
DIGITAL
FOR LUNCH How K-12 Nutrition Programs Can 

Reach Teens and Parents Online



WHERE THE 
EYEBALLS ARE

INTRODUCTION

Digital has become the go-to communication channel 
for nearly everything, and for good reason: It’s the 
easiest and most cost-effective way to reach everyone 
in your school community.

of teens have access to 
a smart phone and
45% REPORT BEING ON THEM 
“ALMOST CONSTANTLY”1

of U.S. adults are Facebook users,
AND ROUGHLY 75% USE 
FACEBOOK DAILY 2

of 13–17 year-olds use 
AT LEAST ONE OF SEVEN 
MAJOR ONLINE PLATFORMS1

1. Pew Research Center, Teens, Social Media and Technology, 2018
2. Pew Research Center, Social Media Use, 2018

95%

68%

97%
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Only about 45% 
of school districts 
are marketing their 
nutrition programs  
with digital media1

The basic components are:

CHAPTER 1

BOTHER?WHY
Between planning menus, managing staff and complying with 
regulations, school nutrition professionals certainly have their hands 
full. Little wonder only about 45% of school districts are using digital 
media to promote their programs.1 So what’s wrong with relying solely 
on printed communications to speak to teens and their parents?

Digital communication isn’t a single approach; it’s 
multiple online tools—each with its own set of 
strategies and tactics—used in a coordinated fashion. 
We’ll walk you through each of these elements in 
greater detail in the chapters ahead.

• Digital media, unlike paper, allow you to tell the story of your 
program with the power of sight, sound and motion. At a time 
when nutrition programs face stiff competition from fast food 
and home-packed meals, you really need these “super powers.”

• As evidenced by study after study, your students and parents 
are spending an inordinate and growing amount of time online.

• Done correctly, digital media can help reduce 
your promotional costs.

Snaps? Hashtags? Aren’t you busy enough already?

1. School Nutrition Association, Little Big Fact Book, 2019www.simplotfoods.com | (800) 572-7783

Social media platforms—Facebook, 
Instagram, Snapchat, etc., focus on quick 
and easy snippets of information, photos 
and short videos.

Email—A cost-effective way to send 
news to those who opt in to your  
email list.

Website—The foundational piece of 
your digital effort and host to some of 
your digital content.

Parents and kids use all of these platforms—but 
not in the same ways. Ready to learn more?
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CHAPTER 2

www.simplotfoods.com | (800) 572-7783

Like any other kind of communication, it pays to know your audiences 
before you invest. As the use of social media has approached ubiquity, 
parents and their kids have gravitated to different platforms. The picture 
becomes even more nuanced with the variables of race and income. 

The average American uses three social media platforms.2 With dozens of 
choices out there, here are the three that will give the biggest return on 
your time: Facebook, Snapchat and Instagram.

Use Facebook for Parents

Roughly two-thirds of U.S. 
adults now report that they are 
Facebook users (including 81% 
of moms), and roughly three-
quarters of those users access 
Facebook on a daily basis. While 
51% of teens use Facebook, that 
percentage is falling and only 10% 
of teens point to Facebook as 
their most-used platform.1,2

Use Snapchat for Students

About 69% of U.S. teens use Snapchat and 35% of them 
use it more than any other platform—their highest of 
any social medium. Snapchat—a smartphone app—can 
be used for a range of different tasks, including sending 
short videos, live video chatting, messaging, and 
sharing a chronological “story” that’s broadcasted to all 
your followers. Snapchat’s defining characteristic—and 
potential drawback—is that your posts, called “snaps,” 
are only visible to the viewer for a short period of time 
before they disappear.

Use Instagram for Both

Instagram has a fair amount of 
crossover between adults (35% 
use it) and kids (72% use it). Like 
Snapchat, Instagram is a photo- 
and video-sharing app designed 
to be used on a smartphone.  
Like Facebook, Instagram posts 
are available to your followers 
until you delete them.

Different communities,  
different platforms
» Girls are more likely than boys to say 

Snapchat is the site they use most often 
(42% vs. 29%)1

» Facebook use among teens increases as 
household income decreases (70% at less 
than $30K)1 

Parents and students love social media—just not the 
same platforms, of course

OVERVIEW
SOCIAL

1. Pew Research Center, Teens, Social Media and Technology, 2018   2. Pew Research Center, Social Media Use, 2018 5



81% of moms use 
Facebook; 75% access 
it every day; 51% visit 
several times a day1

CHAPTER 3

Moms are famously active on Facebook. Whether it’s asking for parenting 
advice or recommending a service (including yours!), moms are keenly 
interested in gathering and sharing information that makes life better for 
themselves, for their families and their friends. This means they can be 
powerful advocates for your program!

As an institution or organization, you’ll need to use Facebook as a “page,” 
not a person. Don’t worry, creating a page is easy:

» Start with (or create) your personal account. Go to the top of the Facebook page 
and click on “Create.” Select “Page.” Facebook will ask you a few simple questions 
about the type of page you’re creating, and ask you to verify your identity. 

» From there, you’ll assign “roles” to the page. You’ll do this by inviting trusted 
individuals in your network to help you manage the page. The “Admin” can do 
anything on the page: write posts, assign roles, etc. An “Editor” can only write and 
publish posts; they cannot assign new roles or make major changes to the page.  
Be careful with whom you let have control of your page. 

» Invite people or other organizations to “Like” you. It’s a great idea to go out and 
find similar organizations (the PTO, etc.) and like them to draw interest in your page. 
You can also invite people from your personal networks to like the page.  
That way they’ll spread the news to their own friends and family. 

Welcome to the mother of all mom magnets

Build Your Page

1. Pew Research Center, Parents and Social Media, 2015www.simplotfoods.com | (800) 572-7783

FACEBOOK
IN DEPTH

6



CHAPTER 3

You’re now ready to start posting, so follow these easy tips: 

•  Always post with visuals (pictures, animated GIFs, and 
videos) to maximize engagement

• Keep your posts short, friendly, and conversational

•  Link posts back to your website or to your other social 
media channels

•  Post at the times of day your followers are most likely to 
be interacting with Facebook

•  Watch your page closely: Be sure to “Like” comments 
and respond back to people quickly

•  Try to post once a day or several times a week to keep 
your page top of mind

•  Respond to Private Messages and Reviews as soon  
as possible

• Reward praise and address complaints / misconceptions

 
You’ll find out quickly what people like and what they’re 
responding to. You’ll see what times of day bring the best 
engagement and what times don’t. 

Facebook uses an algorithm to determine which posts it 
feels are important enough to reach a user’s news feed. 
With so many posts generated every day, the result is that, 
on average, your post will only reach about 1% of your 
followers—that is, unless you pay to “Boost” 
them. So you’re going to want to 
devote a small budget to promoting 
your page and your posts. Don’t 
worry, it’s easy. When you publish a 
post, you’ll see a large Boost button. 
Click it to begin the process: 

What Works on Facebook

Pay to Play

www.simplotfoods.com | (800) 572-7783

CONTINUED

»  Choose your audience.  
Facebook makes this very easy.

»  Choose your budget.  
Typically $5 or $10 is ample if 
you’re just starting out. 

»  Choose the duration of your Boost.  
How long do you want this communication 
to persist? 

»  Choose a payment method.  
You’ll need a verified credit card to do this.
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CHAPTER 3

www.simplotfoods.com | (800) 572-7783

CONTINUED

ANATOMY
OF A PAGE

So you’ve now got a page—what on Earth are you looking at? A Facebook 
page can be a confusing, cluttered place, so we’ll show you some key places 
to look and where to find your important interactions. The bar at the top of 
your page will house your most important interactions. 

Insights: This will tell you how many page 
views you’ve received, how many “Likes” 
you’ve generated, the amount of “Reach” 
your posts have received, and more. Play 
around with this section. You’ll find a ton 
of invaluable information about who’s 
interacting with your posts, which posts are 
performing better than others, what days 
people are interacting with you, etc. 

Profile and Cover Photo: At the very 
top of the page, to the left you’ll find a 
circular thumbnail image that you can 
customize. This is a good place to put your 
organization’s logo or something that will 
tell people who you are. Make it something 
memorable, as that’s what will show up 
whenever you make a post. 

To the right of the thumbnail is your 
“Cover” photo. This is an area where you 
can get more creative with a bigger banner 
image. Try using a nice, colorful photo of 
your food. Alternately, you could use a 
large photo of your organization’s facilities, 
or perhaps a group photo of  
your staff. 

Inbox: This is where you’ll find any private 
messages to your page. Do your best to 
address these messages quickly. You likely 
don’t have the time to get into lengthy 
back-and-forth messaging sessions, so 
clear things up quickly and move on. If 
there’s a question that can be answered by 
pointing back to your website, do so! 

Notifications: This is where Facebook notifies you of all 
the interactions with your page. Has someone posted 
on your page? Maybe they’ve left a review? Perhaps 
they’ve commented on or liked one of your posts? This 
section will give you all the information you need. 

About: Fill this out as completely as you 
can. There you’ll tell people where to find 
you, what type of organization you are, your 
hours of operation, and a short section that 
gives you a place to describe who you are. 
This is your chance to communicate what 
your organization is all about. 

8



Start by downloading the Instagram app for your phone. There are some things you can do on 
Instagram via your desktop, but you’ll be primarily interacting with the channel through your phone. 
If you’re new to Facebook and Instagram, start by simply entering your email. If you’re already on 
Facebook, you can log in using your Facebook username and password. 

Go to Settings and scroll to “Switch to a Business Account.” From there you’ll be able to add pertinent 
info about your organization, such as address, phone number, and a link to your website. With a business 
account, you can see – in real time – how your content and promoted posts are performing among your 
followers. You’ll also be able to track your followers to see how they’re interacting with your content. 

Fill out your profile, add a profile photo (or logo). Now you’ll want to add a description of your 
organization. You can do this by going to the Edit Profile section. You have a maximum of 150 characters, 
so make every word count. Importantly, Instagram doesn’t allow you to link to websites in individual 
posts, so your only opportunity to direct people to your website is within your bio.

Go to the Options screen and make sure your profile is set to Public. You want everyone in the world 
to be able to see your content. There will be an option for “Private Account,” so make sure that option  
is turned off. 

CHAPTER 4

You’re going to like Instagram. Probably the best thing about it, apart from 
creating and sharing great images, is that you won’t have to spend a lot 
of time managing comments. Unlike Facebook, which seems to inspire 
discussion, Instagram users typically leave a comment (or simply like your 
photo) and move on. This means more time to create good content and 
less time managing comments.

Perfect for those who eat with their eyes, i.e. everyone

Start Your Page

www.simplotfoods.com | (800) 572-7783

INSTAGRAM
IN DEPTH Just like Facebook, 

you can promote 

Instagram photos  

to get more views  

and followers.  

Click the “Promote 

Post” button on  

your Instagram  

post, and follow 

the steps.
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CHAPTER 4

Get comfortable shooting photos and videos with 
your phone, because you’re going to be doing a lot of 
it. Instagram is about great content, and that means 
compelling copy to go with your images, but it’s primarily 
about great visuals. Fortunately, you have excellent subject 
matter – your staff, your facilities, and your food.

Become a Phone-tographer

www.simplotfoods.com | (800) 572-7783

CONTINUED

Use Instagram’s “filters” to make your images  
more appealing.  
Don’t try and get too fancy though—sometimes you’ll 
find the photo you took is just right as-is. You can also 
crop your photos to make sure your subject really stands 
out as the focal point of the image. 

Keep any text short and snappy.  
Your photos and videos (limited to 60 seconds) should 
speak for themselves. A little descriptive copy to 
highlight your image is all you’ll need. 

Don’t forget to add hashtags.  
Hashtags are short phrases (no spaces) that make your 
posts more discoverable to others, increasing your 
reach. Keep your hashtags short and snappy. Take a look 
around at what others are posting. You may find that 
others have already done the work for you, and have 
already come up with great, “trending” hashtags to use. 

10



CHAPTER 4
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CONTINUED

22 Likes
username Hi!!
6 MINUTES AGO

The Camera: Click on this to begin taking 
photos, using filters, cropping images, 
and so forth. 

The Home icon: This takes you to 
your feed, where you’ll see posts from 
people you follow. It will also offer 
suggestions on new people to follow. 

The Magnifying Glass: Lets you search for 
content or specific users (if you know their 
exact user name). It will also suggest genres 
of posts for you to search and discover. 

The Plus Icon: Lets you choose from your 
phone’s existing gallery of images to post. 

The Heart: Shows you all the 
activity on your channel, such as 
recent followers. You can also 
choose to view the activity coming 
from the people you follow.

The Profile (head and shoulders): 
Takes you to your settings, which 
were discussed in detail previously. 

The Bookmark: Lets you save your 
favorite posts for future reference. 

Like/Comment: Click the Heart to “Like” 
a post, click the Conversation Bubble to 
leave a comment.

Paper Airplane: Click this to 
share a post with someone else.

Square or portait-oriented 
photos and video command more 
space (and therefore attention) 
in the Instagram interface than 
landscape-oriented ones.

ANATOMY
OF THE APP

11



CHAPTER 5

Snapchat has evolved from a fun-and-games app to a full-blown 
social media channel: snap pictures, send them to friends, and 
watch as they disappear 10 seconds after they’re viewed.  
Over time, the app has evolved to offer “Stories,” a running 
narrative of photos and videos from throughout your day.  
These can be shared publicly or only with your followers. 

As the go-to channel for students,  
Snapchat is worth the effort

Let the Snapping Begin

Getting Started

www.simplotfoods.com | (800) 572-7783

SNAPCHAT
IN DEPTH

1

2

Download the app to your phone. Like Instagram, 
you’re going to use this app on your phone, and only  
on your phone.

Register with the app. Provide your name, birth date, 
an email, and a phone number. You’ll also need to choose 
a username, and choose this carefully – once you’re 
registered, there’s no changing it. From there, Snapchat 
will guide you through the rest of the steps in using the 
app. You can also choose to let the app access your 
contacts; this will tell you who – if anyone – among your 
contacts is already using the app, a handy tool for building 
up your followers. 

• First, you’ll need to choose whether you want to take a “selfie” 
or use the rear camera of your phone to take a photo. You can 
easily switch between these options by pressing the arrows 
button at the top right of the screen. 

• To take a photo, press the large circle button at the bottom of 
the screen. To take a video, simply press and hold that same 
button. The video will stop as soon as you release the button. 
From there you can apply filters, stickers or emojis. Take 
advantage of the Lens feature, as these can add some really fun 
and interesting effects to your snaps. 

• When you’re ready to send your snap, simply tap the “Send To” 
button near the bottom right-hand side of the screen. You’ll be 
asked who you’d like to send your snap to – or choose to add it 
to your story.

If you’ve already got a great picture saved to your phone, you can 
choose to send that as well. You can access your phone’s camera 
roll by tapping the rectangular icons directly below the large circle. 
Here you’ll see your recent photos taken from the app or be given 
the option to add one of your phone’s existing photos. 

12



CHAPTER 5

The Stories feature is where things get really fun. Unlike individual 
snaps, Stories remain viewable for 24 hours, and they can be viewed 
any number of times before they’re deleted. This is a great way to 
showcase an event or promotion, for example. 

Snap Your “Stories”

www.simplotfoods.com | (800) 572-7783

CONTINUED

 Begin your story by taking a snap and then  
selecting the “My Story” option. 

You can also select the “My Story” option from your 
profile page which will send your snap directly to  
your story, rather than individual recipients. 

 Stories can be private, in that only you can add to it, 
and only your invited followers can view it. 

 A “Custom Story” lets you choose who else can add  
to it and who can view it. 

 Finally, the “Geo Story” option makes it available  
for anyone nearby to view. 

13



CHAPTER 5

www.simplotfoods.com | (800) 572-7783

CONTINUED

The Friends page: Navigate to this section 
by tapping on the “Head and Shoulders” icon 
near the top right of the screen. This section 
will show you all your friends and your current 
conversations. From this section, you can snap 
or message friends directly by tapping on 
their name.

The Discover page: You can access this area 
by tapping on the “Two Rectangles” near the 
bottom right of the screen. From here you can 
add friends, discover other Snapchat feeds, 
follow celebrities (or influencers), or even view 
events from around the globe. 

ANATOMY
OF THE APP

Your Profile page: Navigate to this 
section by pressing the head and 
shoulders icon in the upper left-hand 
section of the screen. This is where you’ll 
access your app settings (by pressing 
the Gears icon at the top of the page). 
From here you can also add friends, add 
to your Story, create or adjust location 
settings, and so on. 

The Main Screen: Also called the 
“Camera Page,” this is where you’ll be 
spending most of time creating your 
snaps. You can take photos or videos, 
use lenses, apply filters, stickers, and 
geotags, and use the sketch tool. 

14



CHAPTER 6

INBOX
FEED THEIR

First, when people give you their email addresses, they’re actually asking
for you to email them, so they’re more likely to read, open and respond.
Second, it’s free to send emails, up to a certain number per month, using
great online tools such as MailChimp or Constant Contact. Finally, because 
of smartphone use, people are more likely to check their email on the go.

Cutting through the noise
The average working adult receives 122 emails per day.1 If you want 
your email to be opened and read, then you must prove that it’s 
worth it.

To create an effective email marketing campaign, focus on:

• A clever angle: Don’t be afraid to use jokes or puns or tell a story.  
In email, you want to stand out and make a person laugh, chuckle, 
feel nostalgic or just get plain ‘ol hungry!

• Magic words in the subject line: Words like “free,” the recipient’s first 
name, and expressions of urgency and exclusivity are known to boost 
open rates.

• Brevity: Make sure it can be read in less than 20 seconds or so.

• A clear call-to-action: Use phrases like “Reserve your seat.”

• “Sign-up for a special event.” Or “Share with a friend.” 

Email marketing offers the 
highest ROI among digital 
marketing tactics. Why?

www.simplotfoods.com | (800) 572-7783

Email Marketing Providers:

Get permission first

1. https://www.huffingtonpost.co.uk/entry/we-are-beginning-to-feel-crushedby-
the-number-of-work-emails-we-get_uk_56f2b084e4b08af01be9f9ee

Only send marketing emails to people who have opted-in to 
receive them, and always include a link to unsubscribe.

Research indicates that 24% of Americans 
check their email several times a day, 
with another 20% checking at least once 
a day. And it’s not just at work: 49% of 
Americans say they check email every few 
hours after the workday has ended.

Statista, 2018
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CHAPTER 7

Digital media can help you promote and improve the image of your 
program, share useful nutritional information, and help students and 
teachers get to know your staff in a positive light. But like any type of 
communication, there are right ways and wrong ways to go about it.  
Here are a few best practices you should follow.

 What’s cooking today

 Staff spotlight

 Local suppliers/farmers of your 
food

 Healthy eating habits

 Changes to your program

 Recipes

 Surveys

 Announcements

 Holiday schedules and  
special menus

 Notable employee moves

 Community activities

 Special events, such as the 
annual School Lunch Hero Day

As usual, the little things can make a big difference

Content Ideas

www.simplotfoods.com | (800) 572-7783

PRACTICESBEST

Your overall goals are to promote the quality of your food, share the 
warmth and dedication of your staff, and educate parents and kids 
about nutrition—always write in a friendly, conversational tone.  
Here’s short list of potential content you can share:

FREE APPS &
ONLINE TOOLS 

Hootsuite  
Schedule your posts 
ahead of time.

Boomerang 
Create easy animated 
photos or .GIFs.

Layout  
Create photo collages by 
easily compositing photos 
into a single image.

Canva  
Mostly free or cheap 
photo editing.
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CHAPTER 7

Rather than posting a series of unrelated ideas, try to organize 
your posts into larger campaigns that increase awareness and 
engagement on specific topics like National School Lunch/ Breakfast 
Week. Photo contests and similar promotions should be hashtagged 
so participants and observers can see all of the related posts and 
“virtually” participate in your event. 

Put your food in indirect, natural light.  
Try positioning your food next to a big 
window, away from direct sunlight. Indirect 
light coming in from the side will bring out 
the texture of your food with soft shadows. 
Soft shadows are much more flattering to the 
subject, creating subtle depth and dimension 
without dominating the scene.  
Direct sunlight will cast hard, dark shadows.

Place your food on a neutral background. 
Messy or colorful backgrounds draw the 
viewer’s attention away from the food. 
Neutral backgrounds place maximum 
emphasis on the food. Dark food usually 
looks good on a dark background, and 
light-colored food looks good on a light 
background.

Experiment with the shooting angle. 
Shooting from above is often the best 
choice, especially when the food is arranged 
on a plate or bowl. Shooting from above 
shows all the details of the food and the 
background, emphasizing the bold shapes of 
the dishes, utensils and other objects.  
But try shooting from several other angles 
and evaluate which one works the best.

Keep it clean. There’s nothing appetizing 
about a photo of a messy tray of food. 
Always arrange your food in a neat or 
unique way to create visual interest. Details 
matter. Consider leaving some breathing 
space around the tray so it doesn’t fill the 
entire frame. Doing so will create a better 
composition and emphasize the shapes of 
your subjects.

Optimize the color. All cameras 
are imperfect at capturing color, 
and oftentimes the color in photos 
comes out more muted than you’d 
like. The photo app on your phone 
usually offers ways to edit the 
color of your images. But there are 
several stand-alone apps that can 
help, like VSCO. Using VSCO, you 
can select filters that enhance the colors and 
mood of the image. Use wisely—these filters 
can make the colors more vivid and add 
vibrancy and excitement.

Create Memorable Campaigns

Shoot to thrill

www.simplotfoods.com | (800) 572-7783

CONTINUED

A post without a picture is very likely to be skipped on Facebook, and for Snapchat and Instagram it’s 
absolutely essential. Don’t fret if you’re not a professional photographer or don’t have access to the 
best equipment. This is online media: it doesn’t have to look perfect. Your audience wants authenticity 
and they understand if a photo is not necessarily professionally staged. Here are some tips:

1

1

4

2

3

42

3 5
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CHAPTER 7

You hear about celebrity influencers all the time. Brands pay 
them millions of dollars to post online about their products 
because they have millions of followers. Obviously you can’t 
afford to pay influencers, but you can probably identify 
influencers in your own community who can increase the 
reach of your social posts by sharing them in their own 
feeds—for free. Who might you approach?

• Students with large numbers of followers

• Parent-teacher organizations

• Student nutrition committee

• Student council

• Parents and community members visiting for lunch1

With the flood of online content, it can be difficult 
to find exactly what you’re looking for online. This is 
where hashtags come in. Through a creative, succinct or 
memorable hashtag, you can make your content easier to 
discover online. You can make them as broad or as specific 
as you like, depending on the nature of your post. 

For example, what if you’re trying to reach only people 
in the Boise School District? Try using the hashtag 
#boiseschools. It’s easy to remember and searching for 
that tag will bring up only content that’s been tagged with 
that phrase. You’ll reach exactly the people you’re looking 
for that way. 

Use your influence(rs). Hashtag Like Crazy 

 1. Be aware of state and federal child privacy laws.www.simplotfoods.com | (800) 572-7783

CONTINUED
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CHAPTER 8 Oftentimes the sites you want to share online have 
addresses that are inconveniently long. Don’t fret.  
Just convert them to a shorter address using a free link-
shortening service like Bitly or Ow.ly. There are other 
advantages to link shorteners:

• That new short link you just created is now being 
tracked by Bitly, meaning you can see exactly how 
many times people are clicking on it.

• You can also customize your new short link to make 
it more memorable. Some sites will let you do this 
for free, while others will charge a nominal fee for 
“enterprise” users. Using the link editing tool, you 
could create a link like http://bit.ly/boiselunchmenu. 

Make sure you have the support of your school 
administrators. Show them how social media could 
be useful in your communications efforts, based on the 
demographics and social media usage of your audiences.

Keep it simple to start. Start with one platform like 
Facebook and build it out from there.

Ask your food manufacturers to help fund your  
digital efforts. Manufacturers like Simplot are always 
looking for helpful ways to support your nutrition 
programs. Reach out to see how they can support your 
ideas with the resources they already have available!

Keep an eye out for what’s resonating. This is going to 
be a learning process. Make adjustments in your content 
and strategy as you go.

Be human. Have fun and keep your tone personable.

Get help. You can’t do this alone. Assemble a small team 
of social-media savvy staff members to create a calendar 
of upcoming posts, then divvy up the work of creating  
the content.

Shorten Long Web Addresses

Some Final Advice on Digital Media

www.simplotfoods.com | (800) 572-7783 19



For more information on our products, 
contact a Simplot representative or 
visit simplotfoods.com.

Connect with us on social media:

© 2019 J.R. Simplot Company    The foregoing trademarks are owned by the J.R. Simplot Company. Be aware of state and federal child privacy laws.


