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Overview
 Public Information & Engagement (PIE) 

Section At-a-Glance
 Marketing Team Responsibilities

• Traditional Mass Marketing 
• Social Media
• Mailings
• Website
• Outreach Design

 Roles and Limitations of Marketing
 Measurement
 Quick Compost Update

Marketing Update



Purpose
Our mission is to . . . 

Inform the public about the 
services provided by EQPW 
and engage the public in 
behaviors that benefit our 
department and community. 



PIE Responsibilities Div. Environmental Services
Jennifer Carey, Director

Section: Public Information and Engagement
Angela Poe, Program Manager SeniorMarketing Team Education Team

Danny Woolums, 
Program ManagerCommunity Team

Alana Insko-Kelley, 
Program ManagerPrimary Responsibilities

• Website upkeep
• Mailed publications 

(newsletters + postcards)
• Social media
• Weekly/monthly paid print 

and radio ads
• Creative contracts
• Mass media placement contract
• Public surveys
• Press releases

Primary Responsibilities
• Programs
• Events: major, minor, trailer/tabling
• Direct community outreach
• Displays, handouts, giveaways
• Career recruitment

Primary Responsibilities
• K-12 units of study with

field experiences
• Out-of-school time programming,

after school and breaks
• Teacher professional 

development
• Career connections
• Transportation outreach & events



PIE Structure Div. of Environmental Services
Jennifer Carey, Director

Section: Public Information and Engagement
Angela Poe, Senior Program ManagerMarketing Team Education Team

Danny Woolums, 
Program ManagerCommunity Team

Alana Insko-Kelley, 
Program ManagerJennifer Myatt, 

Environmental 
Initiatives Specialist

Halsten Higgins, 
Information Officer

Victoria Glascock*, 
Print Publication 

Coordinator

Leslie 
Bueno*, 
Intern

Lizzie Barrick, 
Community Outreach 
Coordinator

Brendan Campbell, 
Event Coordinator

Seth Holbrook*, 
Program Coordinator

Maya Cooper*, 
Intern

Sagan Goodpaster, 
Educator

Ryelle Browning, 
Educator

Erin Geibel, 
Educator

Julia Maugans, 
Transportation 
Educator

Event Staff*

Kayla 
Kidwell-
Snider*, 

Outreach 
Designer



Marketing Team Responsibilities
 Traditional Mass Marketing
 Social Media
 Mailings
 Website Maintenance
 Outreach Creation / Design



Traditional Mass Marketing
 Press releases
 Paid ads



Paid Ads: Considerations
 Purpose of ad
 Audience characteristics: 

demographics, attitudes, 
beliefs, knowledge, current 
behaviors, etc. 

 Priorities
 Budget
 Context



Paid Ads: Types of Outlets

 Streaming and traditional television
 Print
 Radio
 Billboards
 Bus ads
 Digital 
 E-newsletters
 Social 



Social Media
 Facebook
 Instagram
 X
 NextDoor
 YouTube (coming soon!)

Primary: @LiveGreenLex



Mailings
 Physical Mailings

• At Your Service
• Postcards

 Digital mailings
• Newsletters – formal & informal – stormwater, 

Community Environmental Academy Alumni 
(coming soon)

• 311 alerts – text and email (system transition in 
process) 



Website
 Assisted Government 

Communications with 
transition

 Write copy
 Keep updated



Outreach Design
 Videos 
 Still graphics
 Outreach tools
 Swag



Limitations of Marketing
 Not a good tool for behavior change 

or habit formation when used alone
 Doesn’t counteract skepticism or 

doubt well
 One outlet is never sufficient
 Repeated exposure is necessary
 Resource intensive – time & money
 (Most of it) one-way communication
 Difficult to measure impact
 Increased fracturing of where 

people get information



Role of Marketing
 Closing a knowledge gap

• Willing to do the “right” 
thing but unaware of what 
it is

• Promoting an opportunity 
people are already inclined 
to do – attend an event –
Reforest the Bluegrass, 
Household Hazardous 
Waste, etc.

 Build trust
 Awareness / familiarity
 Curiosity



Context of Marketing Efforts
 Marketing efforts are done in concert with other outreach efforts
 Create a wave of related, consistent information



Measuring Success
IMPACT, not impressions
 Impressions
 Engagement
 Target behaviors

• Stories, conversations, feedback
• Focus groups
• Surveys



Quick Compost Update
 482 households trained since 2021
 Open to all residents 
 Workshops happening in late winter 

2026
 Workshops led by Seedleaf; UK 

extension and The Arboretum came 
on board in 2025

 Participating households get a $50 
compost voucher for online store

 Funding capacity to serve 300+ 
households this FY



Questions?


