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Introduction and Need for Innovation
Perhaps the greatest challenge facing the agricultural education profession is the lack of agriculture teachers for school based agricultural education programs.  As stated in the National Supply and Demand Study (Foster, Lawver and Smith, 2014), nationwide 183 non-licensed individuals were hired to teach in school based agriculture programs for the 2014-15 school year nationwide. The authors also stated, “Further, substantial growth and expansion in school based agricultural education occurred in 2014- 2015, with 253 new positions and 162.5 new programs reported” (Foster, Lawver and Smith, 2014, p.1).  Thus the issue is a combination of a lack of teachers entering the profession, numerous opportunities for teachers to leave the profession, and an increase in demand for school based agricultural education programs.  The agricultural education profession must focus on recruitment and retention of agriculture teachers at all levels.  

The [University] Tagged to Teach Ag program is a low cost, high result marketing campaign which utilizes the resources from the National Teach Ag Campaign on an entirely new level. The program focuses on promoting agricultural education as a major that is highly sought after by employers and is in high demand in [State].   Observations indicate that students who perceive a narrow view of possible careers are simply not aware of majors that are experiencing critical shortages such as agricultural education.  Our work has focused on utilizing low cost strategies to create high impact results in our enrollment in the agricultural education program. 

In the Agricultural Education program at [University], there is a critical shortage of agricultural education students, and a decrease in the total number of students pursuing degrees in education as a whole.  This program was created and adapted from feedback gathered by conducing student focus groups for first year students over the last two years.  The initial data indicated that technology was not being utilized enough to highlight the program.  The data also indicated while students desired more technology, this did not replace the personal touch of recruitment strategies the department currently utilizes (Harshaw, 2014).  The purpose of this program was to “brand” agricultural education utilizing social media while preserving the personal touch of high impact recruiting practices. 
Methodology
This program was created and adapted from feedback gathered by conducing student focus groups for first year students.  Focus groups were conducted on two specific populations of agricultural education students 1) students who transferred into the major from other majors or from community colleges and 2) freshmen students who declared their major early enough to receive recruitment materials prior to selecting what university they would attend and what major they would study. Students were asked a variety of questions, both open and closed ended, to determine which recruitment materials and methods they remembered and ultimately impacted their choice of a major.  The data from this annual study has directed the focus of our recruitment efforts and strategies.

	Strategies utilized:

· Facebook to virtually “Tag” students who have an interest in Agricultural Education

· BlogSpot to showcase current student success stories

· Twitter to educate students about what it is like to be a student in Agricultural Education at K-State
	Future Programs:

· Skype to conduct virtual prospective student meetings

· Futures goals include incorporating vine videos

· The importance of incorporating a “human touch” outside of technology for program success




Timeline of events:
	July
	At Ag Teacher’s conference teachers are asked to sign up students who they feel have the qualities to be an outstanding Ag Teacher

	August
	Each “Tagged” student is sent a packet from the Ag Ed Program saying they have been hand-selected by their Ag Teacher.  The packet includes a “Tagged to Teach Ag” sign that students are encouraged to take a photo with and submit to the program’s facebook page.  After the up-load, the “personal touch” to the recruiting includes an electronic message sent to the student inviting them to follow our social media and to tag the photo. 

	Fall
	Ag Ed faculty and/or current students attend one event in each of the districts/regions of the state.  Students who show interest in Ag Ed as a career are “Tagged” with a cell phone camera holding the sign and the photo is up-loaded to facebook.  An electronic note following up after the conversation invites them to follow all of our social media outlets and encourages them to tag their photo. 

	Spring
	All students who have been “tagged” throughout the school year by their teachers at an event or visit are personally invited to a “Tagged to Teach Ag” reception held during the State CDE events in the spring. 

	Year-round
	Students who elect to come to campus for a visit to the Ag Ed program take a photo with their “Tagged” t-shirt (only students who actually come on a campus visit and tour the program are given the t-shirt).  


Results

The initial data showed a lack of technology used in the recruitment process. It also showed while students desired more technology, this did not replace the personal touch of current recruitment strategies.  Thus the program was designed to focus on those elements.  This program allows students to see others who they may know from around the state or nation who will be studying Ag Ed at the same institution creating an early cohort of peers. After a two-year implementation of this program, new student enrollment has increased by 35%.  

Future Plans/Advice to Others

Identifying an individual who will coordinate the social media presence and stay up-to-date on new strategies is vital to this program.  Our future plans include starting a TASK Force, a group of 4 students who will take ownership of the recruitment activities.
Costs
A student is paid to manage social media at a cost of $2,000 per year. The “Tagged” event is sponsored by the State FFA Foundation and costs $1,000 annually.  T-shirts are provided to students who visit campus and cost $500 per year. Total annual costs for this program are $3,500.
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