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Executive Summary 
 
Client Background:  
 
St. James Town Community Co-operative (SJTCC) is a non-profit, food cooperative located in 
Toronto, Canada. It was founded with the aim of providing affordable and accessible food 
options to its members. The co-operative is made up of residents who own shares in the co-
operative and collectively manage its operations. 
 
SJTCC operates by securing large bulk grocery orders with major distributors at a low cost, and 
then redistributing the products to its members at an even lower cost. This allows the co-op to 
provide high-quality food at significantly reduced prices, making it an attractive option for those 
who are looking to save on their grocery bills. 
 
The co-operative also aims to promote community involvement and sustainability. By pooling 
resources and working together, members can reduce their impact on the environment and 
support local businesses. Additionally, members have the opportunity to participate in decision-
making and contribute to the development of the co-operative. 
 
SJTCC is a valuable resource for those in the community who are looking for affordable and 
sustainable food options. By joining the co-op, members not only save money on their 
groceries, but also have the opportunity to be a part of a supportive and engaged community. 
 
Client Objectives: 
 

1. Develop a social media strategy to promote the Food Hub and generate interest among 
the community. 

2. Run a campaign to engage the community and encourage volunteerism in different 
aspects of the Food Hub project, particularly the shipping container kitchen and food 
depot initiative starting in summer 2023. 

3. Increase community awareness of the Food Hub and its purpose of providing affordable 
and sustainable food options. 

4. Generate excitement and anticipation for the new equipment, such as the dehydrator 
and freeze drier, that will be set up in the new space starting in January 2023. 

5. Foster a sense of community involvement and ownership by encouraging community 
members to volunteer and participate in the different aspects of the project. 

6. Increase engagement and interaction on social media through the use of creative 
content and community-oriented campaigns. 

7. Achieve a high level of participation in the volunteer efforts for the Food Hub project by 
the end of May 2023. 

 
Recommendations: 
 

1. Phase 1 (January 2023 to Mid-March 2023): 



a. Revive SJTCC's social media by creating a consistent content calendar for all 
existing and new communication channels (Facebook, Instagram, Twitter, web-
blog, and TikTok). 

b. Key Performance Indicators (KPIs): Increased engagement on social media and a 
more consistent posting schedule. 

 
2. Phase 2 (Mid-March 2023 to Mid-April 2023): 

a. Continue creating and distributing engaging and valuable content on social 
media and web-blog. 

b. Launch a volunteer recruitment campaign that includes minor incentives, such as 
a gift contest and free pizza. 

c. Key Performance Indicators (KPIs): Increased number of volunteer sign-ups, 
higher engagement on social media, and a more consistent posting schedule. 

 
3. Phase 3 (Mid-April 2023 to May 2023): 

a. Prepare SJTCC for continued operations after the project ends by creating a 
content calendar with a sufficient buffer. 

b. Continue generating effective and interesting content for all SJTCC social media 
channels. 

c. Hit the peak of volunteer recruitment in preparation for the Summer 2023 
project initiation. 

d. Create a comprehensive evaluation report outlining the project's KPIs and 
provide recommendations for continued social media communication. 

e. Key Performance Indicators (KPIs): Increased number of volunteer sign-ups, 
higher engagement on social media, and a more consistent posting schedule. 

  



Research: 
 
Competitive Analysis - Community Matters Toronto 
 
About 
 
In Toronto’s St. James Town neighborhood, more than 60 cultures live in a dense community of 
more than 35,000 residents, many of them new Canadians. 
Community Matters Toronto is a group of St. James Town neighbors, seeking to contribute to a 
strong neighborhood culture by helping to build networks of relationships, to link people to 
others with common interest and foster exchanges of knowledge and skill. 
Community Matters assist a steady stream of families dealing with challenges of housing, 
finances, social issues,  employment, citizenship, language, and parenting. 
 
Strengths:  

● Existing social media presence on platforms such as Twitter, facebook and Instagram. 
● An established community with opportunities to recruit internally. 
● Reputable donors such as The Royal Bank Foundation, Manulife Financial, The Lions Club 

(Toronto), etc.  
● Five star rating on Google reviews 

 
Weaknesses:  

● Low engagement and small following ( 11 followers on Instagram)  
● Inactive on Instagram 

Opportunities: 
● Potential to utilize social channels to organize campaigns and events. 
● Increase engagement through social media platforms. 

Threats:  
● Competition from similar organizations around the neighborhood. 
● Potential for social media to be inactivity to affect brand engagement and image.  

 
Competitive Analysis - Community Corner 
 
About 
 
The Corner is a multipurpose space for community health and social services, as well as robust 
program offerings. The Corner is a hub that is a unique partnership between service providers 
and residents. 
 
The result is a flexible model of health, social service, and recreational program delivery, one 
that embraces the complexity of a diverse urban community and adapts to what people truly 
need. 
 



Since 2011, The Corner has been central to St. James Town’s health, well-being, and overall 
sense of community. 
 
Strengths 

● Existing social media presence on Facebook, Twitter and Linkedin. 
● 5/5 Google Reviews score. 

 
Weakness 

● No Instagram presence. 
● No dedicated social strategies for platforms. 

 
Opportunity 

● Develop campaigns for social media. 
● Develop an Instagram presence and use it to engage with target audiences.  

 
Threats 

● Competition from organizations with established social media presences. 
● Possibility to be overshadowed by organizations with existing social media platforms.   

 
 

Strengths: 
 

● Existing social media presence on 
popular platforms such as Twitter, 
Facebook, and Instagram. 

● A potential target audience for 
communication. 

Weaknesses: 
 

● Low engagement and small following 
size (1168 followers). 

● Periodic inactivity, with no posts for 
long periods of time. 

● No dedicated strategy or plan to use 
the social media accounts effectively. 

Opportunities: 
 

● Potential to reach a wider and more 
engaged audience through strategic 
use of social media. 

● Ability to use social media to improve 
brand image and increase visibility. 

● Opportunity to use social media to 
interact with and gather feedback 
from the target audience. 

● An option to attract more volunteers 
via the new more interactive and 
engaging social media presence.  

Threats: 
 

● Competition from other organizations 
with a stronger social media presence. 

● Potential for negative feedback or 
comments on social media. 

● The challenge of keeping up with the 
constantly changing social media 
landscape and ensuring relevance. 

● Potential for social media to be 
deserted again due to a lack of 
content that could be posted.  

 



 
Target Audience  

- Volunteers: High School Students, College Students 
- Internal Co-op worker 
- College/University students living in the neighborhood 
- Homeless people located in shelters around St. James Town  
- Low income households from St. James Town 

 
Analysis: 
 
Channel analysis  
 

 Followers Average 
post gap 

Average 
likes (20 
last posts) 

Average 
interaction 
(shares + 
Comments) 
(20 last 
posts) 

Average 
number of 
# (20 last 
posts) 

Ration of 
PROMOTIO
NAL:ENTER
TAINING 
content (20 
last posts) 

Twitter 162 No posts 
since 2022-
05-12 

1.15 per 
post 

0.25 per 
post 

1.15 (# are 
used 
inconsisten
tly and 
ineffectivel
y)  

13:7 

Instagram 399 9.85 days 
(gaps range 
from 1 day 
to 36 days) 

15.8 per 
post 
 

0.5 per 
post 

3.5 (# are 
used 
inconsisten
tly and 
ineffectivel
y)  

11:9 

Facebook 607 No posts 
since 2022-
06-08 

1.2 per 
post 

0.2 per 
post 

2.45 (# are 
used 
inconsisten
tly and 
ineffectivel
y)  

3:1 

Webpage N/A No posts 
since 
2022/01/1
0 

N/A N/A N/A All 
entertainm
ent 



 
 
Communication: 
 
Background:  
 
Overall Campaign Objectives: 
 

● Attract and confirm participation of volunteers for the project Summer 2023 initiation.   

● Increase the total social media following to 2000 unique followers among Facebook, 
Instagram, Twitter, and a new TikTok account by May 2023.  

● Using a SMM tool, establish a consistent and recurring content calendar that covers all 
existing and new communication channels by May 2023.  

 
Phase 1 
 
In the first phase of the campaign, we will focus on reviving SJTCC's social media presence. This 
will be achieved through the following steps: 
 

● Social Media Audit: We will conduct a thorough audit of SJTCC's existing social media 
channels to identify areas of improvement and establish a baseline for future metrics. 

● Content Planning: Based on the audit results, we will create a content plan that will 
ensure a consistent and recurring posting schedule for all the social media channels. 
This plan will aim to increase engagement and drive growth in the number of followers. 

● Content Creation: We will produce high-quality, engaging content that aligns with the 
goals of the campaign and the needs of the target audience. This will include a mix of 
text, images, and video content. 

● TikTok: We will use this new platform to create short, engaging, and creative content 
that is tailored to the TikTok demographic. The content will be aimed at creating 
awareness and interest in SJTCC's activities and projects. We will also use this platform 
to interact with users, answer questions, and receive feedback. The success will be 
measured by the growth of the TikTok account's followers, engagement on the 
platform, and positive feedback from users. 

 
The first phase of the PR campaign will be completed by mid March 2023. The key performance 
indicators (KPIs) that will tell us if we were successful in this phase will include: 
 

● Increased engagement: We will monitor the engagement metrics of each social media 
channel (likes, comments, shares) to gauge the success of their content and 
engagement strategies. 

● Increased followers: We will track the growth in the number of followers on each social 
media channel to measure the success of their efforts to increase the overall social 
media following. 



● Improved social media performance: We will use tools like Sprout Social or Hootsuite to 
monitor the performance of each social media channel, including reach, impressions, 
and engagement rates. 

 
Note: We will not be using any paid media in this phase, and will focus on using organic 
strategies to grow the social media following  
and increase engagement unless instructed otherwise by the client.  
 
Phase 2  
 
We will carry out the following activities in phase 2: 
 

● Creating and executing a volunteer recruitment campaign: We will work on creating a 
compelling message that highlights the benefits of volunteering with SJTCC and how it 
can positively impact the community. We will use various communication channels to 
reach a larger audience, including social media, email campaigns, and blog posts. 

● Offering incentives: We will implement the incentive program to encourage individuals 
to sign up as volunteers. This could include offering a gift or a reward for the most active 
volunteer, or providing free pizza at the end of a volunteer day. 

● Maintaining social media engagement: We will continue to engage with the public 
through SJTCC's social media channels by posting interesting and valuable content, 
responding to comments and messages, and starting interactive conversations. 

 
The KPIs that would indicate the success of phase 2 are: 
 

● Increased volunteer sign-ups: We will track the number of individuals who sign up to 
volunteer with SJTCC. The goal is to have a substantial increase in volunteer sign-ups 
compared to the previous phase. 

● Increased engagement on social media: We will track the engagement levels on social 
media, including likes, comments, shares, and new followers. The goal is to continue 
growing the social media following and increase engagement levels. 

● Positive feedback from volunteers: We will gather feedback from volunteers and track 
the level of satisfaction with the incentive program and overall volunteer experience. 
The goal is to ensure that the volunteers have a positive experience and continue to 
volunteer with SJTCC. 

 
Phase 2 of the project is expected to start mid-March 2023 and end mid-April 2023. 
 
Phase 3 
 
We will carry out Phase 3 of the project from Mid-April 2023 to May 2023. To achieve its goals, 
we will: 
 



● Prepare a content calendar with enough buffer so that SJTCC can continue posting 
content after the end of the project. This will help SJTCC keep its social media channels 
active even after the project is over. 

● Generate effective and interesting content: We will create high-quality and engaging 
content that would appeal to SJTCC's target audience. This will be distributed on all 
SJTCC social media channels to keep followers interested and engaged. 

● Continue the volunteer recruiting process: We will continue to work on attracting 
volunteers and hit its peak in Phase 3 to prepare for the major project initiation SJTCC 
has planned for Summer 2023. This would involve organizing contests, offering 
incentives, and promoting volunteer opportunities on SJTCC's social media channels. 

● Create a comprehensive evaluation report: We will create a report that outlines the 
effects of the key KPIs and the work they carried out. The report will include further 
recommendations for SJTCC to continue effective communication via their social media 
channels. 

 
To determine if we were  successful, the following KPIs can be used: 
 

● Number of new volunteers: We will track the number of new volunteers who signed up 
through the recruiting campaign. This will indicate the success of our efforts to attract 
volunteers. 

● Social media following: We will track the growth of SJTCC's social media following on all 
channels. A target of 2000 unique followers by May 2023 was set, and we will work 
towards achieving this. 

● Engagement rate: We will track the engagement rate of SJTCC's social media posts, 
including likes, comments, shares, and followers. This will indicate the level of interest 
and engagement we have generated among SJTCC's followers. 

  



Evaluation: 
 
  

KPI Name Today M1 M2 M3 Last Day of 
Class 

Total 
Followers 

1,168 1,200 1,600 2,000 2,000 

Engagement 
(average per 
post)  

See Social 
Media 
analysis chart 

x1.5 x2 x2+ x2+ 

Volunteer 
sign-ups  

Unknown n/a 10 15 25 

Consistency 
in content 
uploading 

None Every other 
day 

Every other 
day 

Every other 
day 

Every other 
day 

 
 
 

Specific Campaign 
Name 

Campaign Overview Time 
limits 

Measurement #1 Measurement #2 

”We, the 
Community” 
 
#WetheCommunity 
#StJamesTownCoop 
 

This campaign will aim 
to boost the amount of 
user generated 
content. The users 
would be incentivised 
to create posts on 
social media about St. 
James Town Co-op 
using a new unique 
hashtag. After a period 
of time, one user 
would be chosen at 
random (from all the 
users who have used 
the hashtag) and 
offered a prize of a $50 
NoFrills Gift Card.  

Phase 
1-2 

The number of 
unique users 
who create posts 
using our 
specialized 
hashtags among 
all social media 
channels. 

Observe the type 
of content being 
generated by 
users as well as 
any topics the 
audience 
mentions with 
confusion or lack 
of needed 
knowledge. 
Draw 
conclusions on 
any 
informational 
gaps present.  

”Community Hero” This campaign will aim Phase The number of The number of 



 
#CommunityHero 
#StJamesTownCoop 

to attract new 
volunteers towards the 
St. James Town Co-op 
while at the same time 
using the new 
volunteers for user 
generated content. A 
Contest would be held, 
under which the new 
St. James Town Co-op 
volunteers would be 
eligible to win a $50 
grocery gift card for 
participating at the Co-
op as a volunteer as 
well as creating a social 
media post where they 
share how they strive 
to become the hero of 
the community 
through their 
volunteering. At the 
end of the contest, one 
winner would be 
chosen at random (co-
op volunteer + 1 
“Community Hero” 
post required) and 
awarded the prize.  

2 unique users 
who create posts 
using our 
specialized 
hashtags among 
all social media 
channels. 

people who sign 
up to be 
volunteers with 
the St. James 
Town 
Community Co-
op during the 
campaign.  

”Pizza Day” 
 
 
 

During on of the days 
at the Co-op, all 
volunteers would be 
offered free pizza. This 
campaign would be 
used an incentive 
during the recruiting 
process, and in various 
social media posts 
aimed at recruiting 
voulounteers.    

Phase 
3 

Number of 
volunteers that 
sign up in the 
aftermath of the 
posts on social 
media 
announcing the 
“Pizza Day” 

N/A 

 
 



 

 

 


