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EXECUTIVE SUMMARY 

This campaign was created by The Palm Agency to help Madison County 4-H increase its awareness in 
the community, gain a larger number of volunteers and build stronger relationships with members of Madison 
County. This campaign presents solutions to issues present within the organization which are preventing 
Madison County 4-H from reaching its goals stated in the situation analysis on page two. Solutions consist of 
strategies and tactics which utilize social media presences on platforms such as Facebook and Instagram as well 
as specific strategies and tactics geared toward obtaining and retaining volunteers.  

 
By creating paid Facebook advertisements specifically made to reach potential volunteer candidates 

and networking among local social media groups, Madison County 4-H has been able to increase its number of 
volunteer inquiries significantly. A four-week advertisement ran in the Rexburg Paramount 5 movie theater 
appealing to the primary audience which are mothers with children ages 5-18. The 15 second graphic presents 
a call to action using visually appealing material, a tactic used many times in this campaign, which is an effective 
way to catch the eye of someone who would otherwise not engage.  

 
Visual fliers were passed out at two booths that were held. One at the Rexburg Farmers Market and 

another at the Independence Day Parade, to reach the target audiences which are later defined. The booths 
consisted of raffles and newsletters that were used as ways to draw attention to the 4-H organization in a 
successful attempt to raise awareness and interest within the community. Madison County 4-H collaborated 
with businesses in Rexburg to give away prizes to those who entered a raffle at each booth by giving their name, 
email, and area of potential interest. Obtaining these points of contact allows for the organization to reach 
volunteers with updates, openings for volunteer opportunities and more. Madison County 4-H built strong 
relationships with The Cookie Cottage, Rexburg Farmers Market, Happy Melon, Big Papas Fries,  Axiom 
Properties & Development Inc. and more through collaborating at these events. This also resulted in cross-
promotions through the collaborator’s social media accounts and their places of business. 

 
Social media is a major asset in increasing awareness of 4-H programs. This has especially been the case 

in promoting the awareness of the STEM (Science, Technology, Engineering and Math) programs offered. The 
organization has built stronger relationships with businesses, community members and program participants 
by interacting with them on their profiles and in local social media groups, such as the “I <3  Life in Rexburg” 
group on Facebook. Creating an Instagram account increased the organizations social presence on the platform 
by gaining a following of 72 followers within a five-week period. Following the content calendar in the 
promotional materials and a cohesive Instagram account layout has proven to be an effective form of branding. 
By following a posting schedule on Facebook as well, engagement increased by 11 likes and 10 followers in a 
two-week period. These are just to name a few things this campaign has implemented and accomplished. 

 
Through the efforts put forth in this campaign, the objective of receiving three volunteer submissions 

was exceeded by 11. A total of 14 volunteer inquiries were received and passed along to the client 
representative,  Kandee Boice. The focus of this campaign was to spread awareness about Madison County 4-H 
programs in order to encourage enrollment and obtain volunteers all while setting up the client to succeed long-
term.  
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BACKGROUND AND  

SITUATION ANALYSIS 
Background 

4-H is a U.S.-based organization of youths with a mission of encouraging young children and 
adults to learn new life skills and become active participants in their communities. 4-H is produced by 
a Cooperative Extension which is compiled by a community of over 100 public universities across the 
country. Madison County 4-H is an extension of the University of Idaho where it receives its funding.  

 
The local chapter of the organization, orchestrated by the client’s representative Kandee Boice,  

is active within the community. The client is heavily involved in presenting and promoting many of its 
programs at the Madison County Fair which takes place every summer in the month of August. The fair 
allows for enrolled students to present their projects and demonstrate what they have done 
throughout the year. In addition to fair preparation, Madison County 4-H holds summer camps to allow 
for the local youth to learn new skills and abilities. The organization also offers programs beyond 
livestock and agriculture contrary to popular knowledge. 

  
Although Madison County 4-H makes efforts to get involved in the community, there is a gap in 

knowledge regarding program and event awareness that prevents student and volunteer enrollment.  
 

Situation Analysis 

Despite its frequent community participation, the client still struggles to effectively reach its 
audiences of mothers with eligible children, community members over the age of 18, and youth ages 
5 to 18. There are very few online resources that give clear information defining the organization or 
what it has to offer. There is a lock of social media presence which is where much of the organization’s 
audience spends its time as well as unclear and undefined advertising efforts. The community is 
unaware of 4-H in Madison County and what programs are available.  

 
In addition to advertising efforts that fail to reach the intended audiences, information 

regarding Madison County 4-H is hard to find and not readily available to prospects. Based on the Palm 
Agency’s research,  which can be found on pages 6 and 30, it is apparent that those who have heard of 
4-H, believe it pertains only to livestock and agriculture.  

 
Because 4-H is trying to expand its audience, this campaign targeted both current 4-H 

participants and potential members.  
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SWOT ANALYSIS 

Strengths: 
 It is a reliable and credible because it is a national organization 
 Provides youth with opportunities to learn and grow their skills through an extensive number of 

programs 
 Camps are inexpensive which makes it more convenient for families to place multiple children 

in programs 
 The programs and camps are within Madison County making it easier for travel  
 Funding provided by the University of Idaho 
 Local to farming community 
 Volunteers are required to go through a background check  
 

Weaknesses: 
 Unclear awareness of the organization 
 Vague advertising efforts 
 Lack of enticing volunteer opportunities and promotion of openings 
 Unclear volunteer requirements 
 Lack of social media participation 

 
Opportunities: 

 Promotion opportunities at local events 
 Activity participation at events 
 Brand and business collaborations/sponsorships 
 Social media engagement 
 Survey efforts on social platforms 
 Utilize community member’s skill advancement  

 
Threats: 
 

 Family vacations 
 Local church activities 
 After school sports 
 Summer school 
 Companies like The Craze, Fatcats, Rexburg Rapids and more 
 Time restraints 
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AUDIENCES AND PERSONAS 

Primary Audience - Mothers of children within enrollment ages 5-18 
 Hope to get their children involved  
 Enjoy volunteering  

 
Nancy is a 35-year-old stay at home mom of 3 kids ages 5, 8 and 10. She is very involved in her kids’ 
education and extracurricular activities. She is currently on the PTA at her children's elementary 
school. She loves to post pictures of her kid’s accomplishments on Facebook and Instagram. She is 
usually busy running her kids around, so a simple text update is how she stays in touch with friends 
and family.  
 
Secondary Audience - Community members over the age of 18 

 Adults ages 19-55 
 Adults that have children to place in the programs  
 Adults who will volunteer  

 
Mike is a 23-year-old college student attending BYU-I. He was involved with 4-H when he lived in 
Pennsylvania. Since he moved to Idaho, he has been seeking opportunities to volunteer. He is an 
engineering major and enjoys sharing his skills with others. He hopes to become an engineering 
teacher after he graduates but needs more experience teaching.  
  
Tertiary Audience - Youth ages 5-18  

 Youth looking to expand on an area of interest 
 Youth looking for activities  

 
Hannah is a 14-year-old girl entering high school. She is taking a cooking class her freshman year, 
but she told her mom she wanted to learn some skills before taking the class. Her friends are 
attending 4-H camps during the summer and she needs help from her parents to get involved.  
 
 
 
 
Each target audience was chosen based on survey responses in the Madison County, Idaho area 
which can be found on pages 31-40 and based on previous research conducted by 4-H. 
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Research Objectives: 

The primary sources for obtaining research was the 4-H official website, the Madison County 
4-H extension of the University of Idaho website, and the client representative, Kandee Boice. 
Secondary research was gathered through a poll and survey posted to social media.  

The research objective was to evaluate 4-H’s reputation in Madison County, Idaho. This 
research also helped to determine the level of interest parents and children have in 4-H programs.  

  

Methodology 

Madison County 4-H hosted community discussions on local Facebook groups. There were 
nearly 100 comments on this discussion post and over 250 poll participants. This greatly aided in 
the qualitative and quantitative data. 

Additionally, a survey was conducted and distributed on Facebook as an effort to gather 
more quantitative data. Facebook proved to be the best platform to distribute the survey based on 
the primary target audience and the previously mentioned engagement on the platform.   

Kandee Boice proved to be a strong resource to direct and validate research findings. This 
information was most useful when it came time to create media content for the target audiences.  

 

Targets 

The primary target for the survey was potential volunteers ages 19-55 and adults with 
children ages 14-18 within the tertiary audience.  

 

RESEARCH 
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Additional Research 
 

There were 235 people who responded to the question, “Do you know what 4-H is?”, posted 
on the “I <3 Life in Rexburg” Facebook page. Of the 235 respondents 177 (75%) responded “yes” 
meaning that they perceived themselves to know what 4-H is, and 58 (25%) responded “no” 
meaning they did not perceive to know what 4-H is. Within this poll, 50 people commented to the 
post explaining what they knew 4-H to be. From these comments 46% of them mentioned 
something about animals and agriculture. The rest of the comments varied form cooking, crafts, 
science, fair, life skills, building, and leadership.  There were 14 people who mention that they had 
done some of the activities that  Madison County 4-H offers. This data showed many people in 
Rexburg, Idaho believe 4-H to mostly pertain to animals and agriculture.  
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Strategy 1: Gain a larger Facebook presence to promote strong branding and awareness 
of Madison County 4-H, targeted toward the primary audience Facebook users 
 
Tactics: 

1. Created new headers for the Facebook page based on events, holidays and announcements 
which can be found on page 11 in the promotional materials. 

2. Updated the website link on the Facebook page to the accurate URL for the Madison County 
Extension page on the Idaho State University website. 

3. Added “Services” for the different programs Madison County 4-H offers to the Facebook page. 
4. Scheduled twice a week Facebook posts which can be found in the content calendar on pages 

two through seven in the promotional materials.  
5. Scheduled monthly review post from a child or someone who has participated in 4-H programs 

or a volunteer’s experience. This can be found in the content calendar on pages two through 
seven in the promotional materials.  

a.  Use hashtags (ex. #madison4h, #4H, #4Hvolunteer.) 
6. Deleted old and low-quality pictures that are no longer applicable to implement a new theme 

in order to promote branding and consistency. 
7. Scheduled events through the Facebook events page in order to bring attention to the primary 

target audience about current and upcoming Madison County 4-H events. 
8. Facebook advertisements, though not conducted during the time of this campaign due to 

client’s discretion, are strongly suggested and indicated in the content calendar on pages two 
through seven of the promotional materials along with details on post scheduling. An 
infographic on how to post advertisements on Facebook can be found on page nineteen of 
the promotional materials to assist interns and assistants if needed.  

  
Strategy 2: Competitions to promote branding around Madison County 
 
Tactics: 

1. Placed fliers around Rexburg and held community scavenger hunt to win two free fair tickets 
ending on July 15, 2019. An initial post was made to Facebook to announce the hunt on June 
24, 2019 and received three likes and two shares followed by a reminder post on June 29, 2019 
which received three shares. The flier can be found in the promotional materials book on page 
10. 

2. Will conduct a Halloween themed contest to commence on October 21, 2019 and ending on 
October 31, 2019 which encourages participants to share their best costumes. Graphic can be 
found in the promotional materials on page five.  

3. It is recommended that the client continue to do competitions such as scavenger hunts, online 
giveaways, and more at least quarterly to keep its audience engaged as well as show the 
audience they care. 

 
 

Strategies and Tactics 
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Strategy 1 Tactic 2:  
Updated the website link on the Facebook page to the accurate URL for the Madison 

County Extension page on the Idaho State University website. 

 

Strategy 1 Tactic 3: Added “Services” for the different programs Madison County 
4-H offers to the Facebook page. 

 

The updated website link to Idaho State 
Universities extension,  Madison County 
so visitors may find out more 
information about volunteering and 
getting involved with different 
programs.  

Added STEM programs under the 
“Services” tab and a brief breakdown of 
each of the programs. This allows 
visitors the opportunity to obtain a 
quick look into 4-H programs. 
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Strategy 1 Tactic 7: 
 Scheduled events through the Facebook events page in order to bring attention to the 

primary target audience about current and upcoming Madison County 4-H events. 
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Strategy 1 Tactic 8:  
Facebook advertisements, though not conducted during the time of this campaign due 

to client’s discretion, are strongly suggested and indicated in the content calendar on pages two 
through seven of the promotional materials along with details on post scheduling. An infographic 
on how to post advertisements on Facebook can be found on page nineteen of the promotional 
materials to assist interns and assistants if needed.  
 

According to Hootsuite, If the intention of  an ad is 
measuring cost per click (CPC) Facebook advertising 
costs on average about $0.27 per click. If the intention is 
measuring cost per thousand impressions (CPM), Facebook 
advertising costs about $7.19 CPM. This ballpark is a great 
way to measure budgeting when considering advertisement 
costs. 
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Strategy 2 Tactic 1:  
Placed fliers around Rexburg and held community scavenger hunt through Facebook to 

win two fee fair tickets to end on July 15, 2019. An initial post was made to Facebook to 
announce the hunt on June 24, 2019 and received three likes and two shares followed by a 
reminder post on June 29, 2019 which received three shares. The flier can be found in the 
promotional materials on page 10. 
Because the giveaway ends July 15, 2019, the results will be indicated in the presentation.  
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Facebook Post 
 

Flier 
 



 

RESULTS OF OBJECTIVE ONE 

The Madison County 4-H Facebook page started with 307 likes and 333 follows. Upon 
evaluation and careful execution of strategies and tactics, the Facebook page ended with 317 likes and 
342 follows. A difference of 10 likes and 9 follows.  

Before 

After 
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Strategy 1: Utilize Instagram as a free promotional tool to build awareness of Madison 
County 4-H across primary, secondary and tertiary audiences. 
 
Tactics:  

1. Created a posting schedule which sets posting at  one to two times per week that can be found 
in the content calendar within the promotional materials on pages two through seven. 
a. Every other picture is a quote or part of a review from someone who has participated with, 

volunteered or has had an experience with Madison County 4-H.  
2. Though not conducted during the time of this campaign at the discretion of the client, it is 

suggested the client go “live” once a month on Instagram to inform its audience with new 
updates and information, going behind the scenes in a classroom or at an event, and to answer 
questions on a live stream. This can be found in the content calendar in the promotional 
materials on pages two through seven. 

3. Though not conducted during the time of this campaign at the clients discretion, provided on 
page 19 is a break down on how to connect the Instagram and Facebook pages in order to set 
up a business account and how this can be beneficial to the client in order to track analytics.  

 
Strategy 2: Creating a consistent branding theme to promote a distinct brand within 
Madison County 4-H.  
 
Tactics:  

1. Created a theme consistent with the Madison County 4-H brand that consists of colors, design 
and features that are distinct and easily recognizable by the intended audiences. 

2. Added highlight covers on Instagram for the different Madison County 4-H programs 
consistent with the theme and a breakdown as to why Instagram highlights are beneficial to 
the client.  

3. Added STEM and AG program information its own highlight so the information can be readily 
available for those who do not want to be referred to the website. Graphics can be found in 
the promotional materials on pages 12-13.  

4. Used hashtags in posts (ex. #4H, #madison4h, #rexburg #idaho #madisoncounty) so Madison 
County 4-H pots can be easily found. These examples can serve as a guide to the client and a 
break down as to why these are important and how to use them, can be found on page 18. 

5. Giveaways are strongly encouraged to the client until the client is happy with the growth and 
awareness in the community. An example of a giveaway can be found on page 17 in the 
promotional materials. 

 
 

 

 

Strategies and Tactics 
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Strategy 2 Tactic 1: 
 Created a theme consistent with the Madison County 4-H brand which consists of colors, 

design, and features which is distinct and easily recognizable by the intended audiences. 
 
 

Having a consistent theme on Instagram is a well-known “secret” to obtaining more engagement 
and it is also a form of branding. Consistency in post types, along with consistent posting, allows 
audiences to know what to expect from the brand/business as well as what they are receiving in return 
by following the Madison County 4-H Instagram page and how it stands out from other businesses and 
brands.  
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Strategy 2 Tactic 2 and 3:  
Added highlight covers on Instagram for the different Madison County 4-H programs 

consistent with the theme and a break down as to why Instagram highlights are beneficial to the 
client. 
 

Instagram highlight covers aid in complimenting the overall theme and color scheme of the 
Instagram page. Instagram highlights are an awesome tool for Madison County 4-H to showcase its work 
and what it does, and they are the first thing visitors see when visiting the Madison County 4-H Instagram 
page. The highlights are perfect for allowing those visitors to discover important information about the 
organization. Highlights with program information can be found on page 12 of the promotional 
materials.  
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Strategy 2 Tactic 4:  
Using hashtags in posts (ex. #4H, #madison4h, #rexburg #idaho #madisoncounty) can be 

critical in helping the intended audience find Madison County 4-H content. 
 
 

Sample Hashtags 
 
 

Using hashtags is an effective way to increase engagement. This allows for users who utilize 
hashtags when searching for content to come across Madison County 4-H posts. Hashtags should be 
posted in the comments and not in the description as to keep users from turning away by them being 
readily visible and maintain professionalism.  
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Strategy 1 Tactic 3:  
Setting up a business Instagram account  
 
 

Having an Instagram business account will aid in narrowing down a target audience, best posting 
days and times, tracking analytics and focusing on important metrics. These can be tracked on each 
Instagram pot, Instagram stories and overall page analytics. Tracking these items will further aid in 
understanding what needs to be changed and what is doing well so that can be continued.  
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RESULTS OF OBJECTIVE TWO 

There was not an existing Instagram page 
for Madison County 4-H. Upon creating one and 
measuring the evaluation, the objective in 
gaining 25 followers by July 1, 2019, was 
exceeded. The Madison County 4-H Instagram 
page gained 70 followers by July 1, 2019. This 
goal was exceeded through careful execution of 
strategies and tactics by following a consistent 
theme and posting schedule to promote 
branding, utilizing and searching hashtags, 
conducting a giveaway and making the Madison 
County 4-H program information readily and 
easily available to users.  
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Strategies and Tactics 
Strategy 1: Spread awareness about Madison County 4-H and its programs in order to encourage the 
community to get involved in volunteering. 
 
Tactics:  

1. Though not conducted during this campaign due to client discretion, it is encouraged that the 
client conduct informational presentations to teachers and students about what Madison 
County 4-H has to offer at the beginning of the school year. A sample letter can be found on 
page 21 in the promotional materials. This letter is a template and can be manipulated with 
different verbiage that is applicable to the inquiry.  

2. During this campaign, professors at the Brigham Young University-Idaho campus were 
contacted about potentially volunteering. One response was received, and it is encouraged 
that the client continues to reach out to different departments and have a letter sent out 
seeking volunteers through the university. A sample letter can be found in the promotional 
materials on page 21. 

3. Reached out to local companies and organizations about collaboration and partnership efforts 
to grow off similar audiences through cross promotion. A letter template pertaining to 
collaboration inquiries can be found in the promotional materials on page 22. 

4. Held a booth at the local farmers market and the Fourth of July parade providing giveaways 
and informational materials for interested volunteers as well as information regarding 
Madison County 4-H. Details can be found in the promotional materials on  pages 16 and 17. 

a. Provided volunteer forms and sign-up sheet to receive emails for newsletters 
5. Though not conducted during this campaign at the discretion of the client, it is recommended 

that the client send out mass texts with updates, events and that volunteers are needed to 
parents with children enrolled in 4-H programs and to those who have submitted inquiries 
about volunteering. A recommended texting service application can be found on page 26  with 
relating information.  

6. Implemented an advertisement at the Paramount 5 Movie Theatre from June 14 to July 12. 
The ad can be found on page 18 in the promotional materials. 

 
Strategy 2: Revamp Current Awareness Efforts 
 
Tactics:  

1. Created new newsletters that are easier to understand and visually appealing to the target 
audiences. These newsletters will typically be emailed out on behalf of the client and the 
client’s discretion. This letter serves as a template and a  graphic can be found on pages 23 
and 24 in the promotional materials.  

2. Though not conducted during this campaign at the discretion of the client, it is recommended 
that the client conduct quarterly parties for volunteers to let them know they are valued to  
increase word-of-mouth during the school year. This can be found in content calendar in the 
promotional materials on pages two through seven and a sample invitation can be found on 
page 26. 

3. Though not conducted during this campaign due to client discretion, an ad has been created 
to encourage the target audience to inform the client about any potential programs they 
would be interested in that Madison County 4-H does not already provide.  
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Strategy 1 Tactic 1 and 2:  
During this campaign, professors at the Brigham Young University-Idaho campus were 

contacted about potentially volunteering. One response was received, and it is encouraged that 
the client continues to reach out to different departments and have a letter sent out seeking 
volunteers through the university. A full-sized sample letter can be found in the promotional 
materials on page 21. 
 

Reaching out to professors and teachers in the community who work in areas relating to existing 4-H 
programs about volunteering, is a great way to find volunteers who are already confident in teaching efforts 
and would be less likely to turn away from volunteering.  
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Strategy 1 Tactic 3 and 4: Collaborations and Booths 
Madison County 4-H held a booth at the local farmers market in Rexburg, Idaho on June 

28, 2019 to increase awareness about the organization and encourage kids and parents to 
participate through enrollment and as volunteers. A raffle was held at the booth for those who 
submitted their emails for more information. The graphics can be found on   
pages 15 and 16 in the promotional materials. Companies which collaborated with Madison 
County 4-H can be found below along with the information on what they gave. 35 fliers were 
taken by visitors and two provided their emails for the raffle.  

A promotional booth was also held on July 4, 2019 at the Independence Day Parade in 
Rexburg, Idaho. Those who stopped by the booth and entered their information to receive    
4-H newsletters were entered to win a prize. 24 people provided their emails for more 
information about Madison County 4-H or how they can volunteer. An estimate of about 80 
people interacted with the booth. 

In addition to the raffle, a Facebook giveaway, which ends on July 15, 2019, was also 
being conducted where members in the community found one of the Madison County 4-H 
clovers around the Rexburg area and took a picture with it. Upon posting their picture and 
tagging Madison County 4-H on Facebook, a winner was selected to win two free fair tickets. A 
flier of that ad was also placed on the booth to aid in participation for that giveaway. The graphics 
used for this event can be found on page 17 in the promotional materials. The combination of 
these tactics promotes community involvement, word of mouth and active participation. 
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Strategy 1 Tactic 4: Booths continued 
At both events, three companies offered up prizes in collaboration and a winner won a box of 

cookies from the Cookie Cottage, a free drink from Happy Melon and a free large fry from Big Papa’s 
Fries. Collaborations are a great way to grow audiences. Here are some examples of companies that 
were in collaboration with Madison County 4-H during the time of this campaign. 
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Axiom Properties & Development Inc. also collaborated by offering to waive application fees 
for the first five people who applied and inquired about volunteering. More information about this 
can be found on page eight in the promotional materials and this was announced through Facebook. 

Events and collaborations are a great way to encourage community involvement and bring 
awareness. Conducting the Independence Day Parade and the Farmers Market booths with prizes 
and giveaways. This brought a great turn out and Madison Cunty 4-H was better able to provide more 
information to prospective parents, volunteers and children who might be interested in participating 
in programs long-term.  

 



  

Strategy 1 Tactic 5:  
Though not conducted during this campaign at the discretion of the client, it is 

recommended that the client send out mass texts to parents with updates, events and openings 
for volunteer positions.  
 
 

26



 

Strategy 1 Tactic 6:  
Implemented an advertisement at the Paramount 5 movie theater. The ad can be found 

on page 18 in the promotional materials. 
 

This ad was created and advertised at the Paramount 5 movie theater from June 14 to July 12. 
The ad was $100 and ran in 15 second increments.  
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Strategy 2 Tactic 1: 
Created a new newsletter that is easier to understand and visually appealing to the target 

audiences. These newsletters will typically be emailed out on behalf of the organization. This 
letter serves as a template and a  graphic can be found on pages 23 and 24 in the promotional 
materials.  
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RESULTS OF OBJECTIVE THREE 

The goal of objective three was to receive at least 
three submissions from prospective volunteers. Four 
submissions were received from the survey which can be 
found on page 40, one on the Instagram account, three in 
response to the collaboration with Axiom Properties & 
Development Inc., and six between the two booths.  In 
addition to this, 17 people indicated they wanted more 
information about Madison County 4-H. 

This goal was over-exceeded and went to show that 
by getting involved in community events and a strong social 
media presence awareness of the organization increased 
dramatically. Out of that, more of the intended audiences 
were reached and able to obtain more information. 
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1. 86% of survey participants had heard of 4-H (see chart one). The majority of the respondents 
recalled learning about the organization in their youth from school, a friend, or from 
participating in programs (see question two responses). These results mean that  4-H made a 
lasting impression on children who were interested in participating. The execution of objective 
three’s strategies will address this finding. By advertising to youth in school and getting involved 
in community events Madison County 4-H will increase its awareness in both its adult and youth 
audiences.  

2. Adults are unaware of STEM programs (see question three responses). Only 10 percent of 
survey respondents listed STEM as a program 4-H offered to youth. This could be due to a lack 
of interest in STEM programs among adults, or weak advertising for the program. By rebranding 
Madison County 4-H on social media as a youth-centered group with a large variety of 
programs, STEM awareness will increase. 

3. Adults were more interested in cooking, crafts, farming and agriculture programs (see chart 
nine). However, adults said their kids would be most interested in STEM programs followed by 
cooking, farming, agriculture and crafts (see chart 10). This was significant because it explained 
why 4-H in Madison County may have a lack of volunteers for STEM programs. Children have a 
greater interest than parents in STEM activities.  

4. Adults prefer to receive notifications about Madison County 4-H via Facebook, email or text 
(See chart 11). With this information, the client can spend less time and money making printed 
content and focus more on digital communication.  

5. According to qualitative research done on the “I <3 Life in Rexburg” page on Facebook, most of 
the comments resulted in agriculture and farming as the common theme of Madison County 
4-H. Gathering this data gives an insight on thoughts on programs and what people think when 
they hear 4-H. It helps the client understand what needs to be focused on when advertising for 
the camps and programs. This data can be found on page 6. 

 

SURVEY RESULTS 
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SURVEY GRAPHICS 

Qualtrics survey results gathered June 2 2019 6:12pm  
 
Q1- Have you heard of 4-H? 

 
 
 

# Answer % Count 

1 Yes 85.00% 17 

2 No 15.00% 3 

  Total 100% 20 

 
 Q2- Where did you hear about 4-H? 
 
The responses show that many of the individuals who took the survey had participated in 4-H programs 
as a child. The other responses mentioned friends who had participated or hearing about it at school. 
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Q3- Please list the 4-H programs you know of 
 
The answers consisted of the following; horses, archery, sewing, cooking, art, babysitting, 
leatherworking, animals and life skills.  
 
Q4- Do you have kids who have participated in 4-H? 
 
Although the majority said they do not have kids who have participated in 4-H, 9 out of 20 of the 
survey takers said they have a newborn. 
 
 
 

# Answer % Count 

1 Yes, how many kids have participated 17.65% 3 

2 No 82.35% 14 

  Total 100% 17 

 
 
Q5- If you have kids who have participated in 4-H programs, please share which program 
 

archery 

Cooking, art, leather work, 

Archery sewing cake decorating baking sewing babysitting 
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Q6- Have you volunteered with 4-H? 
 
People who said “yes” mostly volunteered with the agriculture programs. See Question 7. 
 

 
 
# Answer % Count 

1 Yes 41.18% 7 

2 No 58.82% 10 

  Total 100% 17 

 
Q7- Which 4-H program did you volunteer for? 
 

Beginning quilters 

I was a secretary in my 4-H lamb group 

Just a weekend program through my BYU I class 

I was a leader as a kid, while also participating in 4-H. I taught pig showing. 

Market animal 

Market lamb shows 

Fair 
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Q8- How likely are you to volunteer to teach a skill in your community? 

 

# Field Minimum Maximum Mean Std 
Deviation 

Variance Count 

1 How likely are you to volunteer to teach a 
skill in your community? 

1.00 5.00 2.80 1.08 1.16 20 

 

  

# Answer % Count 

1 Extremely likely 10.00% 2 

2 Slightly likely 30.00% 6 

3 Neither likely nor unlikely 40.00% 8 

4 Slightly unlikely 10.00% 2 

5 Extremely unlikely 10.00% 2 

  Total 100% 20 
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Q9- What kind of programs interest you personally? Move most preferred program to the top.  
 
The programs that interested survey takers most (1 being most interested 5 being not interested) 
adults were more interested in cooking, crafts, and sewing. STEM, Farming and Agriculture had mixed 
levels of interest. In the chart you can see Farming and Ag were a top pick for some while it was also 
chosen as a third, fourth and fifth priority for others. STEM was prioritized similarly. 
 

 

 

# Field Minimum Maximum Mean Std 
Deviation 

Variance Count 

1 STEM (Science, Technology, 
Engineering, and Math) 

1.00 5.00 3.30 1.19 1.41 20 

2 Farming and Agriculture 1.00 5.00 2.75 1.37 1.89 20 

3 Crafts &amp; Sewing 1.00 4.00 2.20 1.08 1.16 20 

4 Cooking 1.00 4.00 2.20 0.68 0.46 20 

5 Other, please specify 1.00 5.00 4.55 1.12 1.25 20 

 

35



 

Q9 Continued  
 
 

# Question 1   2   3   4   5   Total 

1 STEM (Science, Technology, 
Engineering, and Math) 

15.00% 3 5.00% 1 25.00% 5 45.00% 9 10.00% 2 20 

2 Farming and Agriculture 35.00% 7 0.00% 0 25.00% 5 35.00% 7 5.00% 1 20 

3 Crafts & Sewing 35.00% 7 25.00% 5 25.00% 5 15.00% 3 0.00% 0 20 

4 Cooking 10.00% 2 65.00% 13 20.00% 4 5.00% 1 0.00% 0 20 

5 Other, please specify 5.00% 1 5.00% 1 5.00% 1 0.00% 0 85.00% 17 20 

 

Q10- What kind of programs do you think interests your kids? Rank most preferred program at the top 

It was interesting to see that STEM ranked higher for what adults thought their kids would be 
interested in. Cooking was a solid second and third choice. Farming and Agriculture again had mixed 
levels of interest. 
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Q10 Continued 
 
 

# Field Minimum Maximum Mean Std 
Deviation 

Variance Count 

1 STEM (Science, Technology, 
Engineering, and Math) 

1.00 4.00 2.21 1.15 1.32 19 

2 Farming and Agriculture 1.00 5.00 2.74 1.25 1.56 19 

3 Crafts &amp; Sewing 1.00 4.00 2.68 1.17 1.37 19 

4 Cooking 1.00 5.00 2.95 1.15 1.31 19 

5 Other, please specify 1.00 5.00 4.42 1.27 1.61 19 

 

  

# Question 1   2   3   4   5   Total 

1 STEM (Science, Technology, 
Engineering, and Math) 

42.11% 8 10.53% 2 31.58% 6 15.79% 3 0.00% 0 19 

2 Farming and Agriculture 21.05% 4 26.32% 5 15.79% 3 31.58% 6 5.26% 1 19 

3 Crafts & Sewing 21.05% 4 26.32% 5 15.79% 3 36.84% 7 0.00% 0 19 

4 Cooking 5.26% 1 36.84% 7 31.58% 6 10.53% 2 15.79% 3 19 

5 Other, please specify 10.53% 2 0.00% 0 5.26% 1 5.26% 1 78.95% 15 19 
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Q11- What would be your preferred platform to receive youth program notifications? Please rank with 
most preferred at the top. 
 
The top three platforms adults would like to get 4-H notifications from was 1.Facebook 2. Email 3. Text 

 

 

 

# Question 1   2   3   4   5   6   Total 

1 Facebook 45.00% 9 20.00% 4 10.00% 2 25.00% 5 0.00% 0 0.00% 0 20 

2 Instagram 0.00% 0 15.00% 3 15.00% 3 35.00% 7 30.00% 6 5.00% 1 20 

3 E-mail 40.00% 8 20.00% 4 30.00% 6 5.00% 1 5.00% 1 0.00% 0 20 

4 Text 5.00% 1 40.00% 8 25.00% 5 25.00% 5 5.00% 1 0.00% 0 20 

5 Paper 
Flyer/Newsletter 

10.00% 2 5.00% 1 20.00% 4 10.00% 2 55.00% 11 0.00% 0 20 

6 Other, please 
specify 

0.00% 0 0.00% 0 0.00% 0 0.00% 0 5.00% 1 95.00% 19 20 
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Q12- Do you have kids in the specified age groups? Check all that apply 
 

 

 

# Answer % Count 

1 New born-kindergarten 45.00% 9 

2 Elementary school 15.00% 3 

3 Middle School 15.00% 3 

4 Highschool 10.00% 2 

5 College 15.00% 3 

  Total 100% 20 

 

Q13- How old are you? 

Respondents were mostly age 18-34 with a secondary group of adults age 45-50. 
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Q13 Continued 
 
 

# Answer % Count 

1 18-24 40.00% 8 

2 25-34 30.00% 6 

3 35-44 10.00% 2 

4 45-50 20.00% 4 

5 60+ 0.00% 0 

  Total 100% 20 

 

Q14- Are you…. 

All participants were female. 

 

Q15- Would you like more information about 4-H? If so, please enter your email here! 

Shelly1001@hotmail.com 

Peggyjepp3@gmail.com 

vickeryce@gmail.com 

schans09@outlook.com 
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BUDGET 
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TIMELINE 

 

Date Event/Task/Checkpoint 

5/15 Research + survey 

5/27 Survey closed + results analyzed 

6/1 Started Instagram 

6/14-7/12 Paramount ad 

6/22 Post social media giveaway 

6/22 Post 4 leaf clovers with giveaway info around partner 
businesses 

6/28 Farmers Market Booth 

7/1  70 Instagram Followers and 19 posts. 

7/4 Fourth of July Booth 

7/15 Run the first Facebook ad for Fair 

8/12-8/16  Reach out to schools to schedule info presentation 

8/30-9/7 Eastern Idaho State Fair 

SEPT-
OCT 

Run FB ad for volunteers, and new enrollment 
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SUMMARY AND EVALUATION 
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Madison County 4-H now has a developed Instagram account with 72 followers, a 
Facebook page that has increased by 10 followers and 11 likes and a pool of volunteers ready 
to teach new programs. Throughout this campaign, Madison County 4-H has gained over 14 
volunteer inquiries through social media, word of mouth and events at the Rexburg Farmers 
Market and the Independence Day Parade. Madison County 4-H struggled with awareness at 
prior to the campaign but now has growing attention across the community. With these tools 
in place, Madison County 4-H will continue reaching its target audiences to grow in  
participation but also their number of volunteers which allows for the creation of more 
programs to cater to more children. It is anticipated that 4-H will continue to grow throughout 
Madison County if the recommended strategies and tactics continue to be implemented.  
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