks Engagement i
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Facebook Post Analytics

Post Details

Video Post

[ TERRREL S el W ) -2:07 -n- b l‘))

=~ Southeast Center: Safety Spolight: Evan Tate...

Evan Tate, part of the Hancock County Cooperative Extension, is SCAHIP’s latest
recipient of the Ag Safety Spotlight. Tate is the originator behind the “Stickin’ it to
Safety” Campaign, which has successfully placed safety information stickers on...

2:20 - Uploaded on 07/09/2019 - View Permalink € - Copy Video ID L

Insights are recorded in the Pacific Time Zone and may not reflect the most recent data.

X

Shares See metrics for all videos

Performance for Your Post @

€ Audience and Engagement ~

AL

d

i

2L

Estimated Reach 2,030
Unique Viewers 623
Post Engagement 117
Top Audience ng‘l_eerk
Top Location Kentucky

Know Your Audience

Discover the age, gender and interests of your viewers
with audience insights.

Go To Insights

Create Post With Video

ey



Social Media Brand



What is a Brand?

Then: A name, term design, symbol or other
feature that distinguishes one seller’s
products from those of others.



What is a Brand?

Your brand is
what people
say about you
when you’re

not in the room

- Jeff Bezos
CEO Amazon

www.GrahamDBrown.com



How do you feel when you see
these brands?

Q Cubddi

JOHN DEERE

\ Walmart




What does your brand say?

~— Southeastern
Coastal Center

International Society
for Agricultural
Safety and Health

Protecting People in Agriculture

B 1IN rg e Fis
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NORTH CAROLINA

AGROMEDICINE Yz/w :
Central . INSTITUTE ‘=9~
A egEC |anERC -~ PartnersforHealthzﬁ
pp Safety in Agriculture, Forestry
Reglonal and Fisheries

East Carolina University o NC State University « North Carolina A & T State University

Full Logo

SOUTHEAST ¥ CENTER
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CAHIP Brand

SOUTHEAST CENTER FOR AGRICULTURAL
HEeALTH AND INJURY PREVENTION

WHAT WE DO WHO WEARE | CENTER PROJECTS RESOURCES ~ NEWS | EVENTS CAIP WORKSHOP

n u The Southeast Center for Agricultural Health & Injury
Prevention (SCAHIP) is located at the University of
Kentucky College of Public Health in Lexington
Continuously funded by NIOSH since 1992, SCAHIP

focuses on health and safety for workers in the

SOUTHEAST ¥ CENTER

FOR AGRICULTURAL HEALTH AND INJURY PREVENTION

Agriculture, Fish & Forestry Industries.

SAFETY SPOTLIGHT

EVAN TATE What We Do

PREVENT: Farm Injuries & Fatalities
PROVIDE: Training & Education on Safe Farming

PARTNERSHIPS: Family Farmers, Producers Community Groups & Schools
IMPROVE: Farm Productivity through Health & Safety Practices
RESEARCH & DEVELOP: New Methods & Technologies for Farm Safety & Health

Who We Serve

Full Logo
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The Conversation is Happening

\ Will You Be Part of It?



Why Social Media?

Relationship building

Develop a community

Improve customer service
Increase exposure of your brand
Boost traffic to your website

Free (maybe)



How Social Media?



® Keep it simple and
Interesting

® Capture details

® Focus on subject
matter

® Lighting

® Stock images
® (CS-CASH Photo Sharing




Use Video

® Shock and Awe — doesn’t have to be highly produced
® Tell them something
® Facebook: 1-2 minutes |
® YouTube: 2+ Minutes

® Instagram: 30 Seconds



https://www.youtube.com/watch?v=Kn2wt4UVAUM

Post Length

® Facebook - max engagement 40 characters

® Facebook live - Get creative and go longer 18-20
minutes

® YouTube — optimal length is 3 minutes

® Instagram posts - optimal length is 138-150
characters but focus on the visual.

® Tweet — optimal lenght 100 characters max is 280



How often should | post?

® Post to Facebook twice a day (Buffer)

® Post on Facebook a minimum of three times per
week while keeping your maximum posting
frequency to 10 times per week (Constant
Contact).

® Facebook algorithm states the more consistent
you post, the more they will share on pages of
your followers.



How often should | post?

® Major brands share on Instagram 1.5 times a day,
(Buffer)

® Post to Instagram a minimum of three times per
week. (Dowsocial)

® YouTube is more about great content. Post when
you have something good. But remember
consistent posts brings people back.




U.S Ag Center YouTube Channel

~f(;""‘—: U.S. Agricultural Safety and Health Centers

1,022 subscribers

HOME VIDEOS PLAYLISTS COMMUNITY CHANNELS ABOUT Q >

118 Ag Safety and Health Videos — reviewed and ready to share!


https://www.youtube.com/user/USagCenters

How often should | post?

® Twitter, most retweets happen within an hour
after tweeting, so a higher daily frequency is
best. Start by tweeting 5—20 times every day.



When should | post?

N wiTTeR
BEST TIME

£ Facesonx

N Usen

TWITTER
Mondays - Thursdays
1pm-3pm

| ==

“b

FACEBO0K o
Wednesdays
3pm

PEAK TIME
alininisieisie RRTREY .=
L
AN AR
ﬂ TEEEEEL ANENEENE
o ]
O
Thursdays 5 -6
Timmdays ey ()

WORST TIME

TWITTER LINKEDIN
Everyday after 8 pm
Fridays after 3 pm




“Before one can do,

One must Plan”



Make your plan, your way

Social Media Content Calendar
Name r‘
Month

qtlorml Farm
Week Med > Center

Content

Channel .
Details

Monday Tuesday Wednesday Thursday Friday Saturday Sunday

Topic

Content

Facebook

Keywords/
Hashtags

Topic

Content

YouTube

Keywords/
Hashtags

Topic

Content

Instagram

Keywords/
Hashtags

Topic

Content

Twitter

Keywords/
Hashtags




Social Media Campaign Toolkits

Week 1: Science of Stress and Suicide Risk
U.S. Ag Centers Mental Health April 29 - May 5
Awal'eneSS campaign: PromOtional This week, get ready to share the facts—the goal is to share the science about suicide risk and

Toolkit mental health in agricultural communities. We will also share some findings on how to
recognize signs, symptoms, and the most common sources of stress on the farm. You may
choose to highlight the “Signs and Stress” fact sheet generated by the UMASH Center, or co-
May 2019 brand it with your organizational logo.

During Week 1, use the following bashtegs: #3ucidaRisk #MantalirRAlthANALENESS
#WApiRESIERA #uDptemsalatiass #USAaCentars #hnRare #GresnRibbon #LuRSsAmA,
#Coping #agTwitter #Mantaliiralth #Mantaliealthionday (only on Monday)
#aptaliralthndatiers

Week 1 Social Media Messages:

¥ Do you have a loved one who may be experiencing stress on the farm? Check the signs
and symptoms here: http://bit.ly/MHAMO01 @ympasheentar @ NANICARMURGATE
Suicide prevention specialists and mental health care providers talk about the
importance of suicide prevention among farmers: https://youtu.be/rWDSKCnZWDA
@gRcAR @IALRRISIARSASBIMHRANA @UAMICARURIGAL @ BRGAR
Pay attention to warning signs. There are many ways to become aware if an agricultural
worker may be at risk for suicide. For information, visit http://bit.ly/MHAMOO02.
@3grisafeRauerk,
Change in routine? Reduced care of livestock? Children showing signs of stress? These
are all signs of chronic, prolonged stress in farm families. To learn more, go to
http://bit.ly/ MHAMOO3 @{awastateMRiversityestansian,
Sean Brothersan, NDSU Extension family life specialist, talks about understanding and
managing key stressors in farming and ranching. https://youtu.be/M266Fd1vIfM
@NDSUCCV
Sometimes you NEED help, and sometimes you ARE the help. Learn about
signs and symptoms of stress on the farm, heres ..
Are you interested in getting weekly reminders in May for https://www.youtube.com/watch?v=/t9Tt3Cclu¥&feature=youtu.be @ymashcentar
updating your social media message content? @aghralthandsafaty. @ i
Ted Matthews, director of rural mental health for Minnesota, says for every one suicide,
25 attempts go unreported. Check out the article in National Hog Farmer,.

[Note: Reminders will only occur during the month of the http://bit.ly/MHAMO04 @NaligpalHRERAMRRE

campaign.] This 2017 The Guardian article shared two powerful stories of farmers in lowa and

Contact Jenna Gibbs at jenna-gibbs@uiowa.edu to sign up

Kansas who have been affected by or considered suicide.
http://bit.ly/americasfarmerssuicide




Group Activity

® Read the media piece provided to your group

® Using the media guidelines in your workbook,
assess the release

® Whatis good ("Do’s)

® What isn't good (*Don’ts")

® What is missing?

® How would you re-write this article?

® Share your article, assessment and “re-write”
with everyone



Additional Activities

® Additional suggestions for activities are
included on the following slides for you to
do as you have time.

® If you don’t know how to do something,
reach out to us!

® Remember, you have a whole new network
of people who are happy to help.



Press Release

® A sample press release is included in your
workbook

® Customize the press release by filling in the
missing information and “tweaking the
content” as desired

® Send it to your media outlets!



Make it Live

®* We know that Facebook shares live videos
on more pages than any other type of post.

® When you have a chance, take some time
and find a quiet area to “"Go Live”. Tell the
world 3 things you learned at this event in
the past day and a half.



Create a new page

B v K

‘lwstugnum wikt facebook

® Don't have a page?
® Want to start one?

® When you have a few minutes, pull out your device
and do it!



Questions?
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ThankYou to our Sponsors!
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