
ENGAGING NEW AUDIENCES 

Building & Executing a Strategic Marketing Plan

Susanne Zilberfarb, Maryland and Delaware Soybean Board 
Jamie Tiralla, Monnett Farms & All Ag Media



1. Stop Preaching to the Choir 

How to burst outside of your bubble and look for new opportunities to engage 

2. How to Win at Social Media 

Using a social media calendar and creating graphics with Canva 

3. Handling Fake News 

Creating your own content and using relationships to address fake news 

4. Beyond Social Media 

Diversifying your marketing strategy through multi-channel outreach 

Engaging New Audiences



STOP PREACHING 

TO THE CHOIR



Social media algorithms serve up what they think you're interested in 

based on what you liked or engaged with in the past.

Why It Happens

The Fix

Besides paid promotions, take advantage of ways to position your 

content in front of people who are interested in your content, your 

location and  your issues.









CREATE CONTENT THAT INFORMS,  

INSPIRES AND ENTERTAINS



HOW TO WIN 

AT SOCIAL MEDIA



Remember the Fix

Position your content in front of people who are interested in your 

content, your location and  your issues.



Content your audience is 

interested in.

What you offer.



Specific (What is the specific objective/goal you want to achieve) 

Measurable (What measurement can/will you use to determine success) 

Achievable (You have the resources necessary to meet the objective)  

Relevant (The objective is relevant to your business)  

Timely (You have a specific timeframe for achieving the objective)

SMART GOALS DETERMINE PERFORMANCE



Audience Analysis

Specific and quantifiable attributes of 
your ideal customer: 

• Age 
• Gender 

• Marital Status / Family Stage 
• Income 

• Ethnicity 
• Location

Demographics Psychographics

Subjective information that defines the ideal 
customer’s interests, activities and attitudes: 

• Values 
• Interests 

• Hobbies 
• Needs 

• Desires 
• Fears 

• Aspirations  
• Patterns / Habits



Customer Journey

1.

2.

3.

4.

5.

AWARENESS 
Usually an event will happen or problem  
                will arise. This is when the  
                        customer becomes aware  
                              of an issue/need/want  
                                and starts the process.

INVESTIGATION 
During this phase, the  

customer is researching  
options, soliciting opinions  

and seeking prospective solutions.CONSIDERATION 
Now, the customer is evaluating 
possible solutions and alternatives.

COMMITTMENT 
Time to make the  

decision — and the  
ultimate buyer may  

not be the end user,  
so keep this in mind.

LOYALTY 
If the process goes well, the next 
question should be what  
do I want the customer  
to do next?



Failing to Plan is Planning to Fail
Using a Social Media Marketing Calendar



YEAR :

A N N U A L  G OA L :

J A N U A R Y F E B R U A R Y M A R C H A P R I L

M AY J U N E J U LY A U G U S T

S E P T E M B E R O C TO B E R N O V E M B E R D E C E M B E R

A L L A G M E D I A . C O M S O C I A L  M E D I A  M A R K E T I N G  C A L E N D A R



A L L  AG  M E D I A  S O C I A L  M E D I A  C A L E N DA R  T E M P L AT E

H O W  T O  U S E  T H I S  T E M P L AT E

M E T R I C S

At the top of each monthly sheet, you will see two sections where you can input analytics data (if desired). Change the Network Column titles (Facebook, Instagram, etc.) 
to reflect the social media platforms you use. For website benchmarks, use Google Analytics (or your website’s built in analytics information) to enter in the number of 
website visits per month, number (or percent) of organic visits per month, and number (or percent) of referral visits per month (for example visits from social media to 
your website). This information can help you look for trends and measure performance.

G O A L S

Each sheet also includes a place for you to identify a monthly marketing goal. For example, in January, your goal may be to increase brand awareness but in May, it may 
be to increase sales of a product or service. 

E V E N T S  /  N O T E S

There is also a place for you to make notes about special events, activities, holidays, etc. If you know you want to have an Open House event in May, make a note ahead of 
time so that you can begin planning months or weeks in advance. Also, note observed holidays as well as unique holidays that relate to your business or audience. For 
example, National Ag Day is March 20, 2018. You may want to make sure you have a social media post prepared in advance so it doesn’t sneak up on you.

A C T I V I T I E S  &  TA S K S

Plan and organize your content in the fields: 

• Network = Social media platform. For example, Facebook, Instagram, Twitter, Pinterest, etc. 

• Date = Date to post. Use the social media platform’s built in analytics to determine which days and times are best for you to post. 

• Time = Time of day to post. Use the social media platform’s built in analytics to determine which days and times are best for you to post. 

• Goal = What do you hope to accomplish with this post? Brand awareness (new followers, top of mind), Engagement (likes, comments, reactions), Sales, etc. 

•  Topic = What are you posting about? Make notes for content and photos to save time when posting. 

• Engagement rate = For those of you who are data nerds, you might use this column to keep track of how well your posts are doing. To calculate your engagement rate 

follow this formula: Total Reactions of Post* (divided by) Total Number of Followers (multiplied by) 100 

* Reactions would include likes, shares, retweets, and comments

A L L A G M E D I A . C O M S O C I A L  M E D I A  M A R K E T I N G  C A L E N D A R
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A L L A G M E D I A . C O M S O C I A L  M E D I A  M A R K E T I N G  C A L E N D A R



Plan broad initiatives in advance using a marketing calendar. 

Write a list of questions that your customers have. Answer them. 

There are more than 2 billion apps in the app store. Use them. 

Don’t be afraid to experiment with video. 

Focus on the social media platform you’re most comfortable with.

Use Your Time Wisely



Save time by scheduling your content 

Instagram Specific: 



Be specific in your goals and objectives. 

Know where your baseline is. 

Review results on a quarterly or seasonal basis. 

Don’t get caught up in the day to day numbers game. 

Be patient. 

Take the time to know what worked… 
and what didn’t



DIY  

GRAPHIC DESIGN





Have a cohesive look and design 

Use a consistent voice and tone 

Simplicity is always best 

Aim for a recognizable brand

Everything you post should  
reflect your brand



You should have a consistent color palette 

There should be one primary color and two or three 
complimentary colors 

Ideally, these colors will come from your logo

Color is an foundation block  
of graphic design



canva.com/color-palette/



Fonts should be easy to read 

Generally you want to have a mix of two: one for 
your headlines and one for your body text  

Make sure that your text is in high contrast with your 
background so that it’s easy to read

Color is a non-verbal communicator,  
so is the font



Serif 

Sans Serif 

Script 

Display



fontpair.co



Your text and graphics need space to breath 

Your audience needs white space to relax their eyes 
and to know where to focus 

White space improves comprehension and increases 
engagement

White Space is not Blank Space



Do not count on an app like Canva to catch your 
spelling or grammar mistakes 

Especially if you’re working on your phone, read  
and reread your graphics before you post them 

Unlike captions, graphics cannot be edited  
after the fact

Don’t Forget to Edit









HANDLING FAKE NEWS





BEYOND SOCIAL MEDIA



Blog - You host, you own the content. Use this to 
expand on social media posts and get more in depth. 
Post links on social media to your blog. Use this as an 
opportunity for Search Engine Optimization (SEO). 

Email Marketing - This is still a great way to cultivate 
connections with your audience. Also, you own your 
email list and you can use dashboard analytics on 
platforms like MailChimp or ConstantContact to get 
data about how your audience interacts with content.

Multi-Channel Marketing



Advertising - Look for affordable and relevant ways 
to advertise. For example, church and community 
bulletins, school spirit events and fundraisers, and 
local coupon booklets. 

Networking - Don’t discount good old fashioned 
networking events. Join your local chamber of 
commerce and attend events in your community to 
tell them about what you do. Always take business 
cards so people can follow up with you.

Multi-Channel Marketing



Farmers’ Markets - These are advertising 
opportunities as much as sales opportunities. 
Empower your customers to promote your business or 
organization by offering swag (t-shirts, stickers, etc) 
or referral programs that give discounts to customers 
who bring in new customers. 

Local Media - Make connections with your local 
media. Become a trusted source of information. Even 
if you don’t have all the answers, you can be the one 
who points them in the right direction.

Multi-Channel Marketing


