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GOAL: 

Introduce the face behind 
the farm to build consumer 
trust in Maryland farming.

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers

Presenter
Presentation Notes
Step 1 – started with website based on consumer influencer data from CFI and CG



SIGNAGE: Fairgrounds

 Fact Posters 

 Cutout Stands

 Welcome Building Wrap

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers



APPROACH:

 We develop Content
about Maryland Ag that 
informs, entertains, 
encourages engagement 
and trust

 The Content is placed on 
our Blog

 We Market the blog 
via ads, social media, 
e-newsletter

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers



CONTENT - Basics:

 Key Messages

 Things consumers like

 Captivating photos

 Catchy headlines

 Shareable online

 Blend info with 
entertainment

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers

 Travis Hutchison  Eric Spates  Jamie Tiralla



CONTENT - Meet our Farmers:

 Multiple features from a 
farmer to build story

 Bonus:  Videos!

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers

 Travis Hutchison  Eric Spates  Jamie Tiralla



CONTENT – Hot Topics in:

 Environment

 Animal Health

 Sustainability

 Food & Nutrition

 Economics

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers





 FACEBOOK:
facebook.com/myMDfarmers

 INSTAGRAM:
instagram.com/mymdfarmers

 TWITTER:
twitter.com/mymdfarmers

 Monday: Key messaging, Did you know, Q&A, True/False  

 Tuesday: Campaign/industry promotion, local stories, 
economic impact

 Wednesday: Agriculture technology, In the news 

 Thursday: Blogs, meet your farmers

 Friday: Farm Fridays, events, recipes 

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers



PAGE PROMOTIONS:

 Target Audience: 
Ages 25-65+ 
DE/MD/VA 

 Total Spend: $865

 Total Reach: 54,113

 Total Likes: 3,235

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers

Messages:

1) Meet the farmers growing the highest quality food, feed and 
fiber products.

2) Meet the farmers who treasure the Chesapeake Bay and protect 
our land and water for future generations.

3) Discover the men and women behind Maryland’s billion-dollar 
industry that fuels our rural communities and state’s economy.



WEBSITE PROMOTION:

 Goal: Drive Facebook users 
to the Blog page – ad 
content remained the same, 
but the images changed 
based on review of reach 
and website clicks

 Monthly Budget: $100 

 Total Reach: 8,463

 Website Clicks: 364

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers



POST PROMOTIONS:

 Goal: Drive Facebook 
users to the website

 Target Audience: Ages 
18-65+, Maryland 

 Total Spend: $355 
($40-50 per blog)

 Total Reach: 26,411

 Blog Clicks: 734

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers



PRINT ADS:

 Ads ran a total of 15 times

 Cost: $2,679

 Circulation: 42,350
Bay Times - 6,100
Daily Times - 14,852
Record Observer - 5,000
Star Democrat - 16,398

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers

Half-page advertisement published June – September 
Bay Times (3), Record Observer (5), Star Democrat (4), Times-Record (3)



MARYLANDREPORTER.COM 
PRINT & DIGITAL ADS:

 3 ads in 3 sizes: digital 
newsletter banner plus 
medium and half-page 
print ads

 Cost: $2,000

 Circulation: 8,600 

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers



RAVENS ADS:

 Digital ad online 

 Half-page ad published in 
the 2017 Ravens Program 
distributed at all home 
games   

 Cost: $2,500

 Circulation: 710,000 
(2 preseason games, 
8 regular season games)

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers



SIGNAGE: Exhibits

• Innovation, Technology, 
Sustainability wall banners

• STEM panel display stands

• “Farmers Care” banners

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers

MSF WINS!
International Association of Fairs and 

Expositions awarded TWO
1st Place Consumer Education Awards 
for MY MARYLAND FARMERS exhibits





STRONG CONTENT WINS.

People are coming to our 
homepage, are responding 
to our paid ads, and are 
engaging in our social 
media to get to our Blog 
posts – then following us.

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers

768 on May 30
9,735 on Jan 30



USER NUMBERS EXPLODE
EXPONENTIALLY. 

Once on website, people are 
reading the post that caught 
their eye and browsing 
around for more content.

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers

FACEBOOK RESULTS (MONTH): 

♦ 110,684 Engaged Users 
People who engaged with our page through a click,
share, or comment over the last month

♦ 1,533,486 Unique Users
People who saw any of our posts:
Organic=124,644 
Paid=1,098,489
Viral*=310,325

♦ 3,589,555 Impressions 
Organic=1,007,754 
Paid=1,895,733
Viral*=680,468

♦ 261,319 Video Views
63,000 watched more than once!



CAMPAIGN REACHES 
TARGET URBAN AUDIENCE.

83% are within an hour of 
Baltimore/DC 95 corridor.

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers



PAY TO PLAY.

• 83% of total social media 
reach resulted from 
boosted posts.

• A spend of $296 reached 
nearly 30,000 Facebook 
users within our targeted 
audience. 

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers

Website Traffic Source

• Social Media: 68%   
• Advertisements: 29%
• Online Search: 3%



Start in the shallow end and 
understand your limitations.

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers

 Consistency. 
Create brand and stay within its parameters.

 Collusion.
Featured farmers and contributors must follow philosophy 
of brand.

 Consumer Focus.
To effectively engage consumers, must step into their shoes 
to determine how a positive ag message can fit in their world.

 Commitment.
Establish editorial calendar and hire a very dedicated agency, 
or make sure your team has the skills necessary to build the 
site, create the blogs, constantly promote on social media.

 Collaboration.
Allied farm groups/friends are critical to amplify the message 
by sharing, commenting and liking on social media.



• Maryland Soybean Board 
and Maryland Grain 
Producers Utilization 
Board committed to the 
development of the 
project

• Additional partners will 
be sought to support 
maintenance and growth

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers

 Blog Posts – original local content and photography
26 posts x $800/post = $20,800

 Website Development
$7,200

 Site Registrations/Updates
$2,800

 Social Posts – write, photograph, schedule and respond
$300/week x 52 = $15,600

 Facebook Page/Post Promotions
$10/day x 365 = $3,650

 $50,050
$0.04 per user



BUILD ON THE 1.5 MILLION 
AUDIENCE

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers

 Quizzes

 Paid Ads

 Google Adwords

 Expand Instagram

 Expand Twitter

 Events



OUR POSITIVE, FACTUAL AG 
MESSAGES NEED TO GROW.

Current monthly reach:

110,684 Engaged Users 
1,533,486 Unique Users
3,589,555 Impressions 

www.mymdfarmers.com
@mymdfarmers #MyMdFarmers

 Like MyMdFarmers –
Facebook, Twitter, Instagram

 Share posts

 Provide stories and photos

 Invite us to your farm

 Sponsor MyMdFarmers
campaign

 Sign up for Ag Coalition 
email newsletter

 Join our Mid-Atlantic Ag 
Coalition page on Facebook: 
https://www.facebook.com
/forOurFarms/

facebook.com/myMDfarmers

instagram.com/mymdfarmers

twitter.com/mymdfarmers
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