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TAKE A DIFFERENT APPROACH TO 
WORK YOU’RE ALREADY DOING 

Work smarter, not more.
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1. Share Different Sides Of Your Story

Identify new approaches to traditional subject 
matter to promote through the media and social 
media. 

Ø Women (not men) in agriculture careers

Ø Niche crops (not row crop) 

Ø Multiple ethnicities and ages
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Virgil Walker, third-generation farm owner, commercial cattle producer
Covington County, Mississippi

http://extension.msstate.edu/extension-matters/making-difference
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Beth Foose, owner of Little Bluestem Farm, supplying the floriculture 
industry in Mississippi

https://extension.msstate.edu/extension-matters/farmer-florists


2. What Are The Untold Stories About Your Clientele?

Try taking a more feature approach (as opposed to 
journalistic) for these stories, and lead with 
testimonials that parallel the impacts you are 
ultimately trying to convey.

Sometimes seeing a photo and hearing someone 
else’s words can have a significant positive impact 
on the way the public, legislators, and stakeholders 
view Extension work.  

8



9

Tony Dantzler, partner in Dantzler & 
Pilkinton Farm
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Terry Joe and Hulon 
McKenzie, 
son & father whose small 
family farm was damaged 
in a 2020 tornado

https://extension.msstate.edu/extension-matters/after-the-storm
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Modified Atmospheric Packaging (MAP), a technology that 
substitutes the air inside a package with a protective gas mix to 
keep food fresh longer.

Sally Bell’s knew they could grow their business if they could make 
their potato salad available in stores, but it just didn’t have the 
shelf-life to withstand shipping to and selling from stores. They 
knew the market was there, but they had no way to get to it. 

Three years ago, VSU ag researchers helped Sally Bell’s transition to 
MAP. At that time, no one knew that shortly afterward, selling their 
products in stores would play an important role in keeping their 96-
year-old business afloat during the pandemic. 

"Almost every 
element in a Sally 
Bell’s lunchbox is 
made from scratch 
that morning, from 
the mayonnaise in the 
potato salad to the 
zest-flecked orange 
icing on the cupcake. 
And you can tell."
- The New York Times

https://extension.msstate.edu/extension-matters/after-the-storm


3. Make Your Content Fun & Interesting…TO OTHERS!
Create and share content that is not formal or academic (in 
the traditional sense) and that your audiences will want to 
share through the media or social media. 

Make sure it’s not an ego-boosting exercise for someone in 
your organization but is relevant and interesting to your 
readers. 

Doing so should result in more people reading your 
Extension content, especially from younger audiences. 
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4. Repurpose Content

If it was worth creating in the first place, then it 
should be worth sharing multiple ways.

Leverage it in multiple ways for multiple audiences 
so that you’re working smarter, but not harder. 

Let’s take a look how this can be done….
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Blog post Facebook post1890s Newsletter VSU College of Ag 
Newsletter
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Blog post Facebook post



5. Embrace Diversity & Inclusion EVERY Day

Be intentional about authentically integrating 
diversity and inclusivity in your daily 
communications, not just for Black History Month 
or Women’s History Month. When you do it 
regularly, it will become natural and not seem 
forced, and it will ensure people understand the 
full scope of the audiences you serve.
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Change workplace habits
Simple changes can make BIG impacts!
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6. Make It Easy For People To Find You On The Web

Develop SEO best 
practices to make sure 
your news rises to the 
top of a Google search. 
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• Make sure your content is live HTML text, not just in pdfs.

• Make the first few paragraphs of each page natural human 
speech, not just lists of topics or keywords. Include text that 
answers questions people naturally ask in a search engine.

• Make your content accessible to people with disabilities. 
Practices like alt text for all images, properly named files (with 
natural language, not “code”), proper use of headings, etc.

• Use “content pillars,” with quick, “snackable” bits of content 
that link to medium-length articles on the same topic, that link 
to longer publications or courses on the topic.
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Blog post Publication
Tweet

Content Pillar



7. Get A Seat At The Table/Get Ahead Of The Message

Foster a workplace culture where you have a seat 
at the table for new initiatives (grants, 
partnerships, programs, etc.) 

This will allow you to “get ahead of the message,” 
and will help ensure Extension’s presence, 
branding, and/or relevancy is not lost during the 
implementation phase. 

25



7 (cont.). Get A Seat At The Table/Get Ahead Of The Message
This will also allow you to maximize communication 
efforts instead of learning about a new Extension 
project in the newspaper. 

Meet and work with communicators at other 
organizations who are part of the project so you can 
help ensure appropriate credit is given to Extension 
and that the Extension name and logo is used in the 
messaging they send out.

26



27

• All things considered, it does not naturally occur to a program 
leader (for example) to invite a communicator to the table in the 
planning stages of an initiative. So don’t feel insulted or not 
valued if you’re not invited.

• Lay the groundwork for being included. For smaller programs, 
particularly, begin with weekly meetings with the Extension 
administrator. Work the leads.

• As able, commit to monthly meetings with each program 
leader. Build trust.



8 . Be More Intentional In Finding Stories
Don’t rely on others to understand what makes a good 
story. Sharpen your story “Spidey Sense.”

Ø Find ways to better connect with field staff or those 
colleagues who you don’t often see face to face.

Ø Schedule more one-on-one meetings.
Ø Request to be tagged in social media.
Ø Ask to join meetings where news is often shared. 
Ø Position yourself in the path of the newest stories.
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9. Determine Priority Areas
Schedule a yearly meeting with leadership to determine 
priority areas and key messages. Then…

Develop key talking points and generate stories about 
these priority areas. Which will…

Help you better set your marketing agenda and 
ultimately generate a thoughtful and targeted approach 
to relevancy. 
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A bit of trivia . . .

What are the expressed priorities of the sitting president of the 
United States?

• COVID-19
• Climate Change
• Diversity
• Equity



10. There’s Strength In Numbers, So Partner Up
Identify state partners to share Extension messages with 
or to piggyback your messaging off of. 

Consider developing/strengthening relationships with 
other agriculture (or other relevant subject matter) 
communicators in your state and ensure they receive 
your messages, know you are a resource for them, and 
perhaps identify ways you can better work together to 
strengthen identified messages.
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11. Strengthen Your Credibility
Ø Respond to all requests (internal and external) in a 

timely manner.

Ø Have sunset dates for publications.

Ø Ensure information you share is up-to-date and accurate.

Ø Curate information you share to ensure it meets 
Extension’s criteria of being science- and 
research-based knowledge the public can trust.
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We love this example from our friends in Alabama. 
If it’s peer-reviewed, flaunt it!



12. Develop Techniques for Reaching Urban 
Audiences
Develop techniques for 
better reaching urban 
audiences, where your 
state’s larger populations 
and lawmakers are. Often 
times, FCS, urban 
agriculture, and 4-H stories 
are topics that are relevant 
to these audiences. 
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And if you have a state legislator 
who is a 4-H alum . . .



13. Work The News Media
Ø Identify hot news topics and identify appropriate 

Extension faculty to pitch to the media as an 
expert on that topic.

Ø Make sure Extension faculty who will be talking 
to the media have the necessary media training 
they need to help them deliver the appropriate 
message, as well as be relevant and credible. If 
possible, include volunteers, too!
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Credits
Ø Special thanks to the Southern Region 

Program Leadership Network 
Communications Committee who 
developed the “Best Practices To 
Communicate Extension’s Relevance and 
Credibility” white paper in 2017.

Ø Presentation template by SlidesCarnival
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https://www.slidescarnival.com/


Thanks!
Any questions?
You can find us at:

✗ molgers@vsu.edu

✗ elizabeth.north@msstate.edu

✗ sstreet@umes.edu
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