


The Ultimate Recipe for Filling Students' Bellies -

Tech, Teamwork, and Marketing!
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Michael Borges

President and General Manager

LINQ Nutrition

• LINQ provides Child Nutrition 

software for School Districts 

and State Agencies

LINQ is a Patron Sponsor of SNA

Melissa Manning, RD

Founder

My School RD

• My School RD Provides 

consultive services for Menu 

Planning, Nutritional Analysis, 

and Administrative Review 
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Implementing Strategic 

Marketing Initiatives
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Budget Allocation for Marketing Initiatives
Define Clear Objectives

Specific and well-defined initiatives like:

• Increase Breakfast Participation by 

10%

• Expand Social Media to 500 followers

• Grow Ala Carte Program by 25%

• Increase participation for Lunch by 5% 

by marketing the benefits of 

school meals over meals brought from 

home or food bought off-campus.

Create a Plan:

• Identify the Target Market and How 

they will Benefit

• Define the Strategy & Who Owns it.

• Be Prepared - the quickest way to 

failure is having a great marketing 

plan and not being prepared.

• Create a Marketing Calendar – when 

and how you to do what.

• Prioritize based on Impact/Benefit

Build a Budget

• Consider all costs associated with 

each initiative, such as advertising, 

events, content marketing, and 

possibly hiring the right talent or 

partner

• Investment in marketing can 

lead to increased visibility 

and attractiveness of school 

meal programs.

• Measure your results



Marketing Plan

Plan and Budget
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Your Customer

Gen Alpha: Grades K - 6

• Growing up with advanced 

technology and artificial 

intelligence. Children of Millennials 

and are being raised with a strong 

emphasis on education, creativity, 

and digital literacy. This generation 

is expected to be the most 

educated and technologically 

immersed.

Gen Z: Grades 7 - 12

• Raised in a digital world, with 

smartphones and social media as 
integral parts of their daily lives. 

They are known for their 

pragmatism, entrepreneurial spirit, 

and value for diversity and inclusion. 

They are highly adept at using 
technology and prefer digital 

communication.

Millennials – Gen Y Parents

• Millennials grew up during the 

advent of the internet and the 2008 

financial crisis. They are 

characterized by their tech-

savviness, value for experiences 

over possessions, and a strong 

sense of social justice and 

environmental consciousness.
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Tastes & Preferences

Latest Food Trends: This summer, go swicy!

Diverse Meals: Ethnic, Religious, Belief-Based, Dietary Preferences, 

and Allergen-Free

And don't forget your most popular faves!
Switch up student favorites with Customizable 

Meals such as salad bars, build-your-own 

sandwich stations, and customizable bowls.
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Promote the WHY…
Food at School is Nutritious 

and Delicious:

• Provide data and studies that 

highlight the importance of 

school meals in supporting 

student health, 

academic performance, and 

overall

well-being.

• Use compelling stories 

and testimonials to illustrate 

the positive impact of school 

nutrition programs.

Enhance...
the Student Experience:

• Encourage staff to think about 

the cafeteria from the 

student’s perspective. Compare 

the cafeteria experience to a 

restaurant, focusing on 

ambiance, service, and 

meal presentation.

• Discuss ways to make the 

cafeteria environment more 

inviting and enjoyable for 

students.

Capture...
the Emotional Value of Food:

• Highlight the emotional 

and psychological aspects of 

food, such as comfort, 

enjoyment, and 

social interaction.

• Discuss strategies to create 

positive dining experiences 

that make students feel valued 

and excited about school 

meals.

Harnessing the Value of School Nutrition
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Embracing Cutting-Edge 

Technology
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Technology Tools

FREEWARE

- Google Docs & Forms

- Surveys:

Mentimeter, Typeform, 

Hotjar, & SurveyMonkey

- eB-Card and QR Code 

Generators

- AND AI w/ ChatGPT!

SOCIAL MEDIA

- LinkedIN, YouTube, 

Facebook, Instagram,

and Twitter/X

- Canva

- HootSuite & Sprinklr

District Core Platforms

- SIS integration to School 

Nutrition software for 

Parent Portal, POS, Meals 

Applications, Payments

- Menu Planning

- GS1 - GDSN Data Pool

- Recipe Sharing

- Inventory, Procurement

- Online Mobile Apps

- Digital Menus and Displays

- Online Ordering

- eForms and Workflow

- Automated Phone & Text

DISTRICT

FREEWARE

SOCIAL MEDIA

Child 

Nutrition

Marketing

w/ 

Technology
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Serving Success: A recipe for

AI-Powered Marketing

Free AI Marketing Tools:

• Develop marketing content with AI Chatbots: ChatGPT, Google Gemini, Microsoft Copilot, Claude

• Image and graphics generators: Microsoft's Bing, Canva, Gamma.app

Recipe to Create and Effective School Food Marketing Plan:

• Step 1: Identify Your Campaign Marketing Goal

• Step 2: Describe Your Product, Service, or Event

• Step 3: Identify Your Target Audience

• Step 4: Choose Your Platforms

• Step 5: Select Marketing Strategies or Frameworks

• Step 6: Input into Chat GPT and Canva and watch the magic!
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District Profile

Beverly Hills USD, CA
Director: Heather Oyamo

District Size: 4 schools, 3,300 students

Custom URL:
bhusdfoodservices.org

Special Meal Diets
Online Ordering – Kosher Menu

Special Meal Diets

Digital Menus

Parent Portal
- Payments
- Menus
- Application
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Special Meal Diets
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District Profile

Red Clay Schools, DE

Director: Jessica Farrand, MS, RD, LDN

District Size: 28 schools, 16,000 students

Largest School District in Delaware

Custom URL:
RedClayCafe.com

Catering
Online Ordering / Customer Sat

Parent Portal
- Payments
- Menus
- Application
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"Picnic in the Park"
Summer Food Service Program

• Expect Summer meals 

to double in 2024



Online Ordering/Customer Satisfaction Surveys



Online Catering Ordering
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District Profile

Lodi USD, CA
Director: Dr. Betty Crocker

District Size: 50 schools, 27,000 students

Spanning over 350 square miles

Custom URL:
lusdnutrition.org

Thought Leadership
Child Nutrition Innovator

FARM

FUN

FOOD



Thought Leadership
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Non-Congregate Summer Meals
Marketing:

• YouTube

• Website

• Partner w/ No Kid Hungry

• Partner w/ District (Automated call, text, flyers)

Google Forms: 

• Reservation Only, reservation # is your phone #

• Must order in advance

• Guardians reserve a 10-day box in advance

• Must follow USDA Guidelines

USDA guidelines

• Child cannot receive school meals

• Students are not eligible if they are receiving meals at 
another LUSD service location per USDA guidelines.

• Guardians may pick up meals without children present.

Operations:

• Multi-family pick-ups are encouraged, to reduce wait times.

• For speed of service, trunk should be cleared and open

District Size: 50 schools plus Charter and 
County sites, 27,000+ students

Spanning over 350 square miles
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Cultivating 

Collaborative Teamwork
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Using Social Media for Engagement
Effective Use of Social Media:

• Tiktok, Instagram, and Facebook 

can be powerful tools to engage 

with parents and students.

• Tailoring content to the audience 

and regularly posting updates 

can significantly boost 

engagement and participation.

Content Strategies:

• Share visually appealing food 

photography, exciting new 

recipes, and family-size recipes 

for popular items.

• Encourage interactive content 

like polls and suggestions to get 

feedback from students and 

parents.

Engagement Measurement:

• Use metrics to measure the 

success of social media content, 

videos, and events.

• Regularly analyze engagement 

data to refine strategies and 

improve outreach efforts.
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Demo: Use AI to Create 10 

Instagram Posts

in under 5 minutes
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SEA Level Social
Promote your Nutrition Program
• Full-service School Nutrition Marketing Team

• Goal is always to increase participation

• Flyers, menus or graphics for digital signage

Social Media Packages
• A social media marketing plan strategized 

to meet your specific goals

• Package includes social media account setup

• Paid ads targeted to your audience

• Custom graphics and monthly reporting

Team w/ Professionals
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District Profile

Rialto USD, CA
Director: Fausat Rahman-Davies

District Size: 30 schools, 24,104 students

Teamwork

Social Media / Local Media
- Creative use of Images, Video & Animation

Community Events

Culturally Creative Menus

Conference Presenters on Social Media
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Teamwork and the Flywheel

Every team member is 

an Agent of the Nutrition and is 

independently empowered to act 
on behalf of the kids - "Agency"
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Empowering Cafeteria Workers and Managers
Ambassadors for Nutrition 

Programs:

• Cafeteria workers and managers 

are often the first point of 

contact for students. Training 

them to be knowledgeable and 

enthusiastic about the nutrition 

program can significantly 

impact student participation.

• Encourage staff to share the 

benefits of the meal program, 

including nutritional information 

and how it supports students’ 

health and academic 

performance.

Role-Playing Activities:

• Organize role-playing exercises 

where staff take on the roles of 

students, parents, and other 

cafeteria workers. This helps 

them understand different 

perspectives and improves their 

communication skills.

• These activities can also 

highlight common challenges 

and develop strategies to 

address them effectively.

Q&A and Group Discussions:

• Facilitate regular Q&A sessions 

and group discussions where 

staff can share their experiences, 

challenges, and successes. This 

promotes a collaborative 

environment and continuous 

learning.

• Invite experts to provide 

insights and answer questions, 

further enhancing the 

knowledge and skills of the 

team.
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District Profile

Azusa USD, CA
Director: Stella Ndahura

District Size: 11 schools, 7,000 students

Teamwork

Recipe Competition

Empowering Cafeteria Workers 

& Managers

Back to school 

training:

Staff Recipe Contest

• Chicken Pozole Soup
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Case Study: 

Azusa Unified School District

Farmer Teresa Visit

- Grant funding 

for local procurement

- Sharing with local 

districts

- Inviting local media

- Words of wisdom 



Teamwork - Shared Recipes



Key Takeaways
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1. Invest in Marketing - Allocate budget for 

strategic marketing initiatives to increase visibility 

and engagement.

2. Build a Strong Brand - Develop a compelling 

visual identity and branding to make your nutrition 

program stand out.

3. Leverage Technology - Streamline operations 

with integrated, user-friendly systems that ensure 

efficiency and accuracy.

4. Utilize Digital Tools - Enhance communication 

with families through digital platforms, ensuring 

clear and engaging messaging.

5. Empower Your Team - Foster collaboration and 

communication among staff to create a 

supportive and effective environment.

6. Look beyond your team – Look for partners in 

the classroom, community, consultants, industry, 

non-profits, and the School Nutrition Association.
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Please evaluate this session 

on the new #ANC24 app.

THANK YOU!
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