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Marketing
Part 2



Goal:
To reduce the s tigma of a  

bios olids  product by informing 
the general Miami public about 

a  green was te program

● How can we bes t get this  
information to potentia l 
compos t cus tomers  in Miami 
and help reduce the s tigma?

● Focused on…
○ Marketing s tra tegies
○ Case s tudies
○ Likely s tra tegies  that would work 

well for Miami’s  green was te 
program



Marketing 
Strategies
Gold team



Marketing Strategies

Email Newsletters
● Reach people directly with links  to 

information

Social Media outreach (i.e. Facebook Ads)
● Increases  overall vis ibility 

Direct Mailing 
● Craft to a  specific audience
● Some people prefer phys ical mail 

Creating A Brand
● Give your product its  unique identity

Form Partnerships with Businesses
● Increase perceived legitimacy with community 
● Resources  gained from private partners

Provide Information Panels 
● Es tablish trus t through transparency 
● Educate to eradicate s tigma

Consider Community Incentives

● Perspective of community member

Consider Labeling
● How the final product is  labeled matters



Case Studies
Maroon team



Case Studies

● Developing a  Brand: TAGRO (“Tacoma Grow”)
○ Focus  on pos itive branding
○ Recognition from local and national awards

● Initia l s trategies : 
○ Succes s ful: Mailing promotions , directly s peaking to potential 

cus tomers
○ Uns ucces s ful: Print media, radio

● Partners hips : Community groups
○ Product endors ements  from garden clubs  (i.e.: Ros e Society)

TACOMA, WASHINGTON



Case Studies

● Public Education:
○ WWTP Tours  & EnviroShorts
○ Pres entations : “Team TAGRO” & EnviroChallenger
○ Product Showcas es  & Demons trations :

■ Created a  garden at the plant
■ Events : “South Sound Sus tainability Expo”, 

State Fairs

TACOMA, WASHINGTON

pictured: the Tacoma TAGRO team
(source)

https://www.tpomag.com/editorial/2012/06/keeps_getting_better


Case Studies

● Developing a Brand: Loop
○ Naming: “Somewhat edgy”, favored by s takeholders
○ Labeling: Non-competitive compared to partner 

organizations
● Online Pres ence: Social media accounts , us er-friendly 

webs ite
● Partners hips : Organizations , local bus ines s es  and 

community groups
○ Research partners  with academic ins titutions

● Public Education: Product demons trations , pres entations , 
WWTP tours
○ Events : Northwes t Flower and Garden Show

KING COUNTY, WASHINGTON



Case Studies



Case Studies

NORTH BATTLEFORD, CANADA

● Population 14,000 res idents
● The City could only afford the Lys tek s olution
● The Lys tek company ins talled a  thermal hydrolys is  

proces s ing s ys tem (decompres s es  the was te to 
s terilize and make more biodegradable) in their 
bios olids  management building

● Firs t municipality City in Canada to adopt this  
s ys tem, on a  budget. 



Likely Strategies 
For Miami
Green team



Likely Strategies For Miami

A little background on Miami’s  demographics :
● 2016 population: 2,153 

○ 99% urban, 1% rural
● Median age: 37.0
● 2016 median household income: $37,866
● Educational a tta inment: 73.5% high s chool graduate or above
● Individuals  below poverty level: 25.8%



Likely Strategies For Miami

● Creating a  logo & theme for the green was te program 
can get the public behind the program 

● Us ing a  combination of marketing techniques  will likely 
be the bes t route to reach the various  audiences  within 
Miami such as :
○ Feature in the local news paper about the new program & 

s hare the written s tory on its  s ocial media platforms  to 
boos t vis ibility

○ Creating a  tab on the larger Miami gov web page or CAP 
webs ite all about the program

○ Sending out a  letter/ other mailer to res idents  in the area 
about the program (i.e. what it is , when it could launch, 
participation, where they can go to voice 
comments / concerns / ques tions )

The picture can't be displayed.





Likely Strategies For Miami

Direct Mailing 

Social Media  Outreach 

Email News letters

Form Partnerships  with Bus ines ses  & Community

Provide Information Panels  

Cons ider Community Incentives



Direct Mailing

● Highly targeted
● Highly measurable
● Direct marketing can be highly 

individualized
○ as  many as  55% of people are 

eager to read their mail 
according to the U.S. Pos tal 
Service.

● Flexible and cos t effective
● Enhanced delivery 



Social Media 
Platforms

● According to Hubspot, 84% of 
marketers  found as  little as  6 
hours  of effort per week is  
enough to generate increased 
traffic a t a  rela tively cheap cos t

● Target specific audience based 
on aspects  like location, age, 
s ex, etc

● Can s tart off small & improve 
cus tomer ins ights

● More opportunities
● Higher convers ion ra tes



E-news letter /  
Email

● Mobile email accounts  for 47% 
of a ll emails  opened

● Inform current & potentia l 
adopters

● Builds  credibility while looking 
profes s ional

● News letter need to be 
respons ive for a ll devices

● Experian Marketing Services  
s a id the bes t time to receive is  
between 8pm to midnight



Form 
Partners hips  

with Bus ines ses  
& Community

● Inves tment & support by 
bus ines ses  are es sentia l to 
gain community approval

● Can be a  source of advertis ing 
from a  trus ted source that’s  
part of the community

● Increase approval by providing 
bus ines s  incentives  such as  
dis counts

● Bus ines ses  can be was te 
facilities , cons truction 
companies , & transporters  of 
was te



Provide 
Information 

Panels

● Provides  outreach opportunities  
for the community

● Increase involvement
● Effective communication 

between the vendors  & citizens
● Opportunity to phys ically & 

visually show the proces s  of  e-
was te



Q + A
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