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Introduction 
 

Organics Live is an online grocery delivery service based in East York. The company 

has been in business for the past three years and have expanded to most parts of 

Ontario as well as in the States. They market themselves as a cheaper and 

healthier option for groceries. Their focus is on freshness and making organic food 

accessible; opposed to locally grown which is what most of their competitors focus 

on.  

Website: www.organicslive.com  

 

 

http://www.organicslive.com/
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Current situation  
Organics Live has seen a steady growth in terms of business but they do have a 

problem with reputation management. Their customers turn to social media to 

review the quality of the products delivered. This puts them in a risky situation – if 

not responded to carefully, they might lose their current customers and risk 

creating a bad reputation amongst their potential customers.  

They have a decent social media following but fall way behind when compared to 

their competitors. Since it is an online business, most of their communication with 

clients and potential customers is online. Other than that, their community 

representatives set up booths at food festivals or other events to promote their 

services and talk to potential customers.  

Their current position in the market is not bad but they can use a social media 

strategy aimed at increasing brand awareness and improving customer service to 

compete against similar companies in Ontario. The current strategy has been 

working for sales and they’ve seen tremendous growth across cities but for an 

online-only business, (which ensures that their customers are internet users) they 

should have stronger online presence. 

Social Media 
Organics Live social media presence is limited to Facebook, Twitter, Instagram and 

Pinterest. 

 Followers Likes Comments 

Facebook  6,229 2-20 0-5 

Twitter 1,898 3-15 0-4 

Instagram 3,145 25-80 2-10 

Pinterest 411 NA NA 

 

Opportunities 
Organics Lives audience primarily consists of tech-savvy millennials who do 

thorough research before investing their money. They love reading blogs and 

following brands online. Organics Live has ample opportunity to spread awareness 

about their brand and for community management via social media. 

Problems 
The fact that Organics Live is an online-only company has its risks. Most customers 

post feedback to their Facebook and Twitter page for everyone to see. As 

mentioned earlier – if not responded to carefully, these reviews can be a problem.  
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Audience Analysis 
 

Since it’s an online business, any customers/members they have are internet users. 

Everything the customers do – from selecting fruits for delivery to paying their bill, 

is online. A brief summary of their demographics and psychographics 

 Young professionals focused on living a healthy lifestyle. They are conscious 

of their eating choices and research their options before making their 

decision. They are educated and can afford to eat organic, considering it is 

much more expensive. The best way to connect with them is through social 

media. 

Organics Live has an active Facebook, Twitter and Instagram page. They 

post and receive feedback on these platforms on a regular basis. 

 Family owners - dedicated to provide the best food products for their kids. 

Most of them can be reached online and at local food/lifestyle festivals and 

events 

 

 People (from students to senior citizens) who support the growth of local 

farmers and actively care about the environment and are against traditional 

farming. 

 

Organics Live’s audience is people who either actively lead an organic lifestyle or 

are interested in pursuing it. Organic food, being a controversial topic has a lot of 

speculation around it. It being an expensive option doesn’t help. People want to 

know why they should spend that extra money and should be convinced that they 

are getting quality products for it. 
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Objectives and Tactics  

Goal 

To increase Organics Live’s brand awareness online. 

Business Objectives  
 Increase Organics Live’s online presence by an increase in followers on 

Twitter and Facebook by 50% by the end of December 2017. 

 Increase sales in the GTA by 20% by the end of December 2017. 

 Establish leadership in the organic grocery market in Toronto by maintaining 

an informational blog. 

 

Social Media/Online Tactics 
 

Newsletter 

A weekly email newsletter with information about upcoming discounts, 

festivals/events Organics Live is going to be at, or other information around the 

organic market will serve many purposes. A simple call-to-action on the website 

asking customers to subscribe will do it. Current customers don’t have to sign-up 

for it because the company already has their emails.  

It will contain articles about new recipes for seasonal fruits and veggies, or tips for 

eating healthy – anything around health, considering that’s what their audience is 

concerned about. Not only does this keep customers engaged and up to date with 

the company but it also creates a relationship which makes Organics Live more 

than just another vendor, which is crucial for a small business like this. 

 

Blog 

Maintaining a website blog can serve the same purpose. Articles around Why 

Organic or a profile on the farmers who supply the produce will be great topics for 

the blog. Nothing is more personal than food and their audience would want to 

know where their food is coming from, especially when they’re spending so much 

money on it. They can also include topics like Recipe of the Week or a Tips for 

Staying Healthy as it makes for good and relevant content. Providing credible 

information will help them rise as leaders in the industry.  

 

Social Media 

The key with social media content is not to post just about the company but finding 

what your audience is interested in and posting content related to those topics. It 

creates engagement and helps build the brand beyond traditional advertising.  
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Facebook and Twitter can be used to promote their blog and upcoming events. 

Links to upcoming blog articles and company news can be updated on these 

platforms because that is what Facebook and Twitter users use these platforms for.  

Facebook is great for videos. Organics Live’s audience is interested in food and 

eating healthy. Sharing videos from other sources that include recipes or any 

content related to health will help create engagement amongst their audience. This 

will help them with our awareness objective. 

Sample Facebook post 

 

Twitter can be great for customer service. This is being adopted by many 

companies as it makes the experience much more personal for the customers and 

cuts back costs for a customer service department.  

Other content can be around customer stories, testimonials or recipe idea 

competitions. This is something OL fails to do. Their current content on social lacks 

effort and results in a lack of engagement. Changing that will help them achieve 

their awareness objectives.  
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Sample Twitter post 

 

 

Instagram should be used for its primary purpose – providing pretty pictures. 

There’s not much strategy to it except staying in your audience’s feed and 

emphasizing the voice of the brand through the pictures/videos.  

Pairing up with food/lifestyle bloggers on Instagram  

This is something Organics Live has never done before but pairing up with a local 

food blogger, preferably someone that supports veganism or organic food can help 

them achieve their objectives. People follow bloggers religiously. Sharing a story on 

a blog, or doing a video with a blogger can boost their awareness and fan following 

tremendously. 
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Sample Instagram post –  

Guess what our product of the week is... Portobello Mushrooms! Also, 

@damn_delicious has blessed us with a new white mushroom pizza recipe! We love 

it!! #foodblogger #OrganicsLive #pizzaisbae  

 

 

 

Pinterest is a great platform for the company considering the demographic of users 

on it. Females, especially moms and wives love Pinterest and they form a big part 

of Organics Live’s audience. They should post about topics of interest for this 

demographic more often. It’s also great for promoting their blog. 
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Key Messages 
 

The company markets itself as one that cares about the environment. It was 

started and built on the idea of living a healthier life and protecting the 

environment from traditional farming. The brand is based on creating a community 

where everyone supports organic farming and chooses a healthier option for their 

family. To do this, they have to answer their audience’s questions about organic 

food and get them thinking about the organic movement. 

To establish themselves as leaders in the industry, they have to educate their 

present and potential customers about the benefits of eating organic. It has to be 

more than an eating choice. They have to present themselves as a part of a bigger 

movement where everyone cares about the community and the environment. This 

will make them stand out amongst their competitors. 

From a sales standpoint, the company will communicate the unique features it 

offers: 

 100% third-party certified produce 

 free delivery 

 free customization 

 in-season produce 

 local 

 more variety of products  

 cheaper than most competitors  
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Timeline 
 

Newsletter – Weekly 

Blog – Three articles a week 

Social Media: 

 Facebook: Generally one post a day, when promoting a blog post or event – 

Two posts a day 

 Twitter: One post a day, tweets and replies to customers whenever 

mentioned 

 Instagram – Three posts a week 

 Pinterest – One post a day 

*These are subject to change based on different seasonal promotions or events* 

 

Brand 
Organics Live’s mission, vision and values are: 

“Organics Live was founded by a group of concerned dads with a shared belief that 

strong, prosperous communities can be fueled by good, clean food; Food that's 

produced with environmental, health and economic stewardship at the fore, grown 

free of chemicals and in harmony with its surroundings. 

Our mission is to build sustainable local food systems by creating systems that 

support small businesses to move sustainably produced goods and services from 

makers to consumers with as little waste as possible.” 

It is important that all communication is on brand. It should be  

- Passionate 

- Responsible 

- Optimistic 

- Credible/Trustworthy 

Refer to the Organics Live Style Guide for more information. 
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Evaluation 
 

To evaluate the success of these tactics, a monthly analysis of their social media 

accounts will be done. This should take the increase and decrease in followers, 

overall engagement (likes, shares, and comments) and reviews into consideration. 

Monthly analysis will help them see how things are going and leaves room for 

changes if something isn’t working. 

By December 2017, we should see an increase in followers by 50%. They have 

6,224 followers on Facebook and 1,200 on Twitter. By next year they should have 

around 3,200 more followers on Facebook and 600 on Twitter.  

Surveys/Interviews 

Community representatives can interview people and gather their opinion about the 

company and the organic movement. This can be done on the phone or in person 

on a monthly basis. 

The newsletters can contain a link to an online survey about the service which the 

customers can fill at their convenience. This can be used to evaluate the quality of 

service and the success of our sales objective. 

 

 

 


