
2024 Affiliate Regional Meetings



Melissa Kenyon
Director of Marketing and Communications

Keep Louisiana Beautiful



Marketing & 
Communications 101
Maximizing Your Time & Expanding Your Reach



• Lack of time

• Lack of budget

• Lack experience with social media

• Lack of experience with email marketing

• Low engagement with audiences

• Goal setting

• Creating content

• Graphic design

What do you struggle with when it comes 
to marketing and comms?

What else?



• Yes, marketing and communications can 
be overwhelming.

• You aren’t alone.
• You don’t have to do everything.
• Make a realistic plan.

The bottom line...



Marketing Defined

• Marketing: Developing strategy for identifying, 

predicting, and meeting customer needs. Marketing 

involves determining how to reach audiences with 

what you are selling.

• Four Ps of marketing

⚬ Product: Define your product, service, idea

⚬ Price: What is the value?

⚬ Place: Where will your customers access your 

service?

⚬ Promotion: How will your customers become 

aware of your service?



• Keep Louisiana Beautiful and the Louisiana 

Automobile Dealer Association are launching a 

joint campaign targeting motorists and 

teaching them litter prevention tips through litter 

kit distribution.

• Four Ps of marketing for this campaign

⚬ Product: Litter kits to promote 

litter prevention best practices for 

motorists.

⚬ Price: Free product & knowledge

⚬ Place: Car dealerships

⚬ Promotion: Collaboration with LADA, 

signage in dealerships, social media, 

advertising in LADA magazine

Marketing Example



Advertising Defined
• Advertising: Paying to place messaging 

or branding.

• Reasons to advertise may include:

⚬ Educating an audience

⚬ Convincing an audience of one 

brand’s superiority

⚬ Attracting new people

⚬ Retaining current customer base.

⚬ Publicizing a new product, service, 

program, or event.

Ads targeting dealerships to get them on board



• Communications: Determining what 

to say to those audiences.

• The four Cs

⚬ Clarity: Be clear and avoid 

ambiguity.

⚬ Compellingness: Content should 

persuade and resonate.

⚬ Consistency: Maintain 

consistency on various channels to 

build trust.

⚬ Content Creation: Content is 

informative, relevant, and valuable.

Communications Defined

SHOULD BE
THE MESSAGE

CONSISTENT
& COMPELLING



• Once the LADA campaign concept 

was developed and our audiences 

were selected, we needed to focus 

on creating compelling content.

• This table top sign 

communicates:

⚬ a slogan that is intriguing

⚬ the severity of our litter problem

⚬ facts supporting the campaign

⚬ a clear call to action

Communications Example



Yes, there is overlap!



Where do you start

when promoting a program, 

campaign, or event?



#1 Do your research and ask questions!

• What is the issue?

• Why is it an issue?

• What is the need?

• What is the desired outcome?



Example: Reducing Roadside Litter

• What is the issue? Roadside litter

• What is the source of the issue?

⚬ Motorists throw litter out the window

⚬ Smokers flick cigarettes out the window

⚬ Unsecured loads

⚬ Truck beds have loose trash

• Why is this a problem?

⚬ Hurts our environment

⚬ Unsightly

⚬ Pollutes waterways

⚬ Negatively impacts economy

• What is the desired outcome?

⚬ Cleaner roads and communities

• How can this outcome be achieved?

⚬ Education on litter prevention



#2 Determine your audience(s).

• Who is causing the roadside litter? We can look at the data available to 

us to determine this. However, we can also make assumptions based on 

our experiences with roadside litter removal.

⚬ Motorists, whether it’s intentional or not (main audience)

⚬ Pedestrians

⚬ Fast food consumers



#3 Determine where to reach your audience.

• Driving school

• Car dealerships

• OMVs

• Billboards

• Road signs

• Radio

• Social media

This could be a physical location 

or a method of advertising. Where 

can you find/reach motorists?



#4 Develop your message.

• Ensure that your message is clear, concise, 

captivating, and informative for your audience.

• Explain what you want your audience to do and why 

it’s important.

• Use your “brand voice.” KLB is upbeat, informative, 

positive, and professional. Some brands are funny 

and playful. Pick a tone that represents your 

organization.

• Position your brand as the expert.

• Repurpose your content for your different platforms.

What do you want to 

say and how do you 

want to say it?



#5 Message delivery
The look and messaging stays consistent...

Road Sign

LADA Table Top

LADA Banner

Car Coaster OMV Banner



Promoting on Social Media
• Create assets that 

match your campaign 

with consistent 

messaging.

• These assets can be 

used by you and your 

collaborators.

• The post copy should 

also be consistent and 

shared with anyone 

using the assets.



Social Media Copy

It’s time to put the #BrakesOnLitter in 
Louisiana! Do your part by keeping your truck 

bed clean. Loose items can easily fly out, 

become litter, and potentially be a safety 
hazard.

Position your organization as 
the expert! Share your 
knowledge.

Remember your audience when writing your 
copy...



Social Media Copy

If you smoke, use a pocket ashtray for your 
cigarette butts and dispose of them properly in 

a receptacle. Cigarette butts harm Louisiana 

wildlife and pollute our waterways. Let’s all 
work together to put the #BrakesOnLitter!

Share your knowledge and 
tips in a friendly way.



Canva Overview
• You don’t have to be a graphic designer to create 

compelling graphics.

• You don’t have to know how to use InDesign, Illustrator, 

or Photoshop.

• I still use these Adobe tools, but Canva has improved my 

speed tremendously.

• Canva is a free-to-use online graphic design tool. Use it 

to create social media posts, presentations, posters, 

videos, logos and more.

• KLB uses the Pro version, which costs $99 per year. It’s 

worth it! If you are a non-profit and non-governmental, 

you can get Pro for free.

• I am able to do WAY more in WAY less time.



Questions?



Let’s take a deeper dive
into social media.

• What do you find difficult?

• Where are you on your journey?

• What do you use social media for?

• What do you hope to improve?



Core Social Media Platforms

• Facebook: Community, connections, stories, 

discussion

• Instagram: High quality images, compelling 

visuals, creative storytelling

• Twitter/X: Short frequent posts, real-time 

updates

• LinkedIn: Professional news and networking, 

formal language

You don’t have to do them all! It’s better to do one well.



People consume content in different forms on 
social media. Yes, it can be difficult to keep up!

• Static posts or graphics (various sizes)

• Carousels

• Stories

• Lives

• Reels

• Long videos

• Short videos

If you want to create different types of content to promote an event you are hosting (for 

example), plan for it! Make a content checklist. If you aren't creating the content, work 

with the content creator assigned to the event. This might be a board member, 

volunteer, or intern.



• Be respectful.

• Be informative, but concise.

• Position your organization as a thought leader.

• Avoid “I” language.

• Be positive. Offer people a solution. Educate.

• Focus on quality content, both messaging and 

images.

When posting on social media....

Some Rules

of Thumb



How to get more engagement on social media.

• Mind the frequency of your posts. Quality trumps quantity. If you post multiple times a day, 

your engagement per post will often decrease. If you are new to posting, do so at least once 

per week and work your way up to 3X. Be consistent!

• You need to engage to get engagement and reach.

⚬ Focus on positive engagements.

⚬ Reply to your followers’ comments to build relationships.

⚬ Share others’ content that relates to your mission.

⚬ Engage with posts that mention you.

⚬ Share video

• Tag groups involved in your efforts to thank them. Then, they can share your posts and 

comment. You can also add “collaborators” when posting to Instagram. If they accept, it

will show on their feed. This exposes your brand to their audience.

• Use hashtags, but don’t overdo it. Hashtags help connect people to your posts. They show up 

in a search on social media. Example: #LitterPrevention



Collaborator on Instagram Tagging partners Re-sharing & Tagging



Resharing content of 

interest to followers
Reel/Video

Commenting on posts

you are tagged in



• Showcase your volunteer impact

⚬ Tell stories

⚬ Share pictures

⚬ Highlight and tag companies and groups 

involved

⚬ Toot your horn! Share your impact 

numbers.

• Engage! Follow the tips mentioned 

previously. An active page

will be more successful in recruiting and

retaining volunteers.

• Create Facebook events to promote your 

events.

• Ask for help. Post opportunities in advance 

and be clear with the details. Tell them how to 

volunteer.

Using social media to recruit volunteers

Say thank you! Post quality photos.

Make people say, “I want to be a part of that.”



What has worked for you?



Are your efforts working? Check the data.

• Go to your professional dashboard 

for an overview of your reach, or 

go to META Business Suite for 

more in-depth insights.

• Reach is the number of people 

who have seen your posts, page, 

or advertisements, including 

unique views.

• Content interaction means 

engagements

• Link clicks is how many times 

people clicked through a link you 

provided

• You can also use programs like 

Sprout to pull social media stats.

You can see a downturn in engagement after Love the Boot Week



• There are numerous platforms, but today well focus on META (Facebook and 

Instagram).

• Why advertise?

⚬ Reach new people with your message

⚬ Build your audience.

⚬ Drive people to your website.

⚬ Boost engagement.

• Boosted post: Applying money

to boost content on your page.

You can apply money and boost

it to an audience of your choosing.

If you want audience engagement

on your page, this is a great way to go.

• Ads are created in Ads Manager.

This allows for more customization.

You can focus on building followers or

driving people to an action.

Advertising on Social Media

Click these buttons and META 

will guide you.



List Building
How do you collect and manage contact information?



• Start small. Have a sign-in sheet at all events. Maintain 

excel sheets if you are starting at zero.

• Explain what people will receive. What’s the value?

• Make it easy to join your list. Have a email subscription 

form on your website.

• Use META and LinkedIn to encourage people to subscribe 

to your newsletters. You can post, advertise, do give-

aways.

• Facebook allows you to add a “Sign-Up” button.

• Upload your lists to email marketing services like Constant 

Contact or MailChimp ($30+ per month).

• Create lists: Volunteers, Schools, Donors

• If you do mailings, invest in contact management software 

to manage your contacts and addresses.

• Provide consistent and quality content.

Grow & Organize Your Contacts



How to stay organized
• Create a simple calendar doc and populate it with your events

and campaigns.

⚬ See where it’s too heavy and adjust so you aren’t promoting

too much at once

• What works for me is having a deadline spreadsheet with tabs for

each event, plus tabs for print and press releases. Many items go

out at the same time every year and those dates are indicated on

the sheet.

• Take it a step further and create a content calendar.

⚬ When, where, and what are you sharing content?

⚬ When do your mailings go out?

⚬ When do your newsletter go out?

• Plug in evergreen content

⚬ Prevention tips

⚬ Special days, like Secure Your Load Day

⚬ Remember the Let Louisiana Shine toolkit!



When planning your year. Keep these 
communication avenues in mind

• Website & blog

• Email marketing

• Social media

• Advertising

• Print mail

• Print flyers

• Public relations - Kayla Bertucci up next!



Ready to take it a step even further?
Invest in a social media scheduler program.

• Schedule your social media using a tool like Later 

($17+ per month), Buffer ($12+), Meta (free), Sprout 

($$)

• Pull reports

• See all mentions in one place

• Engage on all platforms in one place

• Re-share content you’re tagged in easily



Things to Remember
• Determine where you want to improve.

• Set realistic goals and plan on how to achieve 

them.

• Create a content calendar or planning doc. It’s ok 

to edit this along the way. Things change!

• Focus on consistent quality communications.

• Monitor performance and adjust.

What is your goal? What is something you want 

to try this year?



Questions?
What would you like to learn more about in a 

future webinar or Affiliate call?
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