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Marketing Team Strategic Plan Input 1.28.15 

GOALS: 
1) Serve students healthy, tasty, appealing meals that meet Federal standards (increase meal participation rate by 6 percent at the end of five 

years, and decreasing waste.  Uniform at satellite and cafeteria schools.  
 
Strategy 
 

Measurable 
Outcome 

Responsibility Tools 
w/costs 

Expenses Priority 
  (1-10) 

Achievabilit
y   (1-10) 

Get in Line for a Change! Campaign 
Goal: To encourage our target audiences to TRY school 
food and engage in constructive conversations between 
stakeholders (students and parents), policy makers (FNS 
staff, school committee) and allies (community partners). 
 
Strategy: Often students will say that they do not like 
school food, AND that they never eat school food.  How 
can you know if you don’t like something if you haven’t tried 
it?  The Get in Line for a Change! Campaign would be an 
opportunity for students, community supporters, and FNS 
management staff to sit down and have lunch together in 
the cafeteria together to: 

1) Try what’s for lunch that day 
2) Share thoughts on what’s working and what could 

be better about school food in BPS 
3) FNS management team will gather feedback from 

students and build trust among customers 
4) IF students realize they enjoyed lunch, provide 

students with a $50 incentive to come up with a 
marketing plan for their school cafeteria. (Optional 
for students.) 

Number of students and 
adults who volunteer to 
participate 
 
Number of new School 
Food Advisory 
Committee members 
recruits 
 
Number of student-led 
marketing strategies 
developed 
 
Changes in perception 
of school food after 
participating (Pre/Post 
Surveys) 
 
TIMELINE: 
Year 1: Evaluate if this 
is a successful model 
for engaging students in 
1) trying school food, 2) 
becoming advocates for 
healthy options on the 
menu. 
Year 2: Repeat in a 
different set of schools; 
modify as necessary; 
Year 3: Maintain as an 
annual campaign at the 
beginning of the school 
year; monitor 
participation rates over 
the course of the year. 
Year 4&5: Continue as 
an annual campaign or 
nix and reevaluate 
strategy for engaging 
students. 

Community 
Outreach 
Coordinator 
 
Or  
 
Special Projects 
Manager 

Cost 
explained in 
expenses 
column 

  $500-$1500 
for 1 school 
year 
 
* This 
projected 
budget does 
not include the 
staff time it will 
take to 
coordinate this 
campaign over 
the course of 
the school 
year. ~20 
hours a month 
for 11 months 
(Aug-June) to 
manage the 
campaign.  
 
**Range varies 
base on how 
many student 
groups decide 
to put together 
a marketing 
plan for their 
school 
cafeteria. 

7 out of 10.  
Rebuilding 
stronger 
relationships with 
our stakeholders 
and allies should 
be a priority to 
improve the public 
perception of 
school food and 
lunch participation 
rate. This is an 
ongoing challenge 
for this 
department and 
the urgency tends 
to be low given 
other urgent 
priorities that 
need to be 
addressed. 

9 out of 10. 
The overall 
budget for the 
Get in Line for 
a Change! 
Campaign is 
only $500-
1500 for a 
whole school 
year.  However 
it will require 
some support 
and 
coordination to 
be executed 
well. 
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GOALS: 
1) Serve students healthy, tasty, appealing meals that meet Federal standards (increase meal participation rate by 6 percent at the end of five 

years, and decreasing waste.  Uniform at satellite and cafeteria schools.  
 
Strategy Measurable Outcome Responsibility 

 
Tools 
w/costs 

Expenses  Priority 
  (1-10) 

Achievabilit
y  (1-10) 

School Lunch Hero Campaign 
Goal: Encourage FNS kitchen based staff to be 
ambassadors of school food/frontline advocates of healthy, 
tasty, fresh school meals. Encourage students to share 
positive stories from their school cafeteria. 
 
Strategy: May 1st is the National School Lunch Hero Day.  
It’s a day to show our appreciation for the hard work of that 
our staff puts into providing meals for our students each 
day. 
 
Students will be asked to:  

1) Share their School Lunch Hero story in the form of 
a short video or photo essay.   

2) Come up with a plan to show their staff 
appreciation on May 1st.  

 
On May 1st FNS will highlight 3 stories on the blog and 
award prizes to the selected schools. 
 
Campaign Timeline: 
January: Develop Campaign guidelines and structure; 
inform staff about the School Lunch Hero Campaign; focus 
on customer service during Cafeteria Manager and Satellite 
Attendant meetings 
February-March: Preliminary outreach to schools to identify 
interest and potential stories 
Mid-March: Launch Campaign; Begin accepting 
submissions 
Mid-April: Deadline for Submissions 
Late April: Review Submissions and Select 3 stories to 
highlight and award. 
May 1st: Share the awarded stories on the blog 
 

Number of Super Hero 
Lunch Lady Campaign 
submissions 
 
Number of Customer 
Service Trainings provided 
to staff 
 
Analyze impact on 
participation rate at 
participating schools 
 
 
TIMELINE: 
Year 1: Evaluate if this is a 
successful model for 1) 
encouraging staff to be 
ambassadors of healthy 
school food and 2) 
increasing participation. 
Repeat Annually: Maintain 
as an annual campaign at 
the beginning of the school 
year; monitor participation 
rates and perception of 
school food; if it is not a 
successful model reevaluate 
strategies for encouraging 
staff to be ambassadors of 
healthy school food and 
increasing participation. 
 

Community 
Outreach 
Coordinator 
 
Or  
 
Special Projects 
Manager 

Cost 
explained 
in 
expenses 
column 

  $500 for 1 
school 
year.* 
 
*This 
projected 
budget does 
not include 
the staff time 
it will take to 
coordinate 
this 
campaign 
over the 
course of the 
school year. 
~25 hours a 
month for 5 
months (Jan-
May) to 
manage the 
campaign. 

6 out of 10.  
Addressing staff 
morale can 
positively 
impact our 
entire operation; 
appreciated 
workers makes 
for more 
satisfied 
customers.  
However this is 
an ongoing 
struggle that will 
take time to 
correct.  
Urgency is 
relatively low. 

8 out of 10. 
The overall 
budget for 
the Super 
Hero Lunch 
Lady 
Campaign is 
$500 for a 
whole school 
year.  
However it 
will require 
some support 
and 
coordination 
to be 
executed 
well. 
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GOALS: 
1) Serve students healthy, tasty, appealing meals that meet Federal standards (increase meal participation rate by 6 percent at the end of five 

years, and decreasing waste.  Uniform at satellite and cafeteria schools.  
Strategy Measurable Outcome Responsibility 

 
Tools 
w/costs 

Expenses  Priority 
  (1-10) 

Achievabili
ty  (1-10) 

Sampling: What’s for lunch tomorrow? 
Goal: Increase participation in schools with low lunch 
participation by providing free samples of the menu during 
lunch the day before. Understand why students at these 
schools do not eat school lunch. 
 
Strategy: Sampling as a marketing tactic works well in food 
courts to bring more customers into the line. It allows the 
food to sell itself. It also creates another opportunity to 
speak with our constituents, gather feedback and engage 
them in the school food advisory committee. 
 
How could this work? 
Work with field coordinators to identify 4-5 schools that 
have consistently low participation, a supportive kitchen 
team, and administrators. 
Each week a travelling sampling team will spend 2 days a 
week for 4 consecutive weeks at selected schools. 
Day 1: 
- Support the kitchen staff in preparing 1 batch of the 

recipe to be sampled. 
- Distributing the samples in the cafeteria after the point of 

sale 
- Talk to students about school food and gather input– 

what do they like/dislike, want to see on the line ( this 
may involve a creative method of collecting feedback) 

Day 2: 
- Surveys will be distributed to students as they go through 

the lunch line 
- Surveys will be collected at the end of the lunch for a 

chance to win a raffle prize 
- Raffle winners will be announced by the main office and 

prizes will be distributed at the main office. 

- Number of recipes 
sampled and surveyed by 
students 

- Number of students who 
provide feedback on 
particular recipes 

- Analysis of impact on 
lunch participation rate at 
each school 

 
 
TIMELINE: 
Year 1: Evaluate if this is a 
successful model for 1) 
gathering student input and 
2) increasing participation. 
 
Repeat Annually: Maintain 
as an annual project to 
monitor pulse of student 
likeability of menus.  
 
If participation rates and 
perception of school food; 
do not increase, reevaluate 
strategies for increasing 
participation. 
 

Community 
Outreach 
Coordinator 
 
Or  
 
Special Projects 
Manager 

Cost 
explained 
in 
expenses 
column 

$2250 for 10 
stipends for 
sampling 
team interns 
 
$2000 for 
food for 
sampling 
 
$250 
Supplies for 
surveys, 
posters, raffle 
prizes etc. 
 
* This 
projected 
budget does 
not include 
the staff time 
it will take to 
coordinate 
the logistics 
centrally. ~ 20 
hours/month 
for 6 months. 
 

6 out of 10.  
Improving 
student 
likeability is 
an ongoing 
challenge for 
BPS.  
Urgency and 
priority seem 
low given 
other 
priorities of 
the 
department. 

4 out of 10.  
The budget 
may be cost 
prohibitive.  
Unless 
stipends 
can be paid 
out of BEDF 
our ability to 
set up 
interns for a 
stipend will 
require a lot 
more 
administrati
on time. 
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GOAL #1 CONTINUED 
(Serve students healthy, tasty, appealing meals that meet Federal standards (increase meal participation rate by 6 percent at the end of five years, 
and decreasing waste.  Uniform at satellite and cafeteria schools. ) 
 

Strategy Measurable Outcome Responsibility 
 

Tools 
w/costs 

Expenses  Priority 
  (1-10) 

Achievabili
ty  (1-10) 

School Lunch Myth Buster Campaign 
Goal: Rebuild trust with students; debunk 
myths/assumptions that students have about the school 
food and increase lunch participation. 
 
Strategy: Feedback from students can be based on 
firsthand experience, while sometimes it is based on myths 
or misunderstandings about what’s on the lunch line.   
 
- Encourage students to submit comments and questions 
about School Food. Each Month FNS will tackle one 
“school food myth”.  For example students may say, 
“School food is nasty, I never eat it.” 
- The FNS Myth Buster Team will conduct an “investigative 
report” to show the truths about school food.  i.e. 
interviewing students who like the school meal, collecting 
photographs from the lunch line of fresh healthy menu 
options, gathering nutrition information from the menu 
planner etc. 
- The School Lunch Myth will be shared in person with the 
student that submitted the comment, and that student will 
be challenged to sit down and eat school lunch with the 
FNS Myth Buster Team after learning the truth. 
- The findings from the investigative report will be shared 
on the blog, hopefully with a photo of the student who 
submitted the original comment eating school lunch with 
the Myth Buster Team.  
- Myth Buster posters can also be made for the cafeteria 
where the student attends school. 

- Number of comments 
submitted 

- Number 
myths/misuderstanding
s fact checked 

- Number of students 
who change their 
perspective of the lunch 
line 

 
TIMELINE: 
Year 1: Evaluate if this is a 
successful model for 1) 
changing students’ 
perceptions of school food, 
2) increasing lunch 
participation 
Year 2: Repeat in a different 
set of schools; modify as 
necessary; 
Year 3-5: Continue as an 
annual campaign or 
reevaluate strategy for 
changing students’ 
perceptions of school food, 
increasing lunch 
participation 

Community 
Outreach 
Coordinator 
 
Or  
 
Special Projects 
Manager 

Cost 
explained 
in 
expenses 
column 

Total 
Estimated 
Budget for 
School Food 
Myth 
Busters 
Campaign: 
~$605* 
* This 
projected 
budget does 
not include 
the staff time 
it will take to 
coordinate 
the logistics 
centrally. ~ 20 
hours/month 
for 10 
months. 
 

6 out of 10.  
Improving 
student 
likeability is 
an ongoing 
challenge for 
BPS.  
Urgency and 
priority seem 
low given 
other 
priorities of 
the 
department. 

6 out of 10.  
This 
campaign 
will require 
some 
support and 
coordination 
to be 
executed 
well. 
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GOALS  #2. Fiscally responsible, self-sustaining   
 

The marketing ideas that the marketing team came up with do not directly address this goal. 
 

GOALS  #3. Self-operated, budget-neutral central kitchen model for preparing foods for all schools  
 

The marketing ideas that the marketing team came up with do not directly address this goal. 
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GOALS: 
4) Enhance/build culture for strong, positive relationships . 

 
Strategy Measurable Outcome Responsibility 

 
Tools 
w/costs 

Expenses  Priority 
  (1-10) 

Achievabilit
y  (1-10) 

School Lunch Hero Campaign 
Goal: Encourage FNS kitchen based staff to be 
ambassadors of school food/frontline advocates of healthy, 
tasty, fresh school meals. Encourage students to share 
positive stories from their school cafeteria. 
 
Strategy: May 1st is the National School Lunch Hero Day.  
It’s a day to show our appreciation for the hard work of that 
our staff puts into providing meals for our students each 
day. 
 
Students will be asked to:  

1) Share their School Lunch Hero story in the form of 
a short video or photo essay.   

2) Come up with a plan to show their staff 
appreciation on May 1st.  

 
On May 1st FNS will highlight 3 stories on the blog and 
award prizes to the selected schools. 
 
Campaign Timeline: 
January: Develop Campaign guidelines and structure; 
inform staff about the School Lunch Hero Campaign; focus 
on customer service during Cafeteria Manager and Satellite 
Attendant meetings 
February-March: Preliminary outreach to schools to identify 
interest and potential stories 
Mid-March: Launch Campaign; Begin accepting 
submissions 
Mid-April: Deadline for Submissions 
Late April: Review Submissions and Select 3 stories to 
highlight and award. 
May 1st: Share the awarded stories on the blog 
 

Number of Super Hero 
Lunch Lady Campaign 
submissions 
 
Number of Customer 
Service Trainings provided 
to staff 
 
Analyze impact on 
participation rate at 
participating schools 
 
 
TIMELINE: 
Year 1: Evaluate if this is a 
successful model for 1) 
encouraging staff to be 
ambassadors of healthy 
school food and 2) 
increasing participation. 
Year 2-5: Repeat Annually; 
Maintain as an annual 
campaign at the beginning 
of the school year; monitor 
participation rates and 
perception of school food; if 
it is not a successful model 
reevaluate strategies for 
encouraging staff to be 
ambassadors of healthy 
school food and increasing 
participation. 
 

Community 
Outreach 
Coordinator 
 
Or  
 
Special Projects 
Manager 

Cost 
explained 
in 
expenses 
column 

  $500 for 1 
school 
year.* 
 
*This 
projected 
budget does 
not include 
the staff time 
it will take to 
coordinate 
this 
campaign 
over the 
course of the 
school year. 
~25 hours a 
month for 5 
months (Jan-
May) to 
manage the 
campaign. 

6 out of 10.  
Addressing staff 
morale can 
positively 
impact our 
entire operation; 
appreciated 
workers makes 
for more 
satisfied 
customers.  
However this is 
an ongoing 
struggle that will 
take time to 
correct.  
Urgency is 
relatively low. 

8 out of 10. 
The overall 
budget for 
the Super 
Hero Lunch 
Lady 
Campaign is 
$500 for a 
whole school 
year.  
However it 
will require 
some support 
and 
coordination 
to be 
executed 
well. 
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GOALS: 
4) Enhance/build culture for strong, positive relationships . 

Strategy 
 

Measurable 
Outcome 

Responsibility Tools 
w/costs 

Expenses Priority 
  (1-10) 

Achievabilit
y   (1-10) 

Get in Line for a Change! Campaign 
Goal: To encourage our target audiences to TRY school 
food and engage in constructive conversations between 
stakeholders (students and parents), policy makers (FNS 
staff, school committee) and allies (community partners). 
 
Strategy: Often students will say that they do not like 
school food, AND that they never eat school food.  How 
can you know if you don’t like something if you haven’t tried 
it?  The Get in Line for a Change! Campaign would be an 
opportunity for students, community supporters, and FNS 
management staff to sit down and have lunch together in 
the cafeteria together to: 

1) Try what’s for lunch that day 
2) Share thoughts on what’s working and what could 

be better about school food in BPS 
3) FNS management team will gather feedback from 

students and build trust among customers 
4) IF students realize they enjoyed lunch, provide 

students with a $50 incentive to come up with a 
marketing plan for their school cafeteria. (Optional 
for students.) 

Number of students and 
adults who volunteer to 
participate 
 
Number of new School 
Food Advisory 
Committee members 
recruits 
 
Number of student-led 
marketing strategies 
developed 
 
Changes in perception 
of school food after 
participating (Pre/Post 
Surveys) 
 
TIMELINE: 
Year 1: Evaluate if this 
is a successful model 
for engaging students in 
1) trying school food, 2) 
becoming advocates for 
healthy options on the 
menu. 
Year 2: Repeat in a 
different set of schools; 
modify as necessary; 
Year 3: Maintain as an 
annual campaign at the 
beginning of the school 
year; monitor 
participation rates over 
the course of the year. 
Year 4&5: Continue as 
an annual campaign or 
nix and reevaluate 
strategy for engaging 
students. 

Community 
Outreach 
Coordinator 
 
Or  
 
Special Projects 
Manager 

Cost 
explained in 
expenses 
column 

  $500-$1500 
for 1 school 
year 
 
* This 
projected 
budget does 
not include the 
staff time it will 
take to 
coordinate this 
campaign over 
the course of 
the school 
year. ~20 
hours a month 
for 11 months 
(Aug-June) to 
manage the 
campaign.  
 
**Range varies 
base on how 
many student 
groups decide 
to put together 
a marketing 
plan for their 
school 
cafeteria. 

7 out of 10.  
Rebuilding 
stronger 
relationships with 
our stakeholders 
and allies should 
be a priority to 
improve the public 
perception of 
school food and 
lunch participation 
rate. This is an 
ongoing challenge 
for this 
department and 
the urgency tends 
to be low given 
other urgent 
priorities that 
need to be 
addressed. 

9 out of 10. 
The overall 
budget for the 
Get in Line for 
a Change! 
Campaign is 
only $500-
1500 for a 
whole school 
year.  However 
it will require 
some support 
and 
coordination to 
be executed 
well. 
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GOALS: 
4) Enhance/build culture for strong, positive relationships . 

 
Strategy Measurable Outcome Responsibility 

 
Tools 
w/costs 

Expenses  Priority 
  (1-10) 

Achievabili
ty  (1-10) 

School Lunch Myth Buster Campaign 
Goal: Rebuild trust with students; debunk 
myths/assumptions that students have about the school 
food and increase lunch participation. 
 
Strategy: Feedback from students can be based on 
firsthand experience, while sometimes it is based on myths 
or misunderstandings about what’s on the lunch line.   
 
- Encourage students to submit comments and questions 
about School Food. Each Month FNS will tackle one 
“school food myth”.  For example students may say, 
“School food is nasty, I never eat it.” 
- The FNS Myth Buster Team will conduct an “investigative 
report” to show the truths about school food.  i.e. 
interviewing students who like the school meal, collecting 
photographs from the lunch line of fresh healthy menu 
options, gathering nutrition information from the menu 
planner etc. 
- The School Lunch Myth will be shared in person with the 
student that submitted the comment, and that student will 
be challenged to sit down and eat school lunch with the 
FNS Myth Buster Team after learning the truth. 
- The findings from the investigative report will be shared 
on the blog, hopefully with a photo of the student who 
submitted the original comment eating school lunch with 
the Myth Buster Team.  
- Myth Buster posters can also be made for the cafeteria 
where the student attends school. 

- Number of comments 
submitted 

- Number 
myths/misuderstanding
s fact checked 

- Number of students 
who change their 
perspective of the lunch 
line 

 
TIMELINE: 
Year 1: Evaluate if this is a 
successful model for 1) 
changing students’ 
perceptions of school food, 
2) increasing lunch 
participation 
Year 2: Repeat in a different 
set of schools; modify as 
necessary; 
Year 3-5: Continue as an 
annual campaign or 
reevaluate strategy for 
changing students’ 
perceptions of school food, 
increasing lunch 
participation 

Community 
Outreach 
Coordinator 
 
Or  
 
Special Projects 
Manager 

Cost 
explained 
in 
expenses 
column 

Total 
Estimated 
Budget for 
School Food 
Myth 
Busters 
Campaign: 
~$605* 
* This 
projected 
budget does 
not include 
the staff time 
it will take to 
coordinate 
the logistics 
centrally. ~ 20 
hours/month 
for 10 
months. 
 

6 out of 10.  
Improving 
student 
likeability is 
an ongoing 
challenge for 
BPS.  
Urgency and 
priority seem 
low given 
other 
priorities of 
the 
department. 

6 out of 10.  
This 
campaign 
will require 
some 
support and 
coordination 
to be 
executed 
well. 
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GOALS: 
5) Build importance of food and nutrition school leadership and City of Boston 

 
Strategy 
 

Measurable 
Outcome 

Responsibility Tools 
w/costs 

Expenses Priority 
  (1-10) 

Achievabilit
y   (1-10) 

Get in Line for a Change! Campaign 
Goal: To encourage our target audiences to TRY school 
food and engage in constructive conversations between 
stakeholders (students and parents), policy makers (FNS 
staff, school committee) and allies (community partners). 
 
Strategy: Often students will say that they do not like 
school food, AND that they never eat school food.  How 
can you know if you don’t like something if you haven’t tried 
it?  The Get in Line for a Change! Campaign would be an 
opportunity for students, community supporters, and FNS 
management staff to sit down and have lunch together in 
the cafeteria together to: 

1) Try what’s for lunch that day 
2) Share thoughts on what’s working and what could 

be better about school food in BPS 
3) FNS management team will gather feedback from 

students and build trust among customers 
4) IF students realize they enjoyed lunch, provide 

students with a $50 incentive to come up with a 
marketing plan for their school cafeteria. (Optional 
for students.) 

Number of students and 
adults who volunteer to 
participate 
 
Number of new School 
Food Advisory 
Committee members 
recruits 
 
Number of student-led 
marketing strategies 
developed 
 
Changes in perception 
of school food after 
participating (Pre/Post 
Surveys) 
 
TIMELINE: 
Year 1: Evaluate if this 
is a successful model 
for engaging students in 
1) trying school food, 2) 
becoming advocates for 
healthy options on the 
menu. 
Year 2: Repeat in a 
different set of schools; 
modify as necessary; 
Year 3: Maintain as an 
annual campaign at the 
beginning of the school 
year; monitor 
participation rates over 
the course of the year. 
Year 4&5: Continue as 
an annual campaign or 
nix and reevaluate 
strategy for engaging 
students. 

Community 
Outreach 
Coordinator 
 
Or  
 
Special Projects 
Manager 

Cost 
explained in 
expenses 
column 

  $500-$1500 
for 1 school 
year 
 
* This 
projected 
budget does 
not include the 
staff time it will 
take to 
coordinate this 
campaign over 
the course of 
the school 
year. ~20 
hours a month 
for 11 months 
(Aug-June) to 
manage the 
campaign.  
 
**Range varies 
base on how 
many student 
groups decide 
to put together 
a marketing 
plan for their 
school 
cafeteria. 

7 out of 10.  
Rebuilding 
stronger 
relationships with 
our stakeholders 
and allies should 
be a priority to 
improve the public 
perception of 
school food and 
lunch participation 
rate. This is an 
ongoing challenge 
for this 
department and 
the urgency tends 
to be low given 
other urgent 
priorities that 
need to be 
addressed. 

9 out of 10. 
The overall 
budget for the 
Get in Line for 
a Change! 
Campaign is 
only $500-
1500 for a 
whole school 
year.  However 
it will require 
some support 
and 
coordination to 
be executed 
well. 
 

 
TEAM:  Kim Szeto, Patricia Courteau, Veneice Smith, Debra Korzec 


