
Strengthen Participant Engagement:  
“Like” us on Facebook

Using	Social	Media:

Ashley	Fondren,	Mississippi	State	University
Lorelei	Jones,	NC	State	University
Lisa	Benavente,	NC	State	University
Emily	Foley,	NC	State	University
Suzanne	van	Rijn,	NC	State	University
Austin	Brooks,	Virginia	Polytechnic	Institute
Hadley	Standring,	University	of	Georgia



ìWhen’s	the	last	time	you	
encouraged	123 people	at	the	
same	time	to	exercise?





ìWouldn’t	you	like	to	show	others	
the	skills	and	abilities	of	your	
educators?





ì How	about	encourage	EFNEP	in	
other	states	to	enhance	their	
program?
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ìSocial	Media	can	help	us	with	
each	of	these	goals!



Southern Region Social Media Committee 
Charge

Can	Social	Media	help	
EFNEP:

ì Recruit?

ì Reinforce?

ì Remind?

ì Relate?

ì Retain?

Other	driving	questions:
ì Who?

ì What?

ì When?

ì Where?

ì How?



Perspective - Professional

Provide	nutrition	info	to	reinforce	face-to-face	meetings

Recruit	EFNEP	participants

Communicate	with	EFNEP	staff

Maintenance
State-level	
professional

County-level	
professional

Paraprofession
al

Other



Do professionals think paraprofessionals 
use social media?

Professionals'	perspective	of	
paraprofessional	social	media	use

Yes

No

I	don't	know



Paraprofessional Demographics



Paraprofessional Demographics

100%	use	social	media
100%	use	social	media
80%	use	social	media
95%	use	social	media
94%	use	social	media
78%	use	social	media
68%	use	social	media
82%	use	social	media
56%	use	social	media
43%	use	social	media

97%	of	
respondents	
were	female

80%	have	a	
personal	social	
media	account



NC Participant Data



Who Do We Serve?-

● Millenials	and	Generation	X
➔ 48%	between	the	ages	of	18	and	30
➔ 24%	between	the	ages	of	31	and	40

● 1	in	3	have	some	college	or	graduated	college
● 36%	live	in	urban	settings



How Do They Communicate?

Facebook
72%

YouTube
17%

Pinterest
8%

Twitter
2%

Other
1%

Preferred	Social	Media	Usage

Total	number	of	
surveys:	1543



National Social Media Guidelines

ì Released	March	2014

ì Designed	around	4	overarching	concepts	critical	to	
social	media	success:
ì Set	Goals
ì Determine	a	Strategy
ì Prevent	Abuse	and	Misuse
ì Make	Content	EFNEP	Specific



Set Goals

ì Goals	should	result	in
ì Continued	engagement	of	graduates
ì Improved	retention
ì Increased	recruitment

ì Supplement,	not	replace	face-to-face



Determine a Strategy

ì Plan	for	Success

ì Consider	Presence

ì Set	Limits

ì Determine	Roles	and	Responsibilities

ì Manage	Content

ì Maintain	Social	Media	Accounts	Regularly

ì Review	and	Modify



Prevent Abuse and Misuse

ì Protect	the	Security	of	Social	Media	Channels

ì Protect	the	Integrity	of	Social	Media	Channels

ì Protect	Privacy	and	Confidentiality



Make Content EFNEP Specific

ì Share	Content	Appropriately

ì Write	for	EFNEP’s	Target	Audience



EFNEP Social Media Toolbox

http://efnepsocialmedia.wordpress.com/



National	Social	Media	Guidelines

• Released	March	2014
• Designed	around	4	overarching	concepts	
critical	to	social	media	success:
– Set	Goals
– Determine	a	Strategy
– Prevent	Abuse	and	Misuse
–Make	Content	EFNEP	Specific



Set	Goals

• Goals	should	result	in
– Continued	engagement	of	graduates
– Improved	retention
– Increased	recruitment

• Supplement,	not	replace	face-to-face



Determine	a	Strategy

• Plan	for	Success
• Consider	Presence
• Set	Limits
• Determine	Roles	and	Responsibilities
• Manage	Content
• Maintain	Social	Media	Accounts	Regularly
• Review	and	Modify



Prevent	Abuse	and	Misuse

• Protect	the	Security	of	Social	Media	Channels
• Protect	the	Integrity	of	Social	Media	Channels
• Protect	Privacy	and	Confidentiality



Make	Content	EFNEP	Specific

• Share	Content	Appropriately
• Write	for	EFNEP’s	Target	Audience



Other	Training	Resources

• CDC
http://www.cdc.gov/SocialMedia/
http://www.cdc.gov/healthcommunication/

• USDHHS
http://www.hhs.gov/web/socialmedia/additional_resources
/index.html

• eXtension
https://learn.extension.org/events/search?utf8=%E2%9C%9
3&q=social+media#.VDWnKNR4q60

• Private	Sector
– Social	Media	Examiner,	Social	Media	101,	Constant	
Contact,	Sprout	Social,	MarketingProfs,	etc.



Vetted Social Media Posts



ì

EFNEP	Social	Media	Programs	
in	the	Southern	Region

Different	Strategies	in	Different	States



Virginia	Social	Media	Project

• Facebook	[Buffer- free	&	Hootsuite- paid]
– 1	State	Page	and	16	Local	Pages	(co-admin	with	Program	
Assistants)

– Post	2x/day,	usually	original	content	daily
• Blog	[Wordpress- free	through	VCE]
– Post	1x/week,	original	content	with	guest	posts	from	
students	and	colleagues

• Twitter	[Buffer- free]
– Post	1x/day,	with	original	content	aimed	at	community	
partners	and	stakeholders

• Email	Newsletter	[MailChimp- free]
– Sent	1/month,	with	original	content	that	links	to	blog



North Carolina Management
What we do

● County	PAs	
encouraged	to	be	
active	on	pages

● Managed	at	the	
state	level

● Diverse	group	who	
create	posts

http://www.ncfamilieseatingbetter.org/EFNEP/
participants/tips/could-you-have-diabetes/



FB content

● Year-long	calendar	of	
posts

● National	food	
months	and	days

● Five	key	EFNEP	areas

http://food.unl.edu/fnh/july





the process
● Posts	are	vetted	using	Southern	Region	developed	vetting	

instrument
● http://efnepsocialmedia.wordpress.com/2014/02/19/efnep-

social-media-post-vetting-instrument/

● Divided	responsibility



Georgia

Facebook.com/ugaefnep
Website:	www.efnepuga.edu

Twitter:	@ugaefnep



Georgia
Strategy:
• Utilize	Vetted	Post	tool
• Posting	calendar
• Utilize	FB	mgmt tools

– Scheduling
– Email	notification	

settings
• Track	time	find,	write,	and	

post
• Evaluation/research
• State-level	management



Keeping	PA’s	&
Participants	Connected

Remind.com
● Free	texting	service	to	remind	

participants	of	upcoming	
sessions

● Piloting	in	urban	and	rural	
counties

Strategy:
● Created	message	templates
● Participant’s	choice	to	enroll
● Option	to	receive	email	

reminders



South Carolina
ì Social	media	calendar	with	2	months	worth	of	posts.	Begin	compiling	posts	for	the	

next	set	of	months	as	end	of	calendar	approaches.	This	takes	several	hours,	but	can	
be	done	in	one	setting	or	spread	over	the	course	of	a	week.

ì Retain	flexibility	in	changing	post	schedule	for	certain	health	observance	days	or	
months.	

ì One	person	handles	the	content	and	posting	schedule,	however	nutrition	graduate	
students	are	able	to	post	as	well if	needed.	

ì Posting	only	takes	a	minute	or	so;	it	is	simply	copied	and	pasted	from	the	posting	
calendar.		Normally	content	is	posted	around	mid-morning	for	consistency.	

ì Considering	individual	county	pages	in	the	future.	
ì We	are	currently	working	to	use	these	same	measures	for	a	newly	created	twitter	

page	as	well.



ì

You	have	the	tools	to	get	started.
Together,	we’ll	explore	HOW	

to	put	it	into	practice after	lunch.



Let’s	practice!



What	Makes	a	Good	Post?

• Short	and	to	the	point
• Culturally	appropriate
• Written	for	the	literacy	level	of	followers
– Visual	is	best!

• Motivating
• Includes	a	call	to	action







Creating Dynamic Facebook Posts

http://efnepsocialmedia.wordpress.com/efnep-social-media-toolbox/



ìHow	to	Create	and	Maintain	a	
Successful	Social	Media	Program



Which	Platform?

• Go	where	your	audience	is
• Research	shows	Facebook	is	the	largest	social	
network	for	our	audience
– Pew,	NC	State,	et	al

• Therefore,	we’ve	focused	on	Facebook	for	
EFNEP



Training	Staff	on	Social	Media	Use

• Who?
– Facebook	Admins
– Paraprofessionals

• What?	
– How	to	implement	social	media	program
– Why	and	how	the	social	media	program	supports	the	other	
aspects	of	EFNEP	programming
• Focus	getting	buy-in	from	all	levels

• When?
– Initial
– On-going



Setting	up	a	Facebook	Page

Log	in	to	Facebook
• Can	use	your	personal	log-in,	as	the	page	will	be	fully	separate	from	and	not	

identifiably	linked to	your	personal	profile
• Recommended,	as	you	will	likely	see	notifications	more	easily	if	you	use	Facebook	

regularly	in	your	personal	life.

http://www.facebook.com/pages/create.php

Click	on	Company,	Organization	or	Institution	->	Choose	Government	Organization

Choose	a	Page	Name	that	clearly	identifies	your	organization
EX: Virginia	Family	Nutrition	Program

North	Carolina	Cooperative	Extension	EFNEP

Agree	to	Facebook’s	Terms	and	Conditions	by	clicking	“Get	Started”



Setting	up	a	Facebook	Page

Step	1- About
• Short	Description	of	Page	(155	characters)

• Should	be	speaking	directly	to	why	target	audience	should	like	the	page

• Enter	your	organization’s	public	website

• Choose	a	short	and	simple	custom	URL	for	your	page
• This	will	be	how	you	share	your	page,	so	it	should	be	easy	to	read	(for	

print)	and	remember	(for	in-person	sharing)

• YES,	your	page	is	a	real	organization
• YES, you	are	the	official	representative	for	the	organization



Setting	up	a	Facebook	Page

Step	2- Profile	Picture
• Headshot	or	Logo	work	best
• Dimensions- 180	x	180	pixels,	but	160	x	160	will	be	displayed

• https://www.facebook.com/help/315809258465467
• Picture	of	the	Program	Assistant	or	Page	Manager	puts	a	personal	touch	on	the	

page	that	is	more	inviting	for	the	target	audience

Step	3- Add	to	Favorites
• Adds	page	to	the	left	sidebar,	making	it	easier	to	find

• Page	will	also	automatically	show	up	in	the	dropdown	menu	where	you	log	out	as	
well.	This	is	how	you	switch	between	profiles.

Step	4- Reach	More	People
• This	allows	you	to	set	up	payment	for	advertising	on	Facebook.	You	can	skip if	you	do	

not	wish	to	spend	money	on	advertising.	(You	can	set	this	up	at	a	later	date	as	well.)



Setting	up	a	Facebook	Page

Once	you	finish,	it	will	take	you	to	your	Page

When	prompted,	“Like”	your	Page

When	prompted,	“Skip”	Inviting	your	Friends	and	Email	Contacts
• Your	target	audience	is	clients	and	community	partners,	not	friends	and	

family

When	prompted,	Write	a	quick	Status	Update	welcoming	everyone	to	your	new	
page

CONGRATS,	You	are	the	proud	new	Administrator	of	a	Facebook	page!



Next	Steps	for	
Setting	Up	a	Facebook	page

• Add	a	Profile	Picture
• Add	a	Cover	Photo
• Add	a	Co-Administrator



Successful 
Social Media



Successful 
Social Media



Successful 
Social Media



Promotion	of	Social	Media

Social	Media	
Magnet	Incentive

Social	Media	Brochure



Promotion	of	Social	Media



NC Promotion of Social Media



Content	Creation	to	Support	Social	
Media

ì Blogs

ì Videos

ì Others



Blogs

• https://blogs.ext.vt.edu/eatsmart-movemore/



NC	EFNEP	Blog

http://www.ncfamilieseatingbetter.org/E
FNEP/participants/index.html





ì

Videos 

for Social Media in NC



Creating Videos for Facebook

When	planning	your	video,	keep	in	mind	diversity	and	that	our	
audience	is	limited	resource	families.		Don’t	show	or	use	
specialty	equipment.		Keep	it	basic.

Show	a	variety	of	family	dynamics	such	as	multi-racial	families,	1	
parent	families,	etc..



Creating Videos for Facebook

Multiple	people	are	engaged	in	writing	and	production	of	video
● Script	writer/location/props
● Script	editor
● Videographer



Creating Videos for Facebook

Shooting	the	video
● local	staff
● volunteers
● location
● props
● video/photo	release



Creating Videos for Facebook

Equipment:
● Purchased	with	outside	funding

o Video	camera	with	spare	battery	and	tripod
o 2	lights	with	stands
o Reflector	disc
o Memory	card
o Lapel	microphone	set
o 2	spare	lapel	mics
o Camcorder	case

● Editing	program
o Adobe	Premier	Pro



Creating Videos for Facebook

June	is	Dairy	Month!
video



Creating Videos for Facebook

Now,	it’s	your	turn!



Creating Videos for Facebook

Back	to	School	Snacks
video



Photos

• From	the	field,	In-House,	Stock	Photos,	SNAP-
Ed	Connection,	Creative	Commons,	etc.
– Copyright	and	Photo	Release	issues

• Photo	editing	tools
– Free:	Canva,	PicMonkey,	etc.
• http://www.business2community.com/brandviews/buf
fer/23-tools-resources-create-images-social-media-
01028628

– Paid:	Photoshop,	InDesign,	etc.





ì

Social	Media	Analytics

How	do	we	know	what’s	working?





Analytics	Tools

• Facebook	
Analytics
–Must	hit	30	likes	
before	these	
become	
available



Analytics	Tools

• Google	Analytics
– Traffic	on	websites	and	blogs
– Traffic	from	social	media
– QR	Code	Tracking



Analytics	Activity

ì Use	the	data	to	improve	your	vetted	post’s	
performance	on	social	media
ì What	format	to	post?
ì When	to	post?
ì What	posts	usually	perform	well?
ì What	to	post	for	the	most	comments?
ì What	to	post	for	the	most	likes?



ì

Social	Media	
Challenges	and	Opportunities



Declining	Reach	of	Facebook

• How	to	keep	your	content	in	your	followers’	
newsfeed?

• How	to	find	more	followers	and	increase	
engagement?
– Contests
– Promote	to	people	who	want	to	use	it



Work	Smarter,	Not	Harder
Content	Repurposing	

• Social	Media	Post	->	Blog	Post	->	Email	
Newsletter

• Videos- Social	Media,	Waiting	Rooms,	
Curricula	enhancement,	etc.

• Collaborative	Communication	Plans	with	
Community	Partners	and	Stakeholders
– Ex:	Nutrition	Message	“Memes”	for	school	
websites



Our	Grant	Doesn’t	Include	
a	Social	Media	Manager

• By	Committee
– Divide	and	Conquer

• By	Students
– Be	careful!

• Start	Small	and	See	How	it	Fits
– Dedicate	just	15	minutes	a	day



ì

Future	Directions	for	
Social	Media	Committee



Research

• Time	Use	Study
– How	long	does	it	really	take	to	run	an	effective	
social	media	program?

• Evaluation	of	Social	Media	Programs
– Social	Network	Analysis
• Spread	of	knowledge	using	Disease	Transmission	
framework



Georgia’s	Social	Media	Study

Supplemental	Nutrition	Education	through	Facebook
- Does	indirect	education	through	social	media	

increase	positive	behavior	changes	among	EFNEP	
participants	beyond	direct	education	alone?

- Control	group	completed	this	summer	(n=62);	
intervention	group	planned	for	late	fall.	

- Buy-in	from	PA	to	promote	FB	page.	





Supporting	Your	State’s	
New	Social	Media	Programs

http://efnepsocialmedia.wordpress.com
https://www.facebook.com/groups/EFNEPsocial
media/

• What	additional	support	or	resources	do	you	
need	to	take	the	plunge	into	social	media?


