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About Me

Kim Ziarko

Solutions Engineer
Nutrition Background

10 years in K-12 Industry 



Session Topics

• Your Brand
• Your Audience
• Your Avenues
• Your Blueprint



What Is Marketing?

Right Products
Right Benefits 
Right Audience

“The action 
of promoting 
and selling 
products or 
services.”



Meals / A la Carte
Healthy / Delicious 
Parents / Students 

“The action 
of promoting 
and selling 
products or 
services.”

What Is Marketing?



                    

Increased 
Participation

WHY YOU SHOULD MARKET YOUR PROGRAM

Improved 
Experience

New
Support

New
Support



Your Resources



Your Resources
Communications Team
• Website Updates
• Social media posts
• PR pieces

Faculty & 
Administrators

• Coordinate 
curriculum

• Experimental 
learning

Student Volunteers
• Photography 

Clubs
• Writing Clubs
• In-app feedback



Know Your Brand



Know Your Brand

A strong brand helps you gain:
✓ Trust
✓ Credibility 
✓ Loyalty 
✓ Confidence
✓ Personality



Know Your Brand

What is my 
brand?

Menus

EnvironmentVisuals

Interaction

Digital 
Presence



4. 5.

What do 
these brands 

have in 
common?



4. 5.3.

What do 
these brands 

have in 
common?



4. 5.3.2.

What do 
these brands 

have in 
common?



4. 5.3.2.1.

What do 
these brands 

have in 
common?



4. 5.3.2.1.

What do 
these brands 

have in 
common?



4. 5.3.2.1.

What do 
these brands 

have in 
common?



Lin, S. B. (2022, October 13). Chick-fil-A remains teens' favorite restaurant 
chain in US. Business Insider. Retrieved February 15, 2023, from 

https://www.businessinsider.com/chick-fil-a-teens-favorite-restaurant-
chain-full-list-of-top-spots-2022-10 

Consistency!

4. 5.3.2.1.



Your Brand
Develop your brand in “1, 2, 3”

Promise: Choose a few aspects of 
your program

Positioning: Be consistent in all 
your avenues

Performance: Apply it in all that 
you do

1.

2.

3.



Brand Examples

Chef Inspired Menus

Festive Cafeterias  

Interactive and Fresh



Your Audience



Know Your Audiences

MILLENIALS
▪ Today’s Parents
▪ Influenced evolving 

media 
▪ Capable 
▪ Proven Experiences

27 to 42
GEN Z

▪ Middle and High School
▪ Influenced by Social 

Media Trends
▪ Confident
▪ Interactive Experiences

11 to 18
GEN ALPHA

▪ Elementary School
▪ Influenced by Gen Z
▪ Adventurous
▪ Personalized 

Experiences

4 to 10



Your Marketing Avenues



Marketing Avenues

Physical
The Lunchroom



Physical
Displays 

Décor 

Marketing Avenues



Physical
Take-Home 

Materials

Marketing Avenues



Digital
Website

Marketing Avenues



Digital
Website

Newsletters

Marketing Avenues



Digital
Website

Newsletters
Social 
Media

▪ 25-34

▪ News, Text 
Heavy

▪ Updates / 
Menus

▪ 25-34

▪ Reminders, 
Pics/Memes

▪ Concise 
news, wins 

▪ 18-34

▪ Pics, Reels, 
Carousels

▪ Visual, 
Minimal Text

▪ 16-24

▪ 1-minute 
videos

▪ Behind the 
scenes

Marketing Avenues



Content Strategy Tips

• Do you want to post on your district 
page twice a month?

• Do you want your own page and post 
daily/weekly?

• Where will you keep all your ideas?
• Will someone need to approve each 

post?

Create A Routine / Process



Content Strategy Tips
• Date

• Idea Description

• Content Type

• Preview of Visuals

• Caption to copy & paste

• Schedule ahead of time!



Content Strategy Tips
Engaging: Staff highlights, trivia about 

food, throwback photos, polls, and 
anything that encourages interaction.

Shared: Sharing posts or blogs posts or 
blogs from industry experts, interesting 
articles about nutrition, or sharing neat 
ideas from others in your community. 

school.

Promotional: Messaging about your 
team’s mission, values, encouraging 

students to join school lunch, and 
anything that promotes your department.

Shared
20%

Promotional
10%

Engaging
70%



Learn More At Your Own Pace

Social media could be it’s own 
presentation, and there’s plenty of more 

info out there. 

Don’t feel like you need to get it figured 
out by the end of this session, there will 
be more resources provided afterward!



Marketing Avenues

Digital 
Website

Newsletter
Social Media
Mobile Apps



Marketing Avenues

Word of Mouth



Marketing Avenues

Word of Mouth
School Food Ambassadors
Interactive Opportunities 

Polls and Surveys
Contests



Pulse Check
Your Resources

Your Audience

Your Avenues

Your Brand



Your Blueprint



The Method
Content 
Calendar

Google Calendar
Outlook

Focus Plan

Holidays, Events 
Day-to-Day, 

The New Stuff

Gather Team

Know Your 
Resources!

Make It 
Happen!

Canva, Prezi, 
Adobe, Word, 
Copy Images



Planning, Planning, Planning

Example: New Farm 
to Table Menu Items



Planning, Planning, Planning
CATEGORY DESCRIPTION

WHEN

WHERE

WHY

HOW

WHAT

WHO



Planning, Planning, Planning
CATEGORY DESCRIPTION

WHEN

WHERE

WHY

HOW

WHAT

WHO

Communicate the brand offering to increase 
participation

Spotlight the farm, taste-test groups

Information available throughout October and 
November, with Weekly Social Posts

Our new farm-to-table menu items

Facebook, Website, Mobile App, Posters

Parents & Students



Key Takeaways
✓ Marketing is a great way to improve perception, 

experience, and participation
✓ Brand is everything that you do
✓ There are multiple ways to market to your audience 
✓ You don’t have to do it alone



Questions?



Resources & Links
1) Eat With Your Eyes – eBook

2) Generation Alpha: The Rising 
Generation- Presentation 

3) Best Practices for Marketing 
the School Nutrition Program



Presentation Title
Presented by: 

T day’  Dat  
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