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Welcome to Our Panelists:

Meredith Brandt, Manager
Federal Advocacy & Public Affairs
Share Our Strength’s No Kid Hungry Campaign

Sarah Steely, Outreach Associate
No Kid Hungry Virginia
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Agenda

1. The Importance of Program Marketing
2. Key Steps to Develop Your Marketing Strategy
3. Marketing Case Study: No Kid Hungry Virginia
4. Resources to Support Marketing & Outreach
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1. THE IMPORTANCE OF PROGRAM MARKETING

17% ‘ 68%
0,
Participated - 40% Aware - Interested

2013 Share Our Strength
National Summer Meals Survey
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THE IMPORTANCE OF PROGRAM MARKETING

Opportunities: Pitfalls:

« Right message reaches your target  Muddled message reaches your
audience at the right time target audience

* Your audience responds « The wrong people are targeted with
appropriately your message

« Impact of existing efforts are
amplified

Force Multiplier Diminishing Returns

BESTPRACTICES.NOKIDHUNGRY.ORG
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Action
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BUILD A STRATEGIC PLAN

Goal

Strategy

Decision
WVELES

BESTPRACTICES.NOKIDHUNGRY.ORG

Problem

|

Strategy drives tactics, not the
other way around.
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Agenda

1—TFhe tmportance-of Program-Marketing
2. Key Steps to Develop Your Marketing Strategy
3. Marketing Case Study: No Kid Hungry Virginia
4. Resources to Support Marketing & Outreach



RRRRRRRRRRRRRRRR

2. THREE KEY STEPS TO DEVELOP YOUR MARKETING STRATEGY

|dentify Create

Your Target Your
Audience Message

BESTPRACTICES.NOKIDHUNGRY.ORG
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STEP ONE: IDENTIFY YOUR TARGET AUDIENCE

* Goal: 1-3 specific things
your are trying to
accomplish

* Problems: Specific
obstacles or barriers to
achieving your goals

« Decision Makers:
Specific people or groups
with power to make your
goals a reality

BESTPRACTICES.NOKIDHUNGRY.ORG

Problems

Decision
Makers

¥

Target Audience

Identify

Your
Target
Audience
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IDENTIFY YOUR TARGET AUDIENCE: EXAMPLE

Goal: Increase summer
meals participation by
young children at Green
Acres public housing site
Problems: Families are
unaware that programs
exist, or don’t know how to
participate; safety concerns
Decision Makers: Parents
are the ultimate decision-
makers, especially for
young children

BESTPRACTICES.NOKIDHUNGRY.ORG

Increase
participation

Lack of
awareness

¥

Parents with Young Children
Community Leaders

Identify
Your

Target
Audience
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STEP TWO: CREATE YOUR MESSAGE

How does your target audience
receive information?

Who are the most trusted sources e
of information for this audience?

What are the top worries,
concerns, or interests of this
audience?

BESTPRACTICES.NOKIDHUNGRY.ORG

Target Audience: Decision-makers,
or those who influence decision-
makers.

Message

Create
Your

Message
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CREATE YOUR MESSAGE: EXAMPLE

Word of mouth; community

Target Audience: Parents with
message boards; texting/social

Young Children at Green Acres

media

Friends; property managers;
organizations already providing
services

Messengers

Message

Create

Your
Message

meals and onsite activities

[Safety; availability (and quality) of ]

BESTPRACTICES.NOKIDHUNGRY.ORG
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Elements of a powerful message:

« Reflects your goal(s)

« Relevant to your target audience

« Delivered to your audience in a way they trust,
by people they trust

* Includes a clear call to action

Create

Your
Message

BESTPRACTICES.NOKIDHUNGRY.ORG
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CREATE YOUR MESSAGE: EXAMPLE

Join us each day at noon at the Green Acres picnic
pavilion for ‘Lunchtime & Learning’, a joint initiative
of Green Acres and Pleasant Hill School District.

Reading materials and delicious meals provided to all
‘ kids at no charge! Daily program begins June 1 at
P Onsite noon and runs through August 15.
activities
Tasty
meals
® Create

Safe for Your
kids

Message

BESTPRACTICES.NOKIDHUNGRY.ORG 16
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STEP THREE: CHOOSE YOUR TACTICS

Once you have your goals, audience, message and calls to action,
it's finally time to think about tactics and activities.

Examples include:
« Qutreach through partner networks
« School/district robocalls

 Radio PSAs
 Banners
) ) Choose
* Social media blasts Your
. Tacti
« Targeted newsletter articles actics
* Op-eds

BESTPRACTICES.NOKIDHUNGRY.ORG 17
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STEP THREE: CHOOSE YOUR TACTICS

Questions to ask:
For each tactic, ask yourself the following:

*  AUDIENCE: Will this directly reach my priority
audience?

« GOAL: Does it help achieve our goals?

- ACHIEVABILITY: Do we have the capacity (both S
time and budget) to execute this? Tactics

BESTPRACTICES.NOKIDHUNGRY.ORG 18
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EXAMPLE TACTICS LIST

Potential Community Advocates Thought
Participants Leaders

Marketing -+ Robocalls * Info packets to faith leaders « Data and
« Canvassing and law enforcement stories
« Yard signs « Sample newsletter blurbs for about the
* Flyersin partner orgs to use value of
backpacks/on < Social media language summer
community promoting summer meals and meals
boards texting hotline — ask partners programs
* Radio PSAs to repost on their pages Choose
- Social media + Posters and flyers in Your
storefronts LEEES

BESTPRACTICES.NOKIDHUNGRY.ORG 19
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TACTICS: CREATE YOUR TICK-TOCK

Budget

Robocalls Parentsin Late May  John will contact Zero spend; John contacted

housing (last week  management John @ 2-3 manager on May
unit of school) and provide hrs staff time 5; John sending
copy for call copy

Develop a Tick Tock for each of the key tactics you plan to Choose
employ as part of your summer meals marketing and Your
outreach plan. Tactics

BESTPRACTICES.NOKIDHUNGRY.ORG 20
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1—TFhe tmportance-of Program-Marketing
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3. Marketing Case Study: No Kid Hungry Virginia

4. Resources to Support Marketing & Outreach



Sarah Steely
Program Associate
No Kid Hungry Virginia

Sarah.steely@vdh.virginia.gov

(804) 864-7510
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State Partner
(i.e. Library of Virginia
leadership)

Partner Decision-Makers
(i.e. staff at Virginia’s 92 library
systems)

Partner Audience
(i.e. library patrons)

_ NOKIDEUNGRY
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URSTRENGTH Library Leadership—> Library Staff = Library Patrons

* Goal: To increase access to and
awareness of summer meals by
expanding the number of library sites

* Message

— Medium: Library of Virginia direction,
peer-to-peer communication

— Messengers: Library leadership and
participating libraries

— Values: Promoting the summer reading

|
18
|

program and preventing the summer ©
slide

Message: To be well-read, you must be well-fed.
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SHARE OUR STRENGTH Local Leadership = Local Agencies = Local Residents

e Goal: To increase access to and awareness of
summer meals in all localities.

* Message

— Medium: Existing print publications, newsletters, and
listservs

— Messengers: Elected officials, Virginia Municipal League,
Virginia Association of Counties

— Values: Community connectivity, economic vitality, public
engagement

Message: Virginia’s children are Virginia’s future.
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* Develop partner buy-in.

* Discover shared values.

* Welcome assistance with outreach.

* Ensure common branding and marketing.

 Reach kids and families before school ends
for the summer.

_ NOKIDEUNGRY
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4. Resources to Support Marketing & Outreach
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How To Build a Communications Strategy
A 2017 Summer Playbook

uuuuuuuuuuuuuuuu

BESTPRACTICES.NOKIDHUNGRY.ORG

The Three Phases of A Plan
Customizable Resources
Build Your Own Strategic
Communications Plan

30
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2017 No Kid Hungry Summer Meals Outreach Materials

ENVIE EL TEXTO ‘COMIDA’ AL 877-877
PARA NINDS Y ADOLESCENTES DURANTE EL VERANO

m i ar food service program s an equal opportunity provider
d for by Share Our Strength*

TEXT ‘FO00’ T0 877-817
TO FIND FREE SUMMER MEALS NEAN YOU

Wizte arrd Yery anww.-l mﬂ&knm
mae g Save 8 \.n-\dm placs 1o hang ©

Cal 1-808- IMUNGERY 5 lsmeny orm.

Text 'FOOD' to 877-877 or call 1-866-3-HUNGRY for free summer meals in your neighborhood.




xNOKID,
HUNGRY

HARE OUR STRENGTH

center for BEST
PRACTICES

Texting Hotline & Summer Action Day

Thursday, July 13 is
Summer Action Day!
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QUESTIONS & ANSWERS

Write questions in chat box

Panelists are available to field your
guestions

BESTPRACTICES.NOKIDHUNGRY.ORG
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WRAP-UP

* Importance of Program Marketing

« Key Steps to Develop Your Marketing Strategy

* No Kid Hungry Virginia: Marketing Strategy & Tactics
* Resources to Support Marketing & Outreach

BESTPRACTICES.NOKIDHUNGRY.ORG
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Year-Round Meals: Connecting Summer & Afterschool Meals

Please join us next month!
Save the Date: Tuesday, June 20 at 2:00 PM Eastern

Website: www.bestpractices.nokidhungry.org

Email: bestpractices@strength.org
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