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Zachary Baquet 
 

Zachary Baquet 
USAID/BFS 
 
Zachary Baquet is a Knowledge 
Management Specialist at USAID/BFS. Prior 
to joining BFS, he was a AAAS Science & 
Technology Policy Fellow in USAID’s Office 
of Agriculture where he worked on food 
security, the integration of climate change 
and agriculture programming, and knowledge 
management issues. He received his Ph.D. 
in 2004 from the University of Colorado 
Boulder where he studied the development of 
the mammalian nervous system and models 
of Huntington’s disease. 
 



Dustin Andres 

Dustin Andres 
FHI 360 

 
Dustin Andres is a social communications 
specialist for TechLab @ FHI 360, specializing 
in using online platforms to build communities 
in support of development, multimedia 
storytelling, online content creation, and using 
analytics to increase audience engagement and 
collaboration. He created the online 
communications strategy for USAID’s FACET 
project and manages the ICT for Ag channels 
on Twitter and Facebook. He is a trainer in sub-
Saharan Africa on low-cost video and social 
media for development and co-wrote the 
recently published Social Media Handbook for 
Agricultural Development Practitioners. 



Michael Riggs 

Michael Riggs 
UN Food and Agriculture Organization 

 
Michael Riggs is part of the team at the Food 
and Agriculture Organization of the United 
Nations (FAO) that advises agricultural 
development, and facilitates learning and good 
practices, on the use of information and 
communication technologies (ICT). He 
manages the e-Agriculture Community, a global 
online network of over 10,000 ICT for 
agriculture practitioners, with the goal of 
improving ICT’s positive impact. He created the 
communication strategy for e-Agriculture and 
manages its Twitter, Facebook and other social 
media channels. He is a member of the ICT4D 
Collective and Orbicom, and a focal point for 
the World Summit on the Information Society. 
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Social Media for Agricultural Development 
Practitioners Handbook 

• Interactive and free at: ictforag.org/social 
 



Global State of Social Media 

• Explosive growth in internet access 
• Native to mobile (and small screens) 
• Dramatically different uses in different 

contexts 
• High bandwidth 
• Low bandwidth 
• Capped data 

 
 
 
 
 

 



Why does social media matter in agricultural 
practice? 

• In cities around the world, it’s already a ‘revolutionary’ 
communications channel 

• As mobile diffuses, it’s also the future in rural places  
• By 2017, one third of the global population will use social 

tools every month 
• Avoiding social media is becoming increasingly difficult 
• We are all publishers now. 
 



Persistent Barriers 

• Language 
• Device types 

• Are they available & affordable? 
• Smartphones vs. feature vs. basic 

phones 
• User tech fluency – high or low? 

• Connectivity 
• Availability/speed/cost 
• Flat monthly fees or data caps? 

• Gender 
• Economic divide=social media divide 
• Growing content competition 

 



How are we using social media? 

 



Poll Questions 

 



Defining our terms 

• A collection of online 
tools 

 

Focused on sharing two-
way information among 
people 
 

That get better as more of 
the target audience joins in 

 
“The future is already here – 
it’s just not evenly distributed.” 

– William Gibson, 2003 

 



Case Study: USAID’s FACET project 
(@ICTforAg) 

• A small knowledge sharing and 
technical assistance project 
funded by USAID 

 
• A simple, straightforward 

brand identity on Facebook 
and Twitter 
 

• Utilization of a wide variety of 
online tools to establish 
thought leadership & outreach 
for FACET products, events, 
and partnerships 
 



ICTforAg: Results (after 14 months) 

• We built a large, self-selected 
target audience for technical 
assistance and knowledge 
products 

– Facebook: 2250 fans  
• (79% are African) 

– Twitter: 1800 followers 
– Increased our website 

downloads by 5X in first quarter 
after SM introduction 

• High degree of online 
influence 

• Social media helped generate a much higher profile in SSA, with key 
partners, and in global capitols 

 



Case study: Indian turmeric farmers of 
Maharashtra 

• In Jan. 2012, turmeric farmers in 
Sangli district faced a flooded 
market & price crash 

• Local farmer Atul Salunkhe used 
his Facebook account to send 35 
private messages, telling farmers 
to stay away from next week’s 
auctions 

• It went viral to every village in the 
district – reaching 25,000 farmers 
within three days 

 
 



Case Study: AfricaAdapt 

• An independent, bilingual, “named 
network” dedicated to climate 
change adaptation for local 
communities in Africa 

• Internally and externally focused 
uses of social media 

• Strong emphasis on balancing 
online and offline for the 1100 
research members (80% African) as 
a strategy to boost online 
participation 



Why do projects engage in social media? 

• Information sharing 
• Creating online communities to support ‘real 

world’ activities 
• Collaboration, transparency, and crowdsourcing 
• The near future: Social agricultural extension, 

augmented reality applications, “serious” social 
games 
 

• Essential: Pick the right platform and tool for 
your situation and target audience 



Content: Personal + Organizational 

• Five basic rules of the 
social internet 
– Craft an authentic voice 
– Frame and target to your 

specific audience 
– Social requires 

conversation, not 
monologue 

– Be timely and responsive 
– Add context and create 

relevance 



Good social channels rarely create all their own content 

• A mix of‘found’ and‘created’content works best for most 
 
• What is curation? 

• It’s the way you 
become a trusted 
source. 

• Best practices 
• Be strategic  
• Be selective 
• Seek variety 
• Give credit 
• Add value 

 



Analytics help define success 

• There are many data sources on the internet 
– Free: Google, Pinterest, Twitter, Facebook  
– Others are ‘freemium’ – with limited functionality before 

requiring payment 

• Every click is tracked 
– Use “smart” metrics 
– Data requires synthesis. Raw data is of little value, and can 

overwhelm 
– A/B testing is an essential tool 

• Qualitative stories still essential to give a full M&E 
picture 
 
 



Final Thoughts  

• Invest in a few things, and 
do them really well 

• Do a landscape analysis 
• Encourage 

experimentation 
• Brand wisely! 
• Don’t forget the value 

of‘real world’ events and 
partnerships 
 
 



Social Media for Ag Handbook 

• Social media planning 
tools 
– More illustrative examples 
– Best practices in content 

marketing and creation 
– Free for everyone at: 

ictforag.org/social 
 

• Follow us:  
– Facebook: ICTforAg 
– Twitter: @ICTforAg 

 

http://www.ictforag.org/social
http://www.facebook.com/ictforag
http://www.twitter.com/ictforag


Thank you! 

Dustin Andres 
Social Communications Specialist 
TechLab @ FHI 360 
dandres@fhi360.org 
 



Michael Riggs 

Knowledge and Information Management Officer 

Food and Agriculture Organization of the United Nations (FAO) 

michael.riggs@fao.org    @mongkolroek 

BEYOND BANDWIDTH: SOCIAL 
MEDIA FOR AGRICULTURE 

Ag Sector Council Webinar 
September 25, 2013  



 
A global Community of Practice. 

People networking, and exchanging information, ideas 
and resources on the use of information and 

communication technologies (ICT) for sustainable 
agriculture and food security. 

About e-Agriculture 



Poll: Do you know about e-Agriculture?  



Founding partners (2006) 



10,000 Members registered 

Government   11%  

Private sector  15%  

NGO/CSO  21% 

UN/international organizations  16%  

Research organizations 11% 

Universities 23%  

Media organizations 3%  

 

Africa  25%  

Asia  29%  

Europe  13%  

LAC  23%  

Near East  3%  

North America  7%  

Southwest Pacific  2%  

As of Jan. 2013 for all reported data. Rounding results in total >100. 



2,144 news items 
   743 Knowledge Base references  
   555 forum posts 
   515 event listings 
   147 blog posts 
     11 policy briefs 

e-Agriculture stats 24 Sep. 2013 

Creating & sharing information 



Discussing issues 

In 5 years, more than 
50,000 people have 
participated online 

discussions. Results: 
• Policy briefs 
• New partnerships 
• Challenges identified, 

solutions proposed 
• Good practices shared 
• Policy/practice frameworks 

and models developed 



Web & social media presence 

 Website www.e-agriculture.org 
 Delicious 
 YouTube 
 Twitter @e_agriculture 
 LinkedIn Group 
 SlideShare 
 Facebook page 
 Google+ 

http://www.e-agriculture.org/


• raise awareness 
• increase web traffic  
• exchange news 
• crowdsource 
• move from one-way 
   information flows to 
   geometric engagement 

Mobilize content, connect 



Poll: Do you follow e-Agriculture on 
social media? 



Growth of the Community 
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Website traffic sources 

Search engine 

Direct 

Referral 
* Social media 



Social media referrals 

Twitter 
Facebook 
Wikipedia 
LinkedIn 
ICT4Ag 
other 



How we facilitate 

Communication 
requires 
people 



How we scale & monitor 

Google Analytics – tracking social 
media’s impact on the web platform 

Hootsuite Pro – programming, teamwork, 
and tracking tweets 

 Bit.ly – link tracking 
 Facebook analytics 
 LinkedIn analytics 



Takeaways 

Be strategic. You wouldn’t try to meet everyone 
all at once, so don’t try to communication with 
them all at once or all in the same manner. 
 

Chose between channels and focus. 
 
e-Agriculture channels differentiate 
• Twitter: Broad interests; highlights a technology or communication 
savvy audience. Drives a lot of traffic to platform. Builds two-way 
communication. Excellent for resource mining. 
• Facebook: Younger audience. Drives high quality traffic. Not as 
much conversation. 
• LinkedIn: “Profession” oriented audience. Unique conversations 
amongst people who don’t always go to the web platform. 



Takeaways 

Choice of social media channels is a function of 
resources, target audience, content 
availability/focus (e.g. text vs. image), desired 
"social" interaction, etc. 
 
Content: It does not work to post the same exact 
text into different social media channels. 
Customization is a key to success. 



Takeaways 

Monitoring social media: a dichotomy between 
what is available and what we want to know. Also 
consider what management wants to know. 
 
Idea: Use a personal account as a “sandbox”, to 
get a feel for new tools and how they work. Then 
use the experience to fine tune a communication 
process for a work account. 



Thank you 

Michael Riggs 

Knowledge and Information Management Officer 

Food and Agriculture Organization of the United Nations (FAO) 

michael.riggs@fao.org    @mongkolroek 



Thank you for joining us! 

Upcoming Events Share Feedback Stay In Touch 

Agrilinks and the Agriculture Sector Council Seminar Series are products of the USAID Bureau 
for Food Security under the Knowledge-Driven Microenterprise Development (KDMD) project. 

Take our 3-minute 
survey: 
 
http://bit.ly/ASCSep25 
 
You can also visit  
the event page to post 
comments & 
questions. 

Contact Us: 
agrilinks@agrilinks.org 
 
OR 
 
Julie MacCartee, 
USAID/BFS 
jmaccartee@usaid.gov 

Ag Sector Council | 
October 30th | 
Scaling Up 

Thank You for Joining Us 

http://bit.ly/ASCSep25
http://agrilinks.org/events/beyond-bandwidth-social-media-ag-development-practitioners
mailto:agrilinks@agrilinks.org
mailto:zbaquet@usaid.gov
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