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Delivering Your Message 
Effectively...Lots of Options!



Traditional vs Social 

Traditional
Longevity

Concentrated Audience

Targeted Reach

Social

Vast, Broad Reach

Faster Feedback

Comments & Conversation

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



Objectives

▪ Discuss approaches & importance of media 
relations

▪ Discuss using stories & locality in traditional media

▪ Provide tips on media releases & pitching stories

▪ Resources moving forward



Change = New Opportunities

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

Implications:

▪ Newsrooms are understaffed

▪ Increased demand for publication-ready content

▪ Media chains are getting larger



Media Landscape

▪ Media companies study their audience, optimize 
delivery methods

▪ Multi-media approaches layer & reinforce your 
message

▪ Allows space, words, photos, videos for more in-
depth and rich stories to relay messages – more 
than a snapshot or headline!



Traditional Media: Relevant

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

▪ 29% of U.S. farms 
have NO ACCESS to 
the internet

▪ Rural readers utilize 
local news



Feedback from Media

“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.”

“Social media hasn’t obliterated interest in in-
depth, well-produced content that deliver a 
relevant, compelling message or story.”



Approaches: Communicate

Rely on communication specialists: 
writers, photographers, videographers, 
freelancers, peers 

Opportunistic = Monitor Media Activity  

Maintain database of “amplifiers”



Approaches | Amplify

Who else has an interest & can spread or amplify your 
message?

▪ Agribusinesses

▪ Commodity groups

▪ Your organization’s communications/media

▪ Youth & School groups

▪ Insurance & Financial groups



Maine Logging Story



Approaches| Go Local

Why local traditional media (still) matters...

▪ Primary source for local news (school, sports, 
church & community)

▪ Shortage of good content

▪ Online presence 

▪ Often part of a news group



Approaches| Join up

American Agricultural Editors Association
The Agricultural Communicators Network  

agcommnetwork.com

● Members + Freelancers Directory

●Professional Development

●Regional Workshops

● Ag Media Summit: 
July 25-29, 2020 | Kansas City, Missouri

http://www.agcommnetwork.com/


National Association of Farm Broadcasters

(Radio + TV)
nafb.com

▪ Membership: Allied Industry Council 

▪ Members Directory
▪ NAFB Convention

▪ NAFB News Service: “Connecting the 
agriculture industry with 3.1 million U.S. farmers 
and ranchers everyday… heard on more than 
1,300 stations nationwide every day.”

Approaches| Join up

http://www.nafb.com/


Approaches| Use Stories

▪ Make statistics, industry information feel more 
personal & real

▪ Memorable, human-interest capture attention

▪ Starts conversations, leads to more stories

▪ Impart experience, knowledge, lessons

▪ Talk across, not down

▪ Inspire others to share or take action



www.tellingthestoryproject.org

Collaborative project among Midwest NIOSH Ag Centers

First-person, Story-based, Prevention messages

Focused on storytellers

Multi-media platforms

Utilizing traditional media, digital media, photo & video, 

social media

http://www.tellingthestoryproject.org/






Example | NY SIS law



“The Ripple 
of Impact” 





Media Release Basics

.
▪ What’s the hook? Why is this relevant now

▪ Who – What – Where – When - Why

▪ Simple, clear language; no jargon

▪ Headlines matter

▪ Quote selectively

▪ Photos/Graphics

▪ Call to action

▪ Contact information



Media Guidelines Resource



Case Study: Two Releases

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.”



Case Study: Two Releases

Release 1 – Feb. 27      Release 2 – March 31  



Case Study: Two Releases



Case Study: The Sleeper

“The Sleeper”

Reporters may wait until 
they have a timely angle 
to use/share your 
information. 
-- Janesville (WI) Gazette, June 13, 
2015



Takeaways

The “B” List….

▪ Be credible

▪ Be available

▪ Be helpful

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



Social Media Objectives 

• Discuss why social media is important to 
your organization

• Understand how to use social media

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













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?



What is a Brand?

“A brand is not a logo. 

A brand is not an identity. 

A brand is not a product.”

-- Marty Neumeier, author and 
speaker on all things brand



How do you feel about these brands?



What does your brand say?



Why Social Media?

Relationship building 

Develop a community

Improve customer service

Increase exposure of your brand

Boost traffic to your website

Free (sometimes)



Will You Be Part of It?

The Conversation is Happening



Share-worthy photos

• Keep it simple and 
interesting

• Capture details

• Focus on subject 
matter

• Lighting

• Stock images
• CS-CASH Photo Sharing



Use Video

• Doesn’t have to be highly produced

• Tell viewer something

• Facebook: 1-2 minutes

• YouTube: 2+ Minutes

• Instagram: 30 Seconds

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


Post Length 

• Facebook - max engagement 40-60 characters

• Facebook Live - Get creative, 18-20 mins on average

• YouTube – Optimal length is 3 minutes

• Instagram - Optimal length is 138-150 characters but 
focus on the visual

• Twitter – optimal length 100 characters, max is 280



How often to 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 more consistent posts 
means the more FB will share on pages of your 
followers.



How often to 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 about great visual content. Post 
when you have something good. Remember, 
consistent posts attracts followers.

• Twitter - most retweets happen within an hour, 
higher daily frequency is best. Tweet 5–20 
times every day if key engagement is your goal.



youtube.com/user/USagCenters

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

U.S. Ag Center YouTube Channel

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


When to post?



Make A Plan



Make A Plan

● SmarterQueue
● Hootsuite
● Canva
● Google Drive
● Evernote
● Excel



Group Activity

• Read the media piece provided to your group

• Using the media guidelines in your workbook, 
assess the release:

• What is good (Do’s)

• What isn’t (Don’ts)

• What is missing?

• How would you re-write this article?

• Share your assessment and edits with the group



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

• Don’t have a page?       

• Want to start one?

• When you have a few minutes, do it! Try 
something new!



Questions?



Thank You to our Sponsors!


