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WHO WE ARE

A COLLECTIVE OF  

ENTREPRENEURS HELPING  

PASSIONATE FARMERS, FOOD 

SYSTEM PROFESSIONALS, AND 

ECONOMIC DEVELOPMENT 

GROUPS, BUILD LASTING, 

PROFITABLE, LOCALLY- 

FOCUSED BUSINESSES. 
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WHAT WE DO

ORGANIZATIONAL STRATEGY & DEVELOPMENT 

 

MANAGEMENT CONSULTING 

 

FINANCIAL CONSULTING 

 

EDUCATION & TRAINING 

 

MARKETING STRATEGY & EXECUTION 

NON-PROFIT & REGIONAL FOOD SYSTEM 

DEVELOPMENT 
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OUR 4 TENETS

Our team has spent more time in the trenches than consulting. We know 
what it feels like to make payroll, hire, fire, motivate, sell and run businesses. 
 

1. WE’VE WALKED A MILE IN YOUR SHOES. 

We’re not worried about our next paycheck, we will tell you what we’re thinking, 
even if you don’t like it and even if we’re wrong—we’re going to be honest, period. 

2. there's no bs

We act like a partner without equity. 
3. WE ROLL UP OUR SLEEVES, RIGHT ALONGSIDE YOU.

What keeps us up at night is that you make more money than our costs. 
We also aim to teach you the skills you need to graduate from our services. 

4. WE ARE COMMITTED TO PROVIDING YOU MORE 

VALUE  THAN THE COST OF OUR SERVICES.



AGENDA
D e f i n i t i o n  &  T y p e s  o f  C o n t e n t

I m p o r t a n c e  o f  P u r p o s e

G o a l s  &  C a m p a i g n s  

D a t a  &  O b s e r v a t i o n s  

C o n t e n t  W o r k b o o k

G o o d  C o n t e n t  P r a c t i c e s

C o n t e n t  E x a m p l e s

L e t ' s  P r a c t i c e

Q u e s t i o n s

H o m e w o r k



The things that are 

held or included in 

something.

N O U N      C O N T E N T    / K Ä N T E N T /  



PODCAST 

CUT THROUGH THE MARKETING CLUTTER

INTERACTIVE 

EVENT
RECIPES



...that educate, 

solve problems, 

and/or offer value to 

individuals by being 

experienced - read, viewed, 

listened to, tasted.

C O N T E N T  M A R K E T I N G



Types
internal blog posts

infographics

press releases

forum posts

videos

lists

podcasts

guest blogs

webinars

memes

emails

OF CONTENT

social media posts

media interviews

signage

brochures

packaging

public speeches

events

advertisements

report / study

website

databases

sky's 
the 

limit



always always purpose

Time is money - crunch the numbers! 

The marketing landscape has shifted - avoid the inertia effect! 

WHY?



purpose is 
established
by identifying 
what we want to 
accomplish . . .

our goals!



short term 
goals

more about your 
products and services 

 
range from 3 months 
to a year

 
ideally based on sales 
and/or customer data



long term 
goals

more about your brand 
 

higher level
 

embody your missions 
and values



data digging
E-commerce Software 

CC Processor

Google Analytics

INTEL IS EVERYWHERE

Facebook

Survey

General Observation 



CASE STUDY: LET'S NAME OUR BUSINESS

FORKETTA 
BOUT IT

UPBEET 
EATS



business profile

grass fed and pastured meats

organic and raw dairy products 

pantry staples

produce

farm co-operative

e-commerce

pick up spot delivery (NE)

doorstep delivery

farmer markets

on-farm store

organic & natural practices (not certified)



Boneless Chicken Breasts

Large Brown Eggs

Organic Raw Cow Milk

Boneless Turkey Breast

Variety Beef Bundle

Ground Lamb

Ground Beef

Beef Steak

Raw Goat Milk

top products



Demographics

55% female age 25 - 4545% male 



Geography

New York

Washington

Philadelphia 



customer behavior

how home delivery worksmonthly specials



short term goals
Increase sales of pasture raised chicken (popular product offering).

 
Increase produce sales (new product offering).

 
Increase monthly special sales (low hanging fruits).

 
Increase female customers between age 25-45 who are cooking 
enthusiasts interested in 30-minute meals.

 
Increase New York customers.



long term goals
Educate the tri-state region about real food.

Support small businesses and family farms.

Offer complete operational transparency.



content workbook
LAY OF THE LAND



content workbook
CAMPAIGN BREAKDOWN 



good CONTENT 
PRACTICES

Educate, entertain, and deliver value. 

 

Plan...but be flexible. Develop framework but be willing and 

prepared to pivot if or when the landscape shifts. 

 

Collaborate internally with your team and externally with 

other brands/organizations/etc. The more perspectives and 

man power, the better! 

 

Communicate consistently. When you feel you’re not 

“prepared” or “focused”, keep putting yourself out there, 

even if in small amounts, such as a single email to your best 

customer. 

 

Utilize diverse channels and a dynamic approach. 



good CONTENT 
PRACTICES

Even though the bulk of your content is not all about the 

hard sell. Make sure you’re as clear as possible about how the 

consumer can take action for that moment when the value 

you provided does motivate them to purchase or share. 

 

Know your value proposition and your elevator pitch. Most 

people I work with need clarity around that before they build 

on their content strategy. 

 

Be honest and direct - don’t embellish. Content will NOT 

WORK if there’s a disconnect between what you’re doing 

and what you’re telling the world you’re doing. This is 

especially true today in the world of buzz words, labels, and 

customers seeking community. 

MORE



content example i



content example ii
THE ELEVATOR PITCH CONSULTANT



let's practice

GOAL > Increase sales of pasture 
raised chicken (popular product 
offering). 
 
TASK > create a pastured chicken 
landing page.  
 
NOTE > Research popular 
topics/questions about pasture raised 
chicken (Google search, 
Answerthepublic.com...) to inform 
messaging and improve SEO.



Find this presentation.

Share it.

Let me know you shared it.

homework

1 hour 
free

Receive 

review of your content 

or content strategy 

+ positive & constructive 

feedback



questions?

Comments or concerns?



BE IN TOUCH

ANGELA CORRADO 

(484)955-3817 

ANGELA@KITCHENTABLECONSULTANTS.COM 

WWW.KITCHENTABLECONSULTANTS.COM 


