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The Relationship of Media Type and Engagement and Reach of an Agricultural Education Professional Development Facebook Page
Introduction
Extension personnel create educational programs to disperse researchers’ knowledge to the general public; however, current clientele needs require a restructuring of delivery (Campbell, 1998). Social media has provided extension the flexibility in disseminating information while monitoring interests through social media metrics (Gharis Bardon, Evans, Hubbard, & Taylor, 2014; Kinsey, 2010) Agricultural Education faculty created the Owl Pellets: Tips for Ag Teachers Facebook page to disseminate current research to practicing agriculture teachers. Guskey (2002) underscored the need for researchers to identify creative systems to support teachers as they implement knowledge gained from professional development into educational practice. While researchers have investigated the role of social media in enhancing learning (Waite & Wheeler, 2014) a gap in the literature exists when examining the use of practitioner briefs distributed through social media to enhance professional learning of agricultural educators. 
Theoretical Framework
The Uses and Gratifications Theory provided a framework for analyzing the motivation behind consumers’ usage of media to meet their needs (Katz, Blumer, & Gurevitch, 1973; Korhan & Ersoy, 2015; Whiting & Williams, 2013). Individuals select forms of media which they feel will fulfill their needs; they will return to a medium that has successfully gratified their needs in the past (Chen, 2011; Whiting & Williams, 2013). This theory has reemerged as a framework for analyzing social media usage. In this study, researchers used the Uses and Gratifications Theory to determine which forms of media distributed through the Owl Pellets Facebook Page resulted in the most engagement from individuals. The following objectives guided the study:
1. Describe the frequencies of blog, informational, infographic, podcast, and shared page posts. 
2. Describe the trends in Daily New Likes, Daily Total Reach, and Total Engaged Users of the Owl Pellets Facebook community in regards to media type. 
Methods
A case study of the Owl Pellets Facebook page was completed to determine page engagement of users. Page and post data from July 22, 2015 to July 22, 2016, the first complete year of the page, were exported from Facebook to Microsoft Excel and analyzed using descriptive statistics. Analysis of page data focused on daily new page likes, the number of new users who liked the page each day; daily page engaged users, the number of people who liked, commented, viewed photos or videos, clicked links, or shared page content; and daily total reached, the total number of people who have seen any content (Facebook, 2016). Analysis of the post data focused on post type as categorized by the researchers, total likes, likes on posts, likes on shares, total comments, comments on posts, comments on shares, total shares, shares on post, and shares on shares. Researchers recoded each post type to reflect specific categories aligned with the study’s objectives: blogs, inforgraphics, informational updates, podcasts, and shared posts. 
Findings
The majority, almost 46%, of posts on the page were shared content (see Table 1). Post likes were split nearly equally with 50.2% of likes occurring on the post and 49.8% of likes occurring on shares. However, a majority of comments, 77.1%, occurred on shares with less than 25% of comments occurring on the Owl Pellets page post. The opposite was true for shares; almost 79% of shares were from the Owl Pellets page post.  Figure 1 illustrates the number of daily new page likes during year one. Similar graphs were analyzed for daily total reach and daily engaged users.

Table 1
[image: ]Frequencies of Post Types, Likes, Shares, and Comments Figure 1. Daily New Likes of Owl Pellets Facebook Page July 22, 2015-July 22, 2016


	Category
	% (ƒ)

	Post Type (n=57)
	

	Blog
	12.3 (7)

	Infographic
	7.0 (4)

	Informational
	22.8 (13)

	Podcast
	12.3 (7)

	Shared
	45.6 (26)

	Total Likes (n=560)
	

	Likes on Post
	50.2 (281)

	Likes on Shares
	49.8 (279)

	Total Comments (n=35)
	

	Comments on Post
	22.9 (8)

	Comments on Shares
	77.1 (27)

	Total Shares (n=89)
	

	Shares on Post
	78.7 (70)

	Shares on Shares
	21.3 (19)



Analysis of Results, Conclusions, and Recommendations
Although the findings of this study cannot be generalized, they can provide insight on trends related to media type and page likes, total reach, and user engagement and provide practical advice for the administrators of the Owl Pellets Page to allow them to refine this model program for teacher professional development. Analysis of Figure 1 indicated all posts lead to an increase in page likes; multiple posts within a few days lead to higher peaks in daily new likes. A noticeable difference was not seen between post types with the exception of multiple posts of shared content which did not follow that trend. The additional graphs showed similar patterns. The more posts which occur within a short time frame, the larger the total user engagement and daily reach, indicating a benefit to regular posting. Some posts seemed to have a more extreme impact on total reach. This may indicate a preference for a particular media type or may be due to content. User engagement patterns and total reach patterns mimicked each other. Houk and Thornhill (2013) indicated that data on engaged users provided a better measure because it measured the users’ active involvement with content rather than passive observance. Administrators of the Owl Pellets Facebook Page should increase the percentage of the posts which align with the intent of the page through blog posts, infographics, and podcast and post several times a week throughout the year (Houk & Thornhill, 2013) to increase total page likes, total reach, and daily user engagement. Researchers should continue to investigate the types of media which gratify the needs of teachers for professional learning using inferential statistics. Particular attention should be given to determining the cause of the more extreme peaks in page reach and user engagement so page administrators can purposefully implement strategies. Content of posts should be analyzed to determine impacts on engagement (Houk & Thornhill, 2013). Experimentation should examine methods of increasing engagement data to levels closer to total reach data. Researchers should investigate and document steps for increasing engagement and working EdgeRank algorithm in order to increase reach (Houk & Thornhill, 2013).
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