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Pinteresting Teamwork: 
A Content Analysis of an Agricultural Communications Group Pinterest Board

Introduction/Need for Research
Priority Area 2 of the National Research Agenda states that social science research goals should address “the use of new technologies and social networking tools for communication to selected target audiences” (Doerfert, 2011, p. 17). Since its launch in 2010, Pinterest has quickly gained popularity becoming one of the fastest growing social networks to date and is currently the fastest growing online content-sharing platform (Delo, 2012; Griswold, 2013; Merrett, 2013; Romeri, 2013). Duggan and Brenner (2013) found that 15% of American Internet users are now on Pinterest. The increasing popularity of Pinterest makes it important that agricultural communicators find ways to utilize Pinterest in a variety of ways. Additionally, with many companies and organizations now utilizing social media and employing social media directors, Kupetz (2010) suggested that instructors need to incorporate social media in the classroom in order to prepare students for life in the real-world. Group boards allow multiple pinners with a shared interest to pin content to a common board. An agricultural communications group Pinterest board was developed at [University] as a means of sharing relevant resources with faculty and students; however, no evaluation of this board and its content had been conducted. To better understand and improve upon the use of this Pinterest board, an analysis was conducted of content pinned to the group board. 

Conceptual Framework
Rhoades, Friedel and Irani (2008) surveyed students to identify their feelings about new technology in the classroom. They found students’ top three preferences of technologies were the Internet, email, and Facebook. In addition, they found faculty who used new technology were more likely to focus on real-world tasks and examples. Baird & Fisher (2005) believed that to be successful in using social media in the classroom students must be able to make connections between the learning objectives and the Web-based media content. Additionally, they concluded that “students expect interactive, engaging content and course material that motivates them to learn through challenging pedagogy, conceptual review, and learning style adaptation” (Baird & Fisher, 2005, p. 24). 

Methodology
Researchers utilized a qualitative content analysis design to determine what content was being pinned to the group Pinterest board at [University]. All pins from this board, 170 in total, were included in the sample of this study conducted in late October 2013. During the analysis, pins were categorized and coded based on the content they contained. Data were recorded on a Microsoft Office Excel spreadsheet where researchers recorded each category represented as well as the number of pins within each category. Categories were refined and reduced using open and axial coding methods until a final set of pin categories were developed. Totals were figured for each category and percentages were calculated based upon those figures. The data were collected by only one researcher to ensure consistent coding was conducted for all pins. 

Results
The researchers found that seven pinners contributed pins to the group board, all of which were focused in agricultural communications and consisted of three Ph.D. students, two master’s students, one undergraduate student, and one assistant professor. The group board contained 170 pins which were categorized by researchers into 12 distinct categories. The largest group of pins, 28% (n = 49), were found to contain content related to social media. These pins ranged from tips on social media use to resources for social media content to guides for developing a social media plan. Other major categories included classroom resources and ideas (n = 17, 10%), design inspiration and tips (n = 17, 10%), job application advice and job skills (n = 15, 8.8%), technology (n = 13, 7.6%), and agricultural facts and information (n = 12, 7.1%). Table 1 shows a summary of all content found on the group board. At the time of this analysis, the board had 350 followers, most of which were agricultural communications students at [University]. 

	Table 1
Content Analysis of [University] Agricultural Communications Group Pinterest Board

	Categories of Pin Content 
	Number of Pins 

	Social Media Resources and Tips
	49

	Classroom Resources and Ideas
	17

	Design Inspiration and Tips
	17

	Job Application and/or Skills
	15

	Technology 
	13

	Agricultural Facts and Information
	12

	Color
	10

	Adobe Creative Suite Tutorials and Shortcuts
	8

	Fonts
	8

	Miscellaneous 
	8

	Writing Tips and Resources
	7

	Marketing
	6


Note. The group board analyzed contained 170 pins from s different pinners as of October 2013. 

Conclusions
This study sought to determine what content was being pinned to a group agricultural communications Pinterest board at [University]. The results of this study allowed the researchers to better understand how the Pinterest board was being utilized by faculty and students within the department so improvements could be made in providing relevant and useful information to followers of the group board. As suggested by Baird and Fisher (2005), the use of social media tools can result in more effective and engaging content being delivered to today’s students. Pinterest offers a unique way to disseminate relevant content to a large number of agricultural communications students and faculty. 
 
Recommendations
[bookmark: _GoBack]Based on the results of this study, the researchers suggest an expanded agricultural communications Pinterest account be created rather than one single board. Having an account with multiple boards will allow the multiple categories of information found in the study to be organized into related boards, allowing for a more organized and more user-friendly interface. The researchers also suggest that other agricultural communications programs across the country utilize a group Pinterest account as a means of disseminating relevant content to their students and faculty. The visual nature of Pinterest makes it an easy to use and easy to view forum for providing additional information to students and faculty alike. 
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