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BETH: Hello, this is Beth Brodovsky. Welcome to Driving Participation. Today I 

am on with guest Mia Freis Quinn. Mia is the vice president of communications at 

Plastics Industry Association. I came across Mia when I was reading Associations 

Now, and they talked about a really interesting website that Mia and her team 

created in order to boost interest and focus on an issue in their world and in their 

association. Mia, thanks so much for joining me today to talk about your project.

MIA: Thanks for having me, Beth.

BETH: Can you tell us a little bit about your role at the Plastics Industry 

Association and talk a little bit just to introduce your project.

MIA: Sure. I run communications here at Plastics Industry Association. We 

represent the full spectrum of the plastics industry supply chains. Members 

ranging from those who make the materials, the resin producers to the brand 

owners, those who sell the final product that contain plastics. 

BETH: It’s so interesting. We work with a sleep products industry association, and 

I was raised by a manufacturer. I always love the nerdiness of the fact that there’s 

an association for all kinds of niches you never even thought about.

MIA: For everything, really.

BETH: I always like to start my conversations off with framing the idea of 

participation, what do we mean by that and what are we talking about and how 

everybody relates to it is a little bit different. In the work that you do in your 

organizations, what does the word “participation” mean to you? How does it 

show up in the things that you count that help you thrive?
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MIA: You know, that’s a tough and a good question, and I think where I came 

down on this, Beth, is we work better we’ve realized after years and years 

of Plastics Industry Association, it’s been around for 81 years, and I think we 

realize that we work better when we all work together. So we look at it from 

this is plastics, which is what I think we’re about to talk about, and engaging 

every member in doing something that makes a difference to them and to the 

industry and to probably everyone, as well as acknowledging that we all have a 

role to play and we’ll get more into that I think when we talk about some of the 

messages of plastics is communicating.

BETH: So you talked about your website, This is Plastics. You created what 

we would call a microsite or a stand-alone site that’s about a subject matter 

rather than about the stuff that you do. Can you talk a little bit about what 

the framework of the website is and why you decided to take this subject 

matter approach to it to try to solve the problem? What was going on in the 

organization that led you to go this route?

MIA: Great question. We really wanted to find a way to sort of empower and 

equip our members and not only our members, but the 965,000 employees in the 

US that work in the plastics industry. There’s a lot of tough news out there and a 

lot of confusing news and information about plastics right now. I don’t know how 

much you’ve read, but in the news on any given day there’s quite a bit these days.

BETH: Well, it doesn’t take much to be the person at the grocery store being 

asked the question: Paper or plastic? I mean everybody that goes shopping is 

introduced with this idea that we don’t have the answer that we think.

MIA: I was at my local grocery store yesterday and she said, “Is plastic OK?” 

and I said, “Yeah, plastic is great, and here’s why,” and that’s actually where 

this all started. My boss wanted to be able to in those conversations to pull out 

something like an app or as originally envisioned, but we’ll talk about why we 

didn’t go that route, to say, “Actually plastic is the environmentally friendly choice 

and here’s why.” Because it’s kind of surprising news to people and so we wanted 

www.iriscreative.com
http://iriscreative.com/


Contact Iris Creative at www.iriscreative.com • 267.468.7949

to be able to communicate information like that pretty easily and in a grocery 

store. So we came together to create some sort of toolkit or handbook to give to 

people in the industry who aren’t necessarily comfortable or don’t know enough 

to talk about some of those questions that come up, and I sort of envisioned at 

the very beginning we’d be stapling together this handbook and handing it out to 

every single member, but no. That’s not …

BETH: That’s not the way the world is anymore!

MIA: Yeah, so we instead took the form of this microsite. It’s really user friendly, 

really digestible little bits of information, and it’s also designed as a search 

forward site.

BETH: I haven’t heard that term before.

MIA: It’s pretty progressive and kind of the future. It encourages the user to 

search for a term and as they’re searching, it kind of directs them toward content 

we do have, content we want them to see that matches with what they’re starting 

to search for.

BETH: Interesting! How is that handled? Is it like an algorithm or are they static, 

based on expectations?

MIA: You know, that’s a great question, and I’m not totally sure of the answer, 

but my hunch is a little bit of both and what’s great about it among many things 

is that it also allows us to really hone in on analytics. We start to see if there’s 

patterns, are there things people are searching for that maybe aren’t even on our 

radar. So there’s a lot of information out there.

BETH: It’s so interesting because people I think often forget that, that when you 

are creating an asset for somebody and you can watch what they do, it’s a little 

research project.

MIA: It sure is, and it’s real time feedback, too.
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BETH: I mean, nobody wants to sit around and answer a survey for you, but if 

what you’re curious about is what are other people interested in, giving them 

something they believe is gonna help them and then seeing what they do with it, 

it generates a ton of information that is super actionable.

MIA: Exactly. So that’s the site and it’s really, the whole goal is to turn these 

employees in the plastics industry into ambassadors and empower them to be 

advocates for the industry they work in and for the material that they work with.

BETH: So is it primarily designed for an employee, somebody in the plastics 

industry, one of the plastics industry, people I would say is in the food chain 

of that, to use it, read it, learn more and then be able to verbally share it with 

people, or is it designed also for the public to come to it?

MIA: That’s a great question, and also kind of the beauty of it is both. All of the 

above. To kind of be able to give you something that you can digest and probably 

remember and repeat, but also you can share it on social media. Every little bit of 

it is shareable on social media from a page to just one little infographic.

BETH: Got it.

MIA: You can print it, you can share it or you can just read it for yourself.

BETH: How did you decide, based on the fact that industry professionals might 

have jargon and language and things that they know, like their knowledge might 

be at one level, but the public’s knowledge and awareness and interests might be 

different? How did you prioritize things like tone and language and even content 

so that the right information would get to the right audience?

MIA: We did a lot of public opinion research leading up to the creation of it, as 

well. Also, it was easy for me coming in pretty new. I’ve been here now two years, 

and we’ve been working on this ever since I started. I had no idea what people 

were talking about when I got here.
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BETH: You were the perfect test case!

MIA: Exactly. There was so much jargon, and I just wanted to know why that 

meant I shouldn’t be putting my grocery bags in my recycle bin at home, which 

I had been doing by the way, until I joined here, and now I know I have to take 

them to the grocery store, but there was a lot of jargon involved in me learning 

that.

BETH: You’ll be happy to know that I absolutely do that. I take my bags to the 

grocery store every week.

MIA: And it’s not that much extra effort.

BETH: It really isn’t, it really isn’t. It’s funny. I did not use to be a big recycler, but 

now I am a convert. It’s amazing how little trash you have when you put your 

plastics where they’re supposed to go.

MIA: Yes, and it’s great. I am a convert, too, ever since I’ve been here. It’s done 

wonders for our recycling at home. 

BETH: So you mentioned that when you first approached this project some of 

the people in your organization were thinking app and you’re not the only one. 

We’ve been through it a million times. The minute somebody says, “We need 

something,” it’s like “app” is the knee-jerk instant reaction to that. What made 

you decide to take the approach of a microsite versus an app and also versus a 

booklet? You said something like you were thinking of doing a toolkit. So, why a 

microsite?

MIA: Well, that’s a good question. We made the microsite PDF-able and printable, 

so that it can be a booklet because there are plenty of employees and plenty 

of our members whose employees aren’t sitting at a desk or don’t have internet 

access all day, that we want this to be available to them as well. On the app front, 

I don’t know how much you’ve heard about this, but there is some research that 
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we’ve been seeing that’s kind of showing apps are on their way out. They’re not 

gonna disappear any time soon, but they are on their way out because there’s so 

much effort to keep an app, keep people to keep the app, to download the app. 

Well, what we found is the way we built the site is that it’s mobile friendly. It’s 

responsive, so it functions like an app without having to deal with that little extra 

cost, first of all, and also just extra headache of the marketing of an app. So it’s 

the same thing.

BETH: Right, and you also have so much more control over a microsite. Like you 

were saying, you don’t have to get into a marketplace and it’s not like you need 

everyone to download something. People are getting more stingy about the real 

estate on their phones.

MIA: Right! You don’t want to take up too much space.

BETH: Exactly, and so I’m in the browser tab of my phone more often than I go 

into any of the apps that are actually loaded into my phone.

MIA: Well then that fits into the statistics, the trend we’re seeing.

BETH: That really is interesting. Another thing I feel like I see a lot of times when 

organizations are trying to create something to get people more educated is 

that it’s the guise of an educational tool wrapped in a “Let’s talk about ourselves 

more.” I’m sure that whole idea is not foreign for you, but I’ve been to the site. 

For everybody that’s listening, it’s ThisIsPlastics …

MIA: .com.

BETH: So it’s ThisIsPlastics.com. We’ll put a link to it on the show notes page so 

you can all go take a look at it. When I looked at it, one of the reasons I wanted 

to talk to you is you succeeded. It’s an educational site that doesn’t read as 

association propaganda. How did you get people to focus on valuable content 

that’s interesting to your audience and wasn’t just pushing, “Come to our courses, 
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buy our stuff, come to our event.” It’s so hard to get buy-in for that. How did you 

do it?

MIA: We said, “Do you want to succeed?” We have to start creating content for 

what it’s designed for, what people want to consume, not what we want to tell 

them. I hammer that home every day, and it’s a tough job, but people will start to 

get it. We have another website for all the things about our association. You want 

to read about it, you go there. 

BETH: Exactly. Is there anything specific because I’m sure everyone that’s 

listening is like, OK, you hammered it home, is there anything specific, any 

rationale any tools, anything that you remember doing to help people actually 

get that idea and agree to refocusing on that?

MIA: I have a great boss, which is the most helpful hint or tip for others, but I 

think being able to show the analytics of what and the research and other people 

outside backing you up, that is awesome. It can be helpful.

BETH: Absolutely, and more and more when I talk to people that are wanting 

to move big ideas forward and wanting to make shifts and wanting to drive 

participation, you and I were talking about earlier what are the trends. Leadership 

buy-in is the number one thing, having a shared vision that is supported by the 

management of an organization. It’s not about top down. It’s about supporting 

big initiatives.

MIA: Absolutely!

BETH: I hear it over and over again that it’s that internal alignment from the top 

to the bottom that makes something big move forward. I’m so glad that you have 

that. It’s sad that it’s as rare as it is, isn’t it?

MIA: It is, and I feel really lucky. We should all feel that way.
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BETH: You also mentioned that you did a lot of research in order to figure out 

what the tone is and who it should be for and what they wanted. Can you talk a 

little bit about any of the specific ways you went out and did these forms to get 

your feedback?

MIA: Well, you know, it was very bifurcated if you will because we have a lot 

of audiences. We know that this is something that the people in our industry 

needed to communicate to others, which is everybody. So it’s hard to do a lot of 

targeting there, but we also wanted to make sure it didn’t insult those that work 

in the industry, but also made them feel like it was something that they could 

communicate at a barbecue or tell a friend. I [unclear 14:48] 4th of July yesterday. 

I used ThisIsPlastics because I had a whole conversation with several friends who 

again like you and I were just talking about, didn’t understand that they couldn’t 

put the plastic film in the recycling bin.

BETH: At what point are you not getting invited to parties anymore?

MIA: That’s what my husband says! It’s like, c’mon. How many times did you go to 

the grocery store this week? Let’s just, you want to be part of the solution, that’s 

one easy thing we can do. We want to make it something people can talk about 

at those kinds of events because that’s where we, if we can’t speak for ourselves, 

if we can’t be the messengers for industry, we can’t expect anyone else to.

BETH: Right. So how are you going about that? How are you supporting people 

to use this site to build the awareness for the mission and the cause?

MIA: I really feel like this is a true grass roots movement. We are really going 

to, we created this internal champions so we asked for one person, at least one 

person depending on the size of our member’s organizations to serve as sort 

of an internal champion at their organization. That just means they’re basically 

the quarterback for making sure ThisIsPlastics gets into every single one of their 

employee’s hands. That’s it. They don’t have to write up a report or do a lot of 
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work. They just need to make sure that everyone at their organization is aware 

that this resource exists and encourage them to use it. 

BETH: How come you chose that route? 

MIA: We have such engaged members that are really, really and who are hungry 

for this that we felt like they were the best spokespeople just like those who work 

in the industry are the best spokespeople for what we do. They’re the best kind of 

cheerleaders for making sure this gets spread around.

BETH: I love that because people are always looking like we need volunteers to 

do this and we need volunteers to do that and they never look around and say 

what do people want to be doing and how can we give them the tools to do what 

they want to do, as opposed to asking them to stuff bags for the next gala, which 

is what you want to do. They don’t particularly want to help you. They want to 

use their involvement to help themselves, which it sounds like people are horrible, 

but they’re not. People are just human and the more we understand about 

helping them and giving them the tools to even explain to their spouse what the 

heck they do. I bet a lot of people are using it to solve family arguments.

MIA: I’ve heard that and it’s been helpful.

BETH: Exactly. How did you go about like finding the right people to be those 

internal champions?

MIA: Well, what we did was we started and this goes back to research as well, 

last year we piloted ThisIsPlastics with six member companies. We chose a 

representative group of member companies and did a two-month pilot so that 

we got as lot of feedback about how it went, how it was rolled out and about 

the content as well and then we were able to go back for a few months, tweak 

and really plan for a very smooth rollout in May. Hearing from our most engaged 

members and making them and their employees part of our process really gave 
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us a lot of important feedback to make the program more effective.

BETH: Giving these members any sort of instructions or guidance or tools to help 

prepare?

MIA: Yes. They have each gone through a webinar and they each have a set of 

posters. They have some closed circuit TV screen savers so that they run in a 

loop, which are like a great, interesting, but very small and very digestible tidbits 

about plastics that run in a loop and I’ve walked by them, every time I walk by our 

receptionist’s desk in our office, you can’t help but to memorize them. They’re 

very cool and very graphic. So they have those kinds of things. They have posters 

they can hang in break rooms and bathrooms and wherever people gather that 

both kind of keys a few interesting things about plastics and then also drive focus 

to the site, to the ThisIsPlastics.com.

BETH: I think that’s so important on two scales. One is you can’t just go out and 

tell people, “Share our stuff.” Good luck. It’s like people often tell me, if it’s failing, 

no one wants to do this. I hear all the time, and this one is my favorite, “How do 

we get people to want to do what we want them to do?” Hands down, my favorite 

quote. The reality is when you’re trying to give them even what they want, there’s 

still friction in getting them to do things, but if you hand them everything they 

need to make it seamless for them, they will do the things they’re interested in 

doing.

MIA: Absolutely, although I won’t pretend that we got this completely figured 

out because it’s always a challenge to get people more involved, but that’s what 

we try to do is just make it as seamless and as easy as possible. We pre-wrote 

emails for them that all they have to do is put their company’s name in that can 

be sent introducing ThisIsPlastics to their organization. We’ve taken the work out 

of it, and I offered to be a resource, and people took me up on it. We showed, 

my team, that we really meant it. I flew out to one of our members, they have 

their HR retreats, they have their HR leaders from across the globe and they had 
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chosen, this particular company, to roll out ThisIsPlastics through HR. So I went 

down and just met with the entire HR global team for the day. Went through 

ThisIsPlastics, answered every question they had, gave them every resource and 

offered that same support to all of our member companies.

BETH: That is interesting. As you’ve done that and other things, how has this 

effort impacted your role and your relationships with your members?

MIA: It’s funny. I’m just here for two years, and it’s just become phenomenal. The 

kind of conversations we’ve been able to have and the passion for it, it’s been 

wonderful and the response has been phenomenal. People, it’s been very positive 

and I think people feel like they’ve been heard.

BETH: Has anything happened that you didn’t expect?

MIA: Let me think about that.

BETH: I didn’t warn you for that one!

MIA: I will say what I didn’t expect is we’ve gotten a lot o f inquiries from 

organizations in other countries who have heard about it and want to have it 

translated.

BETH: Really? That’s really interesting!

MIA: That I did not see coming, and it’s wonderful.

BETH: That’s like a key point. A lot of times organizations hesitate to taking a 

stand an putting things out there in this way. We all get into this habit of wanting 

to talk about us and our organization, but when you’re willing to put that aside 

and facilitate things for your members by creating an asset, it’s just valuable in 

and of itself. This is where like all of a sudden you play up.
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MIA: Absolutely!

BETH: If there’s any other message you can get out of it, that’s a really good 

thing to think about. Why it’s worth taking all the things that you know about and 

putting it out there in its own way so that it can live and grow bigger than your 

actual walls of your organization.

MIA: Absolutely and it’s genuine that way. It really is all very fact-based, but 

genuine.

BETH: So now do you consider this a membership campaign, an advocacy 

campaign, an educational campaign? What would you call a project like this? 

What was your purpose?

MIA: I’d say an advocacy campaign and I’d call it a true grassroots movement. I 

think it’s really empowering employees to speak up for and be ambassadors for 

plastics. It’s an education campaign as well because if we can’t be the people to 

spread this message and to kind of right some of the myths that exist out there 

about plastics, we can’t expect other people to do it for us.

BETH: Right and I think it’s so interesting because these days I feel like a lot 

of times when you hear things like grassroots advocacy campaign, everybody 

immediately thinks social.

MIA: Interesting.

BETH: Isn’t that interesting? You used a more traditional media and you used 

people and relationships in order to spread your message, but I also love that 

in these assets that you gave people, you gave them lots of different ways to 

share that. You kind of have this big main asset and then you deconstructed it 

into modular content so that people can interact with it and share it in whatever 

space they feel connected to.
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MIA: Yes, that’s true; and we created even more assets as part of that for 

members. I’ll tell you a personal story. While we were creating ThisIsPlastics last 

year, my kid’s public elementary school here in Virginia a month before Earth Day 

launched a campaign to get all the kids to sign a Google commitment form to 

stop using single use plastics for the month leading up to Earth Day. My poor kids 

came home and said, “Mom, we didn’t have a choice.” It prompted a discussion 

where I said, “No wonder we need tools like this.” This is something we’re 

all facing, and so we created a school presentation after … we created three. 

Elementary, middle and high school. It’s not going to talk at kids, but talk with 

them. There’s some experiments and like making slime, which a lot of us do and 

probably don’t realize it’s a polymer.

BETH: No, I wouldn’t have ever thought about that.

MIA: Which polymer, by the way, means plastic. Went in and had some great 

conversations with the school about how about next year we figure out how 

to recycle single use plastics instead of having our kids ban them. It was very 

applicable in real life, interesting while we were creating it, and so we’ve provided 

tools like that as well that sort of popped up. 

BETH: I think that’s so interesting. You might not have ever thought of creating 

educational content for elementary school kids as a facet of your organization if 

you hadn’t gone down this path.

MIA: Absolutely. I would have thought that’s pretty young. Let’s talk about high 

school. 

BETH: Right, exactly, and I think that’s one of the things, the takeaways that I’ve 

gotten out of your story and other stories like this that I hear is once you start 

putting yourself and yourself interests aside and really think about what could 

be helpful, it’s amazing how it circles back to things that really do support your 

organization and your goals.
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MIA: Absolutely.

BETH: If somebody is listening to this and they think this is a great idea, what 

is the best advice you could give somebody on how they can get started with a 

project that has this kind of impact for them?

MIA: I think it seems so simple, perhaps the concept when you take this apart 

and you think, OK, you just want tools so that people can talk to people, start 

simple. Really assess what your members or what your audience or whatever your 

internal audience is. We really listen to our members, and this is such a passionate 

plea and it seems simple and it’s not. Or it is! A year’s worth of work is probably 

not simple, but once we got down to it, it really is about the basics, and so like 

you said, getting kind of that buy-in from leadership and having that support was 

also crucial to the success.

BETH: Excellent! Thank you so much for joining me. This was so interesting. One 

of the things I love about doing this podcast is I can read a piece of news, find an 

interesting story and get somebody to tell me all the things I want to know about 

it. I loved hearing about it. It’s such an interesting project. I am sure it’s gonna be 

really valuable for our listeners to hear about it. If they had more questions for 

you about your process or what you did or what you did to get people to agree 

to it, how can they reach out to you?

MIA: They can find me on Twitter. I can give you my Twitter handle. 

BETH: Just say it.

MIA: It’s a hard one to spell. @MiaFreis.

BETH: OK, we’ll put a link to that on the show notes page.

MIA: Thank you. Or on LinkedIn. You can find me on LinkedIn as well. I’d be happy 
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to talk further.

BETH: Well, thank you so much. I will put ways to connect with Mia on the show 

notes page. Thank you so much for being here today and thanks everyone for 

listening and we will see you next time.

MIA: Thanks, Beth.
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