Cumbrian Facebook pages:
Their use by the farming
community relative to other
regional Facebook pages
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This report looks at the potential role of Facebookfor community
managementand socialcohesionin the Cumbrianfarming community It
comparesuse of farmingrelated Facebookpageswith other regionally
focused Facebookpages Acrossa sample of postingson ten Facebook
pages,newsalerts and informationthemed postingswere most frequent,
followed by socialposts U s e intsractionswith pagesand other users
through* | iakde@mmentsvariedaccordingo the type of posting Most
interactivity was clustered around one of the ten pages,and there was
little overlapbetweendifferent pagesand their users Althoughit appears
that theseFaceboolpagesare important to existingcommunitiesand new
online communities,there is little suggestionof ‘¢ 0 n v e rbetaegen on s’
communities
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Overview:

The farming community in Cumbria
maintains a landscapewhich is of
internationalsignificancecontributes
to the generationof £1.1bn for the
regional economy and in doing so
employs 36,000° people in “the
regionaltourismandleisureindustry,

One of the issuesfacing farming in

Cumbriais the unwillingnessof many
youngpeopleto stayin farming This
Is often becauseof the challenging
economicf farming,but alsodueto

factors such as social exclusionand

physicaiisolation

Socialmedia tools suchas Facebook [RLCLLEES

increasinglyplay a role in community
management Facebookcan provide
an online presencewhich allows a
high degree of rich interactivity for

existing  community organisations,
but it can also enable new
organisationgo becomeestablished

Poststo Facebookpagescan act as
news feeds, social calendars or
simply an environment for general
socialinteraction The platform also
provides an opportunity to connect
Individuals and communities from
the same localities who might
otherwiseinteractverylittle.

In providing those opportunities,
Facebook and other social media
platforms can play a role in creating
and reinforcing” social cohesion
Greater social cohesion in diverse
communities can strengthen and
create more stable selfsupportin

communities, which is important |

some section of the community is
facingpressure

David Oatway:

Thisreport looks at the roles played
by a number of Cumbriafocused
community management Facebook
pagesand analysesthe nature and
extent of interaction between the
various‘ ¢ o mmu nvhotraacasd
contribute to those pages In
articular, it considers how the

armingrelated Facebookpages sit
within "the context of other,” more
generalregionalpages

Cumbriafacts and

A At 6,768km, Cumbria is the second
largest English county, with a populatio
of just under half a million.

A ContainEngl and’ s
the Lake District National Park,
renownedfor its landscape and cultural
heritage.

l ar g

A Cumbriaalso contains part of the
Yorkshire Dales National Park and threg
designated Areas of Outstanding Natur{
Beauty.

A Thetourism industry employs more tha
36,000 in Cumbria and is wortii Lbn

per year to the regionaconomy.

A At £188M the agricultural sector in
Cumbria directly accounts for 2.2% of t
C 0 u ngrogs'value added (GVAJmost
three times the national average for the
sector.”

A 21.5% of the 22,000 enterprises in
Cumbria are in the agricultural sectof.

*k

(in2011. Includes forestry and
fisheries)
*k%k
(in2014.Includes
forestry and fisheries)
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Cumbrian Facebook pages:

Ten Facebook pages were analysed. Mdshese
are anonline presencdor existing organisations
which have a regional focus.

Three pages were selected because
of their primary focus in the
agricultural sector for the region:

Cumbria Young Farmers

~Arural youth organisation for young
people across Cumbria aged 1026.

The Cumbria Farmer
Network

" A not for profit organisation solely
developed to help, support and guide
farmers by providing services and
benefits to local communities in
Cumbria.

Westmorland County
Agricultural Society

A registered charity which promotes
agriculture, horticulture, allied
industries, rural crafts, livestock
breeding, forestry andonservation.

The remaining seven are pages with a
regional focus, posting articles and
links on a variety of topics:

L1 Cumbria Crack
‘ Commercial organisatioprovidin%;
news, travel, weather & events for

Crack Cumbiria.

Cumbria & the Lake District

" Postings about leisure, tourism and
localinterest.

ThelLake District, Cumbria

A commercial entit¥ responsible for
promoting tourism throughout
Cumbria.

.BBCRadio Cumbria
r, . .
\(“3@ .1 Facebook page for the radio station
N which provides local news, sport,

o,
BN
WQ‘ weather and travehews.
X ST

Cumbria County Council

4T, The County Counci
b presence, posting on a variety of topic
related to the region.

0 —

Conmny Council

~ ~_ |II Lake District National
Park

The official Facebook page of the Lak
District NationaPark.

1%

Lake District
MNatsowal Pae

ik

Enjoy Cumbria

Providin? announcements and postings
ractions and things tdo.

eno

cum about at

For each page, the most recent 50 posts were sampled, and from each of those, up to 50

comments/likes were sampled.
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What type of content gets posted?

News,
Information,
Alerts:
O Commercial:
Educational O 18%
3%
Gro_uprelated Sportrelated So_C|aI Even_ts in the Educational Notifications ' Reg|opal Commercial
social events postings- wider and appeals forinformation- FINEEREIEE

events

offline online community

Mix of socialpews/informationand
commercial;

The Cumbria Farmer Network

Cumbria & the Lake District

Largely social:

The Lake District, Cumbria

Westmorland County Agricultural Society

II Lake District National Park

BBC Radio Cumbria

Cumbria Young Farmers

Largely news, information aralerts:

Cumbria County Council

Enjoy Cumbria

0% 20%40%60%80%100%
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events

activities

assistance  inc tourism
There is wide variation between
pagesin the proportion of postings
onagiventheme.

Half of the pages,includingCumbria
YoungFarmersand the Westmorland
County Agricultural Societyhad over
45% of their postings on social
themes

Threepages(EnjoyCumbria,Cumbria
County Counciland Cumbria Crack)
were primarily used for news,
informationandalerts

Two pages including the Cumbria
FarmerNetworkwere a mix of social,
news/informationandcommercial

Examples of posts:

“ Y ean't beat a bit of sunshine for
lambing, definitely makes life a bit
easier ”

“ U P D:AReEA591 in Ambleside ha

now reopened, following the collisio
earlier today ”

“check out our newaceboolpage

for all your AT\Andgroundcare
needd ”

“Join our navigat.|
beginners course this Sit
Grasmere”




Likes and comments

Thereis a relatively low level of interaction
in the network; muchof what goesonto the
selectedFaceboolpagesis broadcastingof
information rather than providing a forum
for interaction

However,there were still many comments
and ‘ | i to @he 'postings made by the
owners of the ten selected pages,which
varied in numbersconsiderablyamongthe
pages

Average
number
of likes
er post Average
P P number of
comments
per post

4917 1004

likes received comments made
by the selected Facebookto the selected Facebook
pages in the sample of pages in the sample of
posts posts

Average number of likes
per post, by post type:

Group-related social events - offlini
Sport-related events

Social postings - onlin:

Events in the wider communit
Educational events

Notifications and appeals for assistan
Regional information - inc tourisr
News alerts

Commercial activities

0 10 20 30 40 50

Average number of comments
per post, by post type:

Group-related social events - offlini

Sport-related events

Social postings - onling

Events in the wider communi
Educational events

Notifications and appeals for assistan
Regional information - inc touris
News alerts

Commercial activities
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How are the Facebook users connected?

Most of the usersare clusteredaround the
Facebookpage with which they have had
mostinteraction.

In the graphbelow, the pageswhich relate
directly to the farming community in
Cumbria are clustered together in the
bottom-right of the graph, along with the
CumbriaCountyCouncilpage

Thisclusteringof clustersaroundthe pages
occurs because of a small number of
indirectconnectionsdbetweenthosepages

The, Lake District,

A’A__.‘,:“.CL{mbna\

|
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BBC Radio Cumbri 886
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West mor | an
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_#- Westniotiana County.~” h
/. -~ Agricultural Sogiety:
s ERCA=)

This forcedirected Eruchtermann
Reingold graphshows connectedness
betweenthe Facebookisers.

Each circle represents a Facebook user,
and the distancéetweenthese
represents connectedness on the basis ¢

usersposting to, commenting on and
“| i postsr g’

Clusters were identified using th&auset
NewmannrMoore algorithm.

Graph producedisingNodeXL(Social Media
Research Foundatign

P '—meria Cotnty

. —
The Cumbria‘Farmer

~

7 o . Network ~

K‘ey graph metrics:

A Thenetwork has 28 clusters,the 10 largestof
which are centred around postings on the
selectedFaceboolpages

A Thereare few direct links (likesor commentsto
one page by another) between clusters The
most links between clusters are between the
CumbriaCrackand BBCRadioCumbriaclusters
(n=27), followed by the Westmorland County
AgriculturalSocietycluster and CumbriaYoung
Farmerg(n=22).




How well connected are the
organisations’ pages to their users?

In order to focus on which parts of
the network are better connectedin
general,userswhoseonly interaction
was with one immediate user (or
page) have been removed from this
graph

TheBBCRadioCumbriaand Cumbria
Crack pages had the two largest
clustersof users,but only 14% of the
BBCRadio Cumbriaand 17% of the
Cumbria Crack c | u st users
interacted with more than one other
user Most only interacted with the
Facebook page via a ‘| i &are’
comment TheWestmorelandCounty
Agricultural Societycluster had 13%
with more than one connection,and
for Cumbria Young Farmersit was
10%

The Cumbria Farmer Net wor
cluster did not have sufficient

connectivityto appearin the graph
Alsomissingare the CumbrlaCounty o

Counciland EnjoyCumbriaclusters *fﬁ
= *BBC Radi

@5 Tg
)

tH
i
#

&

7 sThe Lake [)«;!(}ct.--.\,“%"
Cumbria

. Gumbria & the Lake ~

., District *_.."
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The clustering coefficient gives an
indication of how many people in a
network interact with each other. This is §
useful measure because it tells us wheth
a network or cluster exists largely on the
basis of being for broadcast of informatio
on a one to many basis, with opportunity
for response by ‘|

whether there is further useuser
interaction in the network.

In this instance the clustering coefficient
has been measured on the basis of user
posting to, commenting on or liking postg
or comments. Clustensereidentified
using theClausetNewmannMoore
algorithm. The circleshown (e users) all
have a clustering coefficient of greater
than zero. The larger the circle, the grea
the clustering coefficient.

Graph producedisingNodeXL(Social Media
Research Foundatign

R

0 Cumbria
.

e -AFH-—"‘%

Westmorland County
Agricultural Society

Key graph metrics:

A Overall. onlyl1% of users have a clustering
coefficient of greater thazero (i.e.
interacted with more than one other
user/Facebook page).




Strategic connections:

Thisgraph showsa subsetof the data;
the Facebookusers and pageswhose
connectionsare well connected users
andFaceboolpages

Being connected to people who are
themselves well connected can be
better than having a lot of

connections yourself. This graph
Consequently many of the users are looks at the Facebook users whose

absent Thoseinteracting with the BBC
Radio Cumbria Facebookpage remain, ‘
largely becauseof the relatively high
volume of the following, but also

connectivity was arguably more

st r’at egskmenyectorh e

Centrality measure. All nodes in thi

because of the greater interactivity graph have artigenvectoCentrality
among members of the BBC Radio [EECLCEUSRUETFLI(C)

Cumbriacluster

. . . Graph producedisingNodeXL(Social Media
Interestingly Cumbria County Council Research Foundatign

and EnjoyCumbriareturn to this graph,
whereas! ] LakeDistrict National Park
Is now absent, along with the Cumbria
FarmerNetwork

w &
The Lake District, Enjoy Cumbria
Cumbria

Key graph metrics:

A 86% of the 90 percentile of
Eigenvector Centrality scores
were in the BBC Radio
Cumbria cluster. S

A 5%of the 90" percentile of District
Eigenvector Centrality scores
were in theCumbria Crack
cluster.

A Theremainder of the 99
percentile comprised half of

the remaining 26 clusters.

David Oatway: doatway@ketmar.co.uk

Cumbria Crack
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Cumbria Young Farmer:
cH Cumbria County Council
Westmorland ‘County
Agricultural Society



Who is most active and connected?

A large proportion of the most active
users (in terms of ‘ | i laed&r
comments posted or received) were
commercial entities. The users whose
activity bridgedlarger numbersof users
did so between clusters rather than
within a cluster However,of those top
0.5% of userswho actedas‘ br i dg
there was a disproportionately high
number who were organisationsand
commerciakentities.

Commercialuserswere largelya mix of
tourist accommodation providers,
weddingrelated companies(bridal hair,
clothing) and photographers,including
bridal photographers

Only4ofthe34' s u-petr wo hade r
connections to the farmingrelated
pages, although all of those were
“1 ndi viusers a Irather than
organisation®r commerciakentities.

Shaded portion of graph: The 1%
Wa dayISHNH 2 NJ SNE Q

L1 Top 0.5%

Individual, 29 1= 2

2.000e+005

Unshaded portion:
The other 99%

Organisation 26

The combination of tw@raphmetrics,
DegreeandBetweennes<entralitygivea
good sense of which users are most acti
at connecting within the networkDegree
Is a measur®f connections to others
through *1ikes’ or
received Betweennes<entrality is a
measure of how muc
other users.

In order to understandhowt h e s e - °
net wor ker s’ mi g ht

between groups of users, each of the 434
users was categorised as either a
commercial entity, organisation (such as
non-profit or administrative) or an
individual.The most and connected users
were then selected on the basis of their
being inthe top 0.5% otither Degree or
Betweennes<entrality scores (shaded
portions of figure below).

Graph produced usinjodeXL(Social Media
Research Foundation)

e

Top 0.5%

Betweenness Centrality

Commercial 94

1.0002+005
]

Individual,
4180

o
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Conclusions

A cohesivdorce?

The evidencereviewed here suggestghat the

Facebookpagesdo provide an opportunity for

socialcohesionon the basisof interactionwith

individual pages,but the extent to which this
occursdependson the type of contentandthe

p a g aisefs However, the low degree of

interaction between clusters points to very
little in the way of activity which actively or

passively promotes social cohesion between
the* ¢ o mmu neprésentedby the clusters
There was occasional interaction between
Facebookpagesthough, for examplewith the

Westmorland County Agricultural Society
postingon the CumbriaYoungFarmerspage

Digitalnoticeboards

Most of the Facebookusers only interacted
with one of the ten selectedFacebookpages,
in effect usingthe pageasan interactivedigital
noticeboard For some, there was interaction
with other users,but primarily thosewithin the
samecluster Therewere a few usersactingas
‘ b r i lwkgveenclusters,but amongthese,a
disproportionately high  number  had
commercialinterests With commercialusers
the bridgingwould be incidental part of their
marketing, rather than in any sort of socially
cohesive role. However, crossover between
these clusters or * ¢ o mmu nhy t niore
commercial users did occur, if on a limited
basis

Interactivitydrivers

Theterm * s o me d lisan apt one, borne
out by the postsin relation to real world social
eventsor just online, whichwere strongdrivers
of interactivity in the farming community
studied here. It is perhapsnot surprisingthat
activity on the CumbriaYoung Farmerspage
wastrelatively high. Theembracementof social

S

Acrossthe board, the level of interaction was
alsohighin responseto newsrelated postings,
with usersenthusiasticallyengagingwith posts
andcommentsaboutposts

Strategicconnections?

‘ St r aoneegtions-'thosewhere usersare

connectedto other userswho are themselves
well-connected- were not muchof afeaturein

the data studied Theuserswhoseconnections
might be thought of asstrategic,i.e. connected
to well-connectedpeople, were mostly found

within the BBCRadio Cumbria cluster It is

notable that there was little
connectivityin the other clusters

Outsidethe network

Commentsand * | i rkag alsb appearon the
u s e tinxelines and be picked up by their
friends, and in doing so broadenthe audience
beyond the network consideredhere. Social
media offers great potential for the farming
communityto be “ p aof the conversationi”.
Worldwide, there are many examples of
individualsin the farming communitytakingto
social media to communicate about farming
with a wide audience, and Cumbriai s n
without its own social media °
(@herdyshephertl on Twitter). Analysis of

mediaby this (implicitly) youngerdemographic well-knowi n d i v hetivories might provide

in the farming community is encouragingfor
those interested in social cohesion and
communitymanagementor the sector

David Oatway:
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somecluesasto whether their activitiesmight
be a sociallycohesiveforce.

*http:// deltafarmpresscom/management/agriculturesociatmedia
starsencouragefarmersranchers

strat e

st ar
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