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Seminole County, FL, reflecting similar trends water protection, soil management, IPM, pollinator health, urban encroachment, and related topics. Content 12.3% Engagement Rate
across Central Florida in recent years. creators were intentionally selected to represent diverse audiences, communication styles, and platforms.
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The program leveraged over $15,000 in sponsorships
and in-kind support, reflecting strong community
investment in innovative agricultural outreach.
Support from farms and partners broadened the tour’s
reach, supported high-quality educational experiences,
and sparked new business-to-business connections
that continue to strengthen the regional food system.
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; . ’ ; A regional history talk, brewery tour, and  regenerative farm and its community Extension office deepened creators reported limited prior familiarity with Extension, but
social media content creators, work in spaces seven-course Florida-grown chef dinner market highlighted diverse production, connection to Extension and included a o e : ’
where attention-driven content often overshadows illustrated the deep ties between local from livestock to tropical fruits, and structured needs-assessment that will 100/’ left with increased unders.tandlng and
science-based information agriculture, culinary traditions, regional showcased on-farm strawberry guide future digital-engagement efforts excitement for future collaboration. Key takeaways:
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UF/IFAS Extension partnered with Orlando North

to reimagine the farm tour by engaging content | e £
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* Authenticity drives audience engagement more
than polish and professional quality.
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Increase public awareness of how Central y /o A Conclusions
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