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in mind,” she added, “foodservice 
always conveys a value statement 
with whatever it says.”

Guist’s ongoing marketing ef-
forts currently include what she 
deemed “normal” activities – the 
posting of online menus aug-
mented by hard-copy invitations 
to view them that are distributed 
to customers. These menus are 
posted on Humana’s Health and 
Wellness web site along with 
healthful-eating tips and nutri-
tional breakdowns of food choices 
currently being served in foodser-
vice’s facilities. “We’ve also begun 
adding links from our web pages 
to other organizations’ healthful 
diets because we understand that 
one of our primary roles is to edu-
cate and promote wellness diets,” 
Guist related. “In addition, statis-
tics show that healthful eating by 
employees helps to reduce compa-
nies’ health insurance costs and 
claims, so there’s a financial ben-
efit for those businesses that use 
foodservices to support wellness-
oriented lifestyles.”

Guist believes that the best 
ways to measure the success of 
marketing programs are to track 
sales of promoted food items over 
the duration of a campaign and 
to survey customers on what mo-
tivated them to select those items. 
According to Guist, among the 
marketing activities that have 
been best received by Humana 
foodservice customers have been 
“special” days, such as October 
Fests, Olympic promotions (with 
a tie-in menu of athlete-fueling 
meal choices) and Italian celebra-
tions complete with traditional 
music, red and white-checked 
tablecloths, non-alcoholic grappa 
and a selection of meals made 
with regional fare. 

“Our goal with all of our promo-
tions is to create a memorable ex-
perience that reflects the values 
under which we operate,” she 
noted. “Due to the fact that food-
service here is not allowed to send 
e-mails to our employee-customers, 
we tend to rely on unit decorations 
to express our themes. On the 

other hand, we can post surveys of 
our department’s recent perfor-
mance on Humana’s intranet.”

Despite marketing restrictions, 
Guist has been able to promote 
successfully her department’s re-
cent Check Your Choices pro-
gram, in which the higher costs 
of healthful meal selections is 
subsidized to eliminate price dif-
ferentials with higher-fat items. 
Guist noted that the result of this 
initiative has been a 30 percent 
increase in the sale of more 
healthful food choices since the 
program started in 2002.
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Making healthful meal choices is part of Humana’s Check Your Choices program. Healthy choices are subsidized to eliminate 
price differentials with higher fat items.




