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Who provides? [Campaign]: A Social Agricultural Awareness Campaign.
Introduction/need for innovation or idea
Throughout the twentieth and twenty-first century, the world has seen a transition into a global urban society that is removed from the farm (Vilsack, 2014). Vilsack (2014) reports less than two percent of Americans are engaged in farming as their primary profession. The movement away from the farm has lead to a decreased knowledge and understanding of the complexities involved in agricultural systems (Doertfert, 2011). However, consumer knowledge of the agricultural industry is imperative (Vilsack, 2014; Doerfert, 2003). Production needs, widespread urbanization, and policy changes are issues affecting agriculture (Kovar & Ball, 2013). The public must have an understanding of the agricultural industry to make sound voting, policy, purchasing, education, and career choice decisions (Doerfert, 2003).

The rise of urbanization in the United States, with less knowledge of agriculture, creates a need for an agricultural education entity to inform the general public about agricultural issues. Agricultural literacy can be defined as the “understanding of the food and fiber system [that] includes its history and current economic, social, and environmental significance to all Americans” (National Research Council (NRC), 1988, p. 1). The first research priority of the National Research Agenda, for the American Association of Agricultural Education (AAAE) is “public and policy maker understanding of agriculture and natural resources” (Doerfert, 2011). 

In order for agricultural educators and communicators to educate the general public of agricultural issues, a platform must be created to reach a large audience. Although scholarly work is disseminated on these issues, it is questionable on how much of a message reaches the general public. Kovar and Ball (2013) recommended that agricultural education research needs to place a priority on publishing research “utilizing specific agricultural literacy terminology in non-agricultural education and to market their findings” (p. 174). One possible solution to connect with the public is social media. Social media can be used to disseminate information to the public (Comm, 2009), and it can be used to generate a two-way conversation to engage the public in the topic (Jenkins, Ford, & Green, 2013). 

Agricultural educators and communicators need to harvest the potential of social media to disseminate information about the agricultural industry. The importance of [campaign] is its ability to inform the public about food, fiber and increasing agricultural literacy. This ongoing campaign sought to develop platforms that could be trusted by the consumer about the food and fiber products used by the consumers. Other institutions and organizations will be able to utilize [campaign] in their communities, to educate the public on agricultural issues, and to increase the general consumers’ agricultural literacy.

How it works/methodology/ program phases/ steps
 [Campaign] was comprised of many facets, including Facebook and Twitter platforms, community service initiatives, and educational materials. Before initiating the campaign, the  [campaign] developers at [University], contacted universities, high schools, and agricultural organizations around the nation, to further widen the audience reach. The schools and organizations which agreed to join the campaign were sent a media kit, including educational materials (i.e., how to get started guide, press release template, agricultural fact sheet, social media images, and food drive campaign information) to kick off their campaign. Next, a [campaign] Facebook page and Twitter account were created and established on September 9, 2014. Social media provided an avenue for dissemination of information as well as evaluation through analytical tracking.

The [campaign] began on September 9 and concluded on October 2, 2014. During the duration of the campaign, a total of 58 informational posts were included on the Facebook page to educate the audience about agriculture in an unbiased manner. Along with the information provided by [campaign] on social media, the campaign also encompassed a food drive. The food drive, ending on October 2nd, sought to counteract the effects on food prices affected by the animal activist campaign, “Fast Against Slaughter.”  The food collected by the various organizations and institutions involved in this campaign were donated to food banks in their communities.

Results to date/ implications
In order to benchmark the reach and success of the program, analytic tools were utilized to assess the social media domain and the food drive donation amounts were tracked. Universities involved in the [campaign] included Blinn Community College, Fort Hayes State, Iowa State University, Kansas State University, Mississippi State University, Oklahoma State University, Penn State University, South Plains Community College, Texas A&M University, Texas Tech University, University of Arkansas, University of Florida, University of Kansas Utah State University, West Texas A&M University.  In regard to social media results, over 23,000 people were reached organically throughout the duration of the campaign. Over 20 countries were reached by [campaign], with the most social media activity recorded in United States, Canada, Mexico, Ecuador, and Nicaragua. Texas, Florida, Kentucky, and Oklahoma were the states which recorded the highest levels of social media campaign activity. The date with the most social media activity was October 2nd, with 29,424 reached, both organically and through boosted posts, 419 likes, and 159 shares. With no plausible way to track the reach of shared social media, it can be implied that the reach of [campaign] was even larger than reported in this study. In regard to the amount of food collected for this campaign, approximately 1000 pounds of food were collected at [University], and the surrounding areas. 

Future Plans/advice to others
In order to increase the agricultural literacy of Americans and the reach of this campaign, the [campaign] will be held annually. To expand the campaign in the future, a website will be developed. Based on the response (e.g., likes and shares on Facebook) to the posts on social media, more informational posts will be developed before the next campaign. To increase the amount of informational post designed for [campaign] Facebook account, it is recommended that partner universities and organizations take an administrate role and contribute to the social media sources. To better gauge the success of the campaign (e.g., activity on social media and amount of food collected), it is recommended that a campaign-wide recording system be implemented. 

Costs/ resources needed
Generally, establishing social media platforms are not associated with any monetary cost with an exception of boosted post. The largest cost associated with this campaign is human labor which includes time spent creating and maintaining the social media, collecting the food donations, and delivering food donations to the local food bank. 
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