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 EXECUTIVE SUMMARY 

This strategic report was conducted to analyze the landscape of settlement service organizations 
in Canada and conduct an analysis of MOSAIC’s current strategies and abilities. MOSAIC is one 
of the largest settlement service providers in Canada. Its vision it to empower newcomers to fully 
participate in Canadian society. MOSAIC has 27 locations across the Greater Vancouver 
Regional District, offers over 40 programs and services in a variety of areas such as settlement, 
language, and employment, and served over 28,000 clients in the 2017/18 fiscal year. 
 
After conducting a thorough analysis of MOSAIC’s internal operations, it was identified that the 
most significant obstacle the organization faces with its current strategies is that it lacks a 
comprehensive communication strategy to connect and inform newcomers about its available 
programs and services. This issue is supported by data collected in the 2016 Vancouver 
Immigrant Survey that determined 33% of newcomers in Vancouver do not access settlement 
programs and services. To increase MOSAIC’s clients and the overall number of newcomers that 
access settlement programs and services in Vancouver; this report recommends an integrated 
communication strategy. This strategy utilizes a Tell-a-Friend campaign and implements a new 
community targeting approach called Community Connect. 
 
The Tell-a-Friend campaign capitalizes on MOSAIC’s most common referral method of peer-to-
peer information sharing. The most effective and low-cost strategy to increase knowledge about 
MOSAIC’s programs and services is to develop a communication plan that will encourage 
friend-to-friend information sharing from long-term Vancouverites to newcomers. The Tell-a-
Friend campaign heavily relies on community partnerships with the City of Vancouver, 
Vancouver Parks and Recreation, and Vancouver Coastal Health Authority. MOSAIC’s website, 
social media channels, and new media will also be important channels in reaching long-term 
Vancouverites.  
 
To more directly reach newcomers and create additional points of contact between MOSAIC and 
newcomers, Community Connect has been designed to proactively target immigrant 
communities. This community targeting approach would be implemented through public school 
presentations, community centre events, and connecting with online immigrant communities. 
 
The final strategy recommendations of this report are to: 
 

• Utilize existing community relationships and build new community partnerships; and  
• Implement the Tell-a-Friend Campaign and Community Connect as an integrated 

communication strategy to increase knowledge of available programs and services at 
MOSAIC.  
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 EXTERNAL ENVIRONMENT ANALYSIS 

2.1 GENERAL ENVIRONMENTAL ANALYSIS 

The following section analyzes the political/legal, economic, socio-cultural/demographic, and 
technological segments within non-profit organization's (non-profits) macro-economic 
environment. The scope of this analysis will focus on trends and factors that may have an impact 
on the operations of non-profits and/or non-profit organizations that offer settlement programs 
and services. This analysis will be limited to non-profits that operate in Canada, and more 
specifically, British Columbia, and the Greater Vancouver Regional District (GVRD). The 
primary purpose of the following analysis is to identify trends and factors within the macro-
economic environment of non-profit organizations operating in the above regions.  

2.1.1 POLITICAL/LEGAL SEGMENT  

2.1.1.1 Increased Immigration  

At all three levels of government in Canada, the topic of immigration is becoming an 
increasingly important discussion. Under the current Liberal Government of Justin Trudeau, 
Canada prioritizes and recognizes the positive contribution immigrants (newcomers) make to the 
country's economy and society.1 In 2017, the federal government announced that Canada would 
be welcoming nearly one million immigrants over the next three years, with over 60% of those 
immigrants coming from the economic class.2 Following, in November 2018, the government 
announced they will be increasing immigrant intake to 350,000 per year by 2021. With this 
increase in immigration, newcomers are expected to make up nearly 1% of Canada's population 
by 2020.3 Although increased immigration is expected to have a positive impact on multiple 
aspects of Canadian society, Conservative critics of the Liberal government suggest more 
effective steps need to be taken to ensure newcomers successfully integrate into Canadian 
society.4 Although an increased number of immigrants arriving in Canada presents opportunities 
for settlement service providers to expand their client base and diversify their services based on 
the needs of incoming immigrants, it may also place significant pressure on these organizations 
if additional funding is not made available to meet the increased demand.  

2.1.1.2 Federal Elections  

The Federal government has taken significant steps to meet the goals outlined in its three-year 
immigration plan, however, uncertainty for immigrants and Canadian settlement service 
providers still exist. Prior to Canada’s current Liberal government, a Conservative government, 
led by Stephen Harper, promoted Canada as a closed, monocultural society that did not support 
immigration or understand its importance.5 As a result of the upcoming 2019 Federal election, 
Canada could potentially experience changes in the country's current immigration policy. The 
Conservative Party has clarified their stance on immigration, stating they place more focus on 



	

	
	 3	

ensuring current and incoming immigrants become more self-sufficient within society. They also 
plan to prioritize the matching of economic immigrants with the needs of the Canadian job 
market. However, some Conservative Members of Parliament have contradicted this statement 
claiming the Liberal approach causes government dependency and ghettoization of minorities.6 
Depending on the outcome of the 2019 Federal election, and how the elected party intends to 
approach Canadian immigration, settlement organizations could face changes in federal funding, 
and/or contracted services which could lead to decreases in revenue thus impacting their ability 
to serve clients.  

2.1.1.3 Government Funding   

Furthermore, as of January 1st, 2019, the Federal government cut funding for pre-arrival 
programs for new immigrants arriving in Canada. Currently, only 16 organizations have received 
contracts from the federal government to offer these services, down from 27 in 2015. The budget 
for these programs has been cut from $32 million in 2016/2017 to $22.6 million per year moving 
forward.7 While these services have historically been underutilized by immigrants due to 
ineffective communication of available services, these government cutbacks indicate a lack of 
understanding regarding the importance of these services and the positive economic impact these 
services could have through improved integration of immigrants into Canadian society. This 
funding cut may not be considered a threat or an opportunity to settlement organizations 
however, it does significantly reduce settlement service providers ability to reach newcomers 
prior to arriving in Canada.   

2.1.1.4 Minimum Wages 

In 2018, many provincial governments in Canada announced they would be increasing minimum 
wages by as much as $2.40 per hour to reach $14 per hour.8 Although some economists argue 
minimum wage increases have a positive effect on Canada’s economy and reduces income 
inequality; it also leads to significant pressure on small businesses, and non-profit organizations.9 
Such strain can result in non-profits dissolving positions, or cutting services at an attempt to 
offset increased costs. This has a significant impact on workers in the Canadian job market 
through fewer jobs being available, and it creates a threat to non-profits as they have no direct 
way of absorbing wage increases.10 See Appendix A: Figure 1 for minimum wage rates across 
Canada.  

2.1.1.5 Imposed Taxes  

Non-profit organizations are also affected by new taxes imposed by Federal, Provincial, and 
Municipal governments. Most recently, the BC government introduced the Employer Health Tax 
on January 1st, 2019. It is speculated that the introduction of this new tax will have a negative 
effect on hiring and employee pay raises. Although non-profit organizations have been partially 
exempted from this tax, it still contributes to increased expenses that may not be covered by 
additional funding from governments.11 Thus, sacrifices have to typically be made to cover these 
additional costs. Additionally, increases in business taxes can lead to a decline in businesses 
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philanthropic contributions due to higher operating expenses. This can decrease the revenue that 
non-profits generate through donations. Other new taxes or tax increases such as the BC 
government's speculation tax can reduce people's disposable income.12 This can lead to decreases 
in donations that non-profits receive from personal donors.  

2.1.2 ECONOMIC SEGMENT  

2.1.2.1 Slow Economic Performance 

Canada’s economy is expected to slow with real GDP growth around 1.7% annually between 
2020 and 2026.13 Economists state that there are several factors that will contribute to this slow 
growth and contribute to uncertainty in the Canadian economy's future performance, such as 
inflation beyond the predicted rate which would necessitate increased interest rates. This may 
contribute to the inability of households to afford their mortgages; resulting in financial strain.14 
This could lead to a decline in the revenue that non-profits generate through personal donations. 
Another factor is Canada’s slow productivity growth due to labour and skills shortages. To 
combat this slow growth, Canada has committed to improving labour skills through education 
and training of Canadians entering the labour force, and increasing the number of skilled, 
economic class immigrants that enter Canada to fill gaps in the labour market.15 This contributes 
to a more positive view by Canadians regarding immigration, and creates opportunities for 
settlement organizations to diversity their service offerings based on the demographic changes of 
these immigrants.  
 
Furthermore, as a result of rising interest rates, increases in household debt, and other economic 
factors, the Canadian economy faces a 20% chance of recession in the next year.16 According to 
economists, since the last recession, Canadians have increased their debt to disposable income 
ratio by 38%. The slowdown of Canada’s housing market, with sales reaching a 6 year low in 
2018 is another strong indicator of an economic recession. Recessions pose a substantial threat to 
non-profits as decreases in personal and corporate donations, and decreased government funding 
leads to reduced revenue. While generating less revenue, non-profits, especially those that offer 
social services, typically experience increased demand for their services and programs while 
operating under tighter budgets. This can result in non-profits having to heavily rely on 
volunteers, reduce services, and/or lay off staff in order to continue operating under a decreased 
budget.  

2.1.2.2 Unemployment Rate/Wage Competition   

In 2018, the Canadian unemployment rate was at a 40 year low at 5.9%; this rate is expected to 
remain stable throughout 2019.17 However, a significant concern is Canada's current labour 
shortage. In April 2018 there were approximately 470,000 vacant jobs. The labour shortage has 
created issues for small business and non-profits because of their inability to attract and hire 
employees. Added to this pressure is increasing wage competition within the private sector 
which makes it difficult for non-profits to attract, recruit, and retain talented employees.18 This 
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competition with the for-profit sector can lead to higher overhead costs due to an increased focus 
on best practices in human resource management such as attracting and retaining employees, 
compensation, training, benefits and pension plans, and job security.19 However, low 
unemployment rates also support increased disposable income which may contribute to higher 
donations to non-profits. See Appendix A: Figure 1 for a graph of Canada’s unemployment rate 
between 2010 and 2018.  

2.1.3 SOCIO-CULTURAL/DEMOGRAPHIC SEGMENT  

2.1.3.1 Changes in Public Preferences/Patterns of Giving   

As a result of changing socio-cultural trends such as the emergence of new generations, 
increased costs of living, and Canada’s ageing population, non-profits must make changes to the 
way they collect donations, engage with potential donors, and market their organizations. A 
report completed by IMAGINE Canada analyzed the patterns of giving of Canadians between 
1985 and 2014.20 The report found that charitable contributions increased by 150% between 
1985 and 2014 however, compared to 1985, a smaller proportion of Canadians are making up a 
larger percentage of total donations. Charities are becoming more reliant on affluent Canadians 
with the top 1% in Canada accounting for 31% of total donations in Canada.21 Additionally, 75% 
of donations go to four main causes: religion, health, social services, and international.22 Other 
notable trends include: women are increasingly donating more, average donations have 
continued to increase among those aged 60 and older, and average donations have declined 
among those younger than 60.23 Another important trend is the change in the way that Canadians 
are interacting and donating to charities, with the shift increasingly favouring online connections 
and donations. In response, more non-profits are shifting towards establishing online 
communities, and using more integrated forms of communication.24 The overall trend of 
increasing charitable donations presents opportunities for non-profits however, as the population 
of Canada continues to age, and younger populations donate less, it will create new challenges 
for non-profits to engage, and encourage younger Canadians to donate.  
 
Moreover, a study conducted by the Angus Reid Institute and CHIMP in 2017 aimed to gain a 
better understanding of the Canadian donation landscape. The study found that 50% of 
Canadians do not donate because of the perceived lack of legitimacy and effectiveness of non-
profits. This view is most prominent with Canadians who are younger, wealthier, and more 
educated than the rest of the Canadian population.25 In this study, 6 out of 10 Canadians 
indicated that they would be more likely to donate if they had greater confidence in how non-
profits are using donations, and how their donations are making an immediate impact on 
society.26 The findings of this study was supported by research conducted by IMAGINE Canada 
that examined the attitudes of young Canadians towards charitable giving. This study found that 
young donors are not replacing old donors primarily as a result of rising housing prices, lower 
wages, and higher levels of student debt. However, young Canadians are becoming involved in 
less traditional means of giving such as volunteering, attending fundraising events, and 
promoting and sharing causes online.27 Further, millennials appear to be becoming increasingly 
passionate about causes rather than specific institutions, and are more likely to donate to non-
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profits that engage their interests, and inspire them.28 While the lack of donations among this 
young group is concerning to non-profits, it also presents an opportunity to more effectively 
tailor organizational strategies to meet the interests and concerns of this young group of 
Canadians.  

2.1.3.2 Population Makeup/Demographic Changes  

As Canada’s population ages, birth rates decline, and skilled labour becomes an increasing 
necessity, immigration will continue to be an important driver of Canada’s economic growth. By 
2030, Canada’s median population age is expected to reach an all-time high of 42.9 years, with 
the total working-age population expected to drop to 61.3% from 66.6% in 2017.29 Further, birth 
rates are declining which reduces Canada's population growth.30 As a result in the natural 
changes of Canada’s population, increased immigration is expected to resolve the issues 
surrounding Canada's ageing population, the labour market shortage, and slow population 
growth.31 As more immigrants enter Canada, more pressure will be placed on settlement 
organizations to provide services and programs to newcomers. However, as Canada becomes 
more dependent on immigration, policymakers are increasingly recognizing the importance of 
providing adequate services to ensure immigrants become better integrated into the Canadian 
labour market.32 With this recognition, settlement organizations may see increases in funding 
from governments to diversity and expand their client services to meet the changing 
demographics of a diverse range of immigrant populations.  

2.1.3.3 Public Perception of Immigration  

According to a study conducted by the Environics Institute for Survey Research in February 
2018, despite an increase in Syrian refugees, and asylum seekers from the United States, the 
majority of Canadians continue to have a positive opinion towards immigration and understand 
its positive economic impact.33 The survey indicated that over the past 30 years, there has been 
greater acceptance of newcomers among Canadians.34 According to the survey, positive attitudes 
towards immigration and refugees are the highest in B.C.35 As attitudes toward immigration 
among Canadians and British Columbians become increasingly positive, it leads to enhanced 
public perception regarding the need for settlement service providers. As a result, it may become 
easier for these organizations to attract volunteers and staff and convince donors of the 
importance of charitable contributions. While attitudes are becoming increasingly positive, there 
is an opportunity for settlement organizations to promote the benefits of immigration to 
continually establish a more positive environment for immigrants.  

2.1.3.4 Geographic Location of Immigrants  

As of 2017, approximately 3 out of 4 immigrants move to three main Canadian cities: Toronto, 
Montreal, and Metro Vancouver, with only 1 in 40 immigrants moving to small towns and cities 
or rural areas of Canada.36 According to a study conducted by Statistics Canada on immigration 
flow and success rates, immigrants experience greater financial success when moving to smaller 
towns than Canada's 13 largest cities. Additionally, these immigrants have been found to learn 



	

	
	 7	

the English language more quickly.37 While it is evident that immigrants benefit from moving to 
small towns or cities, these small towns and cities also benefit. Increased immigration settlement 
in Canada’s small towns and cities contributes to filling schools and strengthening the housing 
and retail market.38 As the urban centers of Canada’s main cities become increasingly congested, 
and more pressure is placed on housing, transit, education, and social services, Canada may 
experience an increase in immigration flow to these smaller towns and cities.  
 
Further, according to a study conducted by Statistics Canada, immigrants within Canada are 
increasingly moving out of urban centers and into suburbs.39 This suburbanization is primarily a 
result of increasing house prices in urban centers such as Vancouver, Toronto, and Montreal.40 
Additionally, immigrants are continuing to move to Vancouver's surrounding municipalities such 
as Surrey, Richmond, and the Tri-cities.41 The relocation of immigrants to smaller town and 
cities in Canada, and to suburbs and surrounding communities in Vancouver presents an 
opportunity for settlement organizations to establish themselves and continually expand their 
operations to meet the geographic shifts of immigrant populations.  

2.1.3.5 Access Levels of Settlement Services  

According to the most recent Vancouver Immigration Survey, one in three (33%) of newcomers 
in Vancouver do not access settlement services.42 Although settlement programs and services are 
available through a variety of organizations, many newcomers still face barriers in accessing 
these programs and services.43 According to the survey, the main barrier that newcomers face in 
accessing both in-person services, and online support is a lack of knowledge about available 
programs and services.44 Further, an evidence-based report on aspects of the Tell-a-Friend 
conducted by Langara nursing students found that lack of trust, language barriers, lack of 
transportation, and lack of childcare support also have an impact on service rate utilization 
among newcomers.45  

2.1.4 TECHNOLOGICAL SEGMENT  

2.1.4.1 Social Media Usage  

Digital and social media marketing will become increasingly important for non-profits as 
Canadians become more connected online. At the end of 2017, Statistics Canada reported more 
Canadians than ever are connected through social media with approximately 22.7 million 
Canadians having at least one account,46 with 48% of Canadians following non-profit social 
media accounts.47 Additionally, social media websites continually enhance their platforms to 
make non-profits marketing activities more effective. For example, Facebook recently removed 
their charitable fundraising fee, and Facebook and Instagram have both made improvements to 
their platforms to make it easier for non-profits to collect donations through their accounts with 
the platforms “donation,” call to action button.48 As social media websites update their platforms 
to benefit non-profits and more Canadians are using social media, it presents a significant 
opportunity for non-profits to leverage social media to increase donations, generate brand 
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awareness, connect with clients, and recruit volunteers at a relatively low cost that fits within 
each organization's budget.49  

2.1.4.2 Importance of Data Management Systems   

Technology is evolving at an astounding rate. As a result, it is becoming more important for non-
profits to continually improve technology in order to increase impact and efficiency and meet the 
changing needs of a variety of stakeholders. With the recent emphasis on data management, 
using effective data management software is especially important for non-profit organizations to 
track data in real time and make more informed decisions. According to a 2016 trend report of 
the available data systems, CRM software and donor management software should be a top 
priority for non-profits.50 However, the adoption rate for digital and cloud-based software for 
data management, fundraising, and program delivery; despite its importance, remains relatively 
low among non-profits.51 Therefore, investing in and updating technology, especially data 
management systems create opportunities for non-profits to increase organizational efficiency 
and better meet the needs of their clients, donors, and supporters.  

2.1.4.3 Uses of New Technology  

Other technological trends that non-profits should be aware of include the use of Artificial 
Intelligence (AI), and mobile fundraising. AI could be used by non-profit organizations to 
increase efficiency through two main ways; to engage with clients and donors online, and to 
provide personal and actionable recommendations.52 For example, a non-profit organization 
called Water used an AI chatbot to collect donations through Facebook messenger.53 Non-profits 
can also use AIs ability to analyze complex data about donors and supporters to better track and 
predict fundraising efforts.54 Therefore, AI presents non-profits with the opportunity to capitalize 
on advancing technology to cut costs, improve decision making, and boost engagement.55  
 
Further, a survey conducted in 2018, found mobile fundraising has increased by 80% since 2013. 
This strategy of engagement is especially prominent with younger donors, it also found that 18% 
of overall donors indicate they have donated through mobile devices.56 Since more people are 
now accessing the internet through smartphones in comparison to desktops and laptops, non-
profits should ensure such channels as websites, donation pages, social media accounts, and 
email are all easily accessible through mobile devices. Additionally, with the increased usage of 
apple pay and google wallet, non-profits should ensure they are able to receive these forms of 
payment to increase convenience for donors. Implementing mobile fundraising strategies creates 
opportunities for non-profits to increase donations by expanding the number of ways donors can 
give and better adapting to current donation preferences.57  

2.1.5 EXTERNAL ENVIRONMENT CONCLUSION 

The macro-economic environment in which non-profits operate is becoming increasingly 
complex as the environment quickly changes year-over-year. Throughout 2019, new technology, 
emerging socio-cultural trends, changes in demographics, political events, and changes in 
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economic policy will have the most significant impact on the operations of non-profits. Based on 
the above analysis, the following section contains a summary of the major opportunities and 
threats that non-profits and/or settlement service providers could potentially face throughout and 
beyond 2019.  

2.1.5.1 Opportunities  

1. Leverage increased use of social media and online channels among Canadians.  
2. Increase engagement among Canadians by adapting to changing preferences, opinions, 

and means of giving.  
3. The potential for increased funding, donations and support due to increased recognition 

of the importance of settlement organizations among governments and the public.   
4. Leverage new and advancing technologies.  
5. Leverage positive opinions towards immigrants and immigration to promote a more 

positive environment.   
6. The potential for expansion of services and increased funding due to greater immigration 

to Canada supported by government policy.   
7. Potential for higher revenue supported by year over year increases in charitable 

donations.   
8. Geographic expansion of services to meet changing locations of immigrant populations.   

2.1.5.2 Threats 

1. Potential for reduced funding and/or changes to service contracts due to adjustments in 
the Federal government.  

2. Slow economic growth/potential for economic downturn which may lead to decreases in 
funding while experiencing increased organizational demand.  

3. Inability to attract, hire and retain talented staff due to a labour shortage and wage 
competition with the private sector.  

4. Potential for loss of funding due to young donors not replacing old donors.   
5. Decreased support from young Canadians due to the perceived lack of legitimacy and 

effectiveness of non-profits.  
6. Increased expenses due to rising minimum wage.   
7. Increased expenses and decreases in donations due to the introduction of new personal 

and corporate taxes.   

2.2 INDUSTRY ENVIRONMENTAL ANALYSIS 

The following section addresses the competitive landscape in which non-profit organizations 
and/or settlement service providers operate. Throughout the GVRD, the non-profit industry has 
three major immigrant-serving organizations: Pacific Immigrant Resource Society (PIRS), The 
Immigrant Society of B.C. (ISSofBC) and S.U.C.C.E.S.S. Among all three settlement 
organizations, there is some overlap regarding the programs and services that are offered. 
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However, all three service providers have varying capital structures and fulfill stakeholder needs 
in different ways. Unlike in the for-profit sector, these organizations commonly collaborate to 
support new immigrants and will often refer clients to each other if an organization is unable to 
meet a client’s needs. Within these organizations, there is some differentiation between services 
and programs offered and clients that are targeted.58 This is done to assist with meeting the wide 
variety of ethnicities in Canada. Overall, organizations in this industry compete for government 
funding and other resources however, this competition is in a relatively gentle form. In addition 
to competition between non-profits, the following topics will be discussed and analyzed: the 
likelihood of new entrants, the power of funders, the power of donors and service providers, the 
power of clients, and the likelihood of substitute programs and services.  

2.2.1 LIKELIHOOD OF NEW ENTRANTS – LOW  

Due to high capital requirements and the presence of three highly established settlement 
organizations in the GVRD, the likelihood of new settlement organizations entering the industry 
is low. Although it is relatively easy to start a non-profit in B.C., building a strong and 
experienced leadership team, and finding the necessary funding can be a challenge.59 This is 
primarily because settlement organizations heavily rely on government grants based on 
immigration inflow.60 Applications to these large grants often require organizations to 
demonstrate past success and capacity to provide services. As a result, receiving large 
government grants is challenging for new entrants.  
 
Another barrier to entry is the lack of available skilled staff.61 These resources are key to offering 
high-quality services. Established organizations in the GVRD already employ many of the 
skilled workers required to run their services, making it more challenging for new entrants to 
establish services and programs. Also, due to the nature of non-profit organizations paying lower 
staff wages, it adds to the difficulty of finding highly skilled and knowledgeable employees.   
  
Further, to be competitive in the GVRD, there are facilities, equipment and resources required 
for delivering immigrant programs and services. Currently, the established organizations have 
required resources, have similar offerings and are highly knowledgeable thus, gaining such 
resources and expertise at this level would be challenging for a new organization. Therefore, 
contributing to the high barriers to entry for new settlement organizations.  
 

2.2.2 POWER OF FUNDERS, DONORS, AND SERVICE PROVIDERS – HIGH 

The industry has a high level of dependency on funding from all three levels of government and 
private donors. However, non-profits are also highly dependent on internal stakeholders (service 
providers) to operate. The government of Canada controls a factor of significant importance to 
settlement organizations; the overall immigration flow to Canada,62 and operating standards 
through policies such as the Societies Act.63 Immigration flow is very important as it controls 
both the number of future clients, and the future funding available to support immigration 
services and programs. Operating standards are less pivotal but could have an impact on the 
overall operating costs for settlement service providers.  
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Private funds have a medium influence over settlement organizations depending on each 
organization’s capital structure. United Way is a private funder who allocates funds to smaller 
organizations such as MOSAIC to aid in the facilitation of services that align with its own 
initiatives. To an extent, organizations may adjust their offerings to better suit the interest of 
private funders in order to secure funding. 
 
Due to the nature of the services provided, personnel must have advanced communication and 
management skill in addition to a passion for caring for the wellbeing of others. Because of this, 
service providers are essential to the success of an organization.64 According to Harvard 
Business Review, service providers, regardless of their position part-time, full-time, or volunteer, 
are to some extent, willing to sacrifice some of their benefits for the good cause. As a result, 
human resource (HR) policies may need to be adjusted to ensure staff are compensated, happy 
and motivated within their positions.65 

2.2.3 POWER OF CLIENTS – LOW  

In this industry, the main clients are newcomers settling in the GVRD. According to SBHC, 
immigrants are considered to be a vulnerable population which need to be assisted with social 
support.66 Because of the vulnerability associated with new immigrants, their ability to bargain is 
low. Though there is little cost for clients to switch from one service provider to another, clients 
would first have to learn about an organization before deciding to switch. Additionally, there is a 
high level of trust built between clients and service providers, making them even less likely to 
switch. 

Relatively low switching costs and different living conditions in countries which immigrants 
arrive from contributes to a relatively adaptable supply for services that are provided in the 
industry. In other words, economic, political and other major conditions that influence 
immigrants’ previous quality of life back in their home countries form the need demand for 
particular services. As noted above, this industry is thriving on constant improvement of services 
and programs to best serve the changing needs of immigrants.  

2.2.4 LIKELIHOOD OF SUBSTITUTE PROGRAMS AND SERVICES – LOW 

The overall likelihood of substitutes of services and programs for settlement organization is 
relatively low; despite the fact that these organizations offer similar programs and services, and 
that they are provided for free. This is because there are only a few major providers and there is a 
culture of referring clients to one another resulting in gentle competition between organizations. 
Additionally, clients will often require a variety of different services under the overall umbrella 
of settlement services. Often clients will utilize one service and then move onto another service 
provided by the same organization. Building a connection with clients and offering a network of 
services through one organization often keeps clients from changing providers.   
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2.2.5 COMPETITION BETWEEN NON-PROFIT ORGANIZATIONS – HIGH  

As previously noted, the industry has three similar providers of settlement services for 
immigrants in the GVRD. However, due to the nature of non-profit organizations working 
together for the greater good, through information and client sharing, there is a low level of 
rivalry between settlement organizations. However, all non-profit organizations in Canada 
compete for government funding, donations, volunteers, and staff. Organizations run marketing 
campaigns to attract potential donors67 and well as volunteers. They also aim to improve HR 
policy and workplace satisfaction to attract and retain skilled employees. Thus, with the large 
number of non-profit organizations serving a diverse range of populations and functions, the 
competition between all non-profits in high.  

2.2.6 INDUSTRY ANALYSIS SUMMARY 

The Canadian government recently announced its short-term plans to increase immigrant inflow, 
resulting in an increased need for immigrant support services in the GVRD. This could attract 
new entrants; however, the industry is such that they will likely have little impact on the three 
established settlement service providers. This increased immigrant population may result in 
higher competition for some resources, but it will also likely result in an increase in government 
funding to match the increased demand. The industry is highly dependent on funding from 
suppliers, the Canadian government and private funds and also internal stakeholders (service 
providers). The overall threat of substitutes of services and programs from settlement service 
providers is relatively low, despite the fact that there is a large overlap of programs and services, 
and that services are provided for free. However, due to the nature of non-profit organizations 
working together for the greater good, through information and client sharing, there is a low 
level of rivalry between settlement organizations. However, there is a high level of competition 
between Canadian non-profits as they compete for government funding, donations, volunteers, 
and staff. Based on this analysis, the overall industry attractiveness for new non-profit 
organizations wanting to provide settlement services and programs is low. 

2.3 COMPETITIVE ENVIRONMENT ANALYSIS  

The following section analyzes the competitive environment in which MOSAIC operates. Non-
profit competition is in gentler form than in the for-profit sector however, MOSAIC still 
considers other settlement organizations to be direct competitors as these organizations compete 
for government contracts in the form of a bidding system. Depending on the organizational 
capacity, services offered, among other factors, settlement organizations are awarded points. The 
higher the points awarded, the greater the odds that the organization will receive the government 
contract. Thus, this creates pressure for settlement service providers to continually improve client 
services, and expand capacity compared to other settlement organizations in the GVRD. Further, 
MOSAIC considers all non-profit organizations to be competitors as they compete for funding, 
donations, and other resources. Therefore, the primary purpose of this section is to conduct an 
analysis of MOSAIC's direct competitors and address the indirect competition that exists in the 
Canadian non-profit sector.  
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offers English conversation classes, calligraphy, tai chi, arts and crafts, photography and 
computer classes for seniors. The program creates an opportunity for senior immigrants to meet 
new people, try new activities, and learn about Canadian life and culture. 
  

Refugee settlement support helps newcomers to complete refugee sponsorship applications, 
provide orientation to refugees, organizing networking sessions for private sponsors and others 
interested in supporting refugees, and connecting refugees to community services. 
  

Moving to a new country can be disruptive, and generally, it takes a few years for newcomers to 
fully adapt to new communities, cultures, laws, and languages. Settlement services provide value 
for newcomers by making the adaptation process a smoother and quicker experience. Services 
are provided in Arabic, Azeri, Cantonese, English, Farsi, French, Korean, Kirundi, Kinyarwanda, 
Kurdish, Mandarin, Spanish, Swahili, and Tagalog.  
 
Employment services – MOSAIC helps newcomers to find employment through the career 
paths for skilled immigrants’ program. The initiative connects newcomers with job opportunities 
based on qualifications, credentials, and initial skill assessments. The skilled immigrant program 
includes career planning, credential assessment, practicum and mentorship opportunities. Today, 
MOSAIC has built a relationship with Industry professionals who volunteer their time to provide 
personalized job-search coaching for newcomers. 
 
Learning English services – MOSAIC organizes English language classes for newcomers with 
different levels of language proficiency. The program is divided into 7 levels. After completion 
of the program, the graduate receives a certification that can be used towards citizenship 
language requirements. For newcomers with kids, all MOSAIC language centers provide free 
childcare services. Language service is available in Surrey, Burnaby, Vancouver, and North 
Vancouver 
 
Counselling – Today MOSAIC organizes a series of counselling programs designed to help 
victims of violence and abuse. The program focuses on women who have experienced or are at 
risk of abuse, sexual assault, childhood abuse, or violence in an intimate relationship. The 
program provides individual and group counselling support for safety planning, criminal justice 
information, and assists victims in their recovery. To bring awareness to the issue, the 
organization runs a media releases through “the equal press project” which addresses gender-
based violence in the community. 
  
In addition, MOSAIC provides culturally sensitive counselling and psychoeducation to 
immigrant, refugee, and visible minority men who are at risk of using violence. The program 
focuses on preventing the occurrence or recurrence of domestic violence through a series of 
counselling meetings. Today, most referrals are made through local probation officers, but 
anyone in need of help is welcomed. 

Child and family – MOSAIC’s child and family program are designed to provide support for 
immigrant and refugee families with children under six years of age. Currently, sessions are held 
in English, Spanish, Vietnamese, Mandarin, Cantonese, Hindi, Punjabi, Urdu, Korean, Tagalog, 
Tamil, Korean, Somali and Vietnamese. Today, child and family programs provide arts and 
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crafts activities, integrated health screening for children, prenatal clinics and general discussion 
groups about early childhood, parenting, health, and nutrition. 

Women – MOSAIC has organized a group to support multicultural women. The group provides 
a space for immigrant and refugee women to build better connections in the community, learn 
about life in Canada, make friends, improve English, and discuss common concerns that the 
community is facing. 

Youth – MOSAIC runs a series of programs and crime prevention initiatives that focus on 
assisting youth from age 14 to 24 through youth empowerment programs. Services include 
individualized support, community outreach, and education and group programs for youth who 
are engaged in anti-social activities and are identified as at-risk for anti-social behaviour. 
Another MOSAIC youth support initiative offers support through theatrical play. The play 
encourages conversation between the audience and the young actors as a way of looking at 
challenges and finding possible solutions. In addition, the Wraparound Program is designed for 
visible minority at-risk youth from ages 13 to 18. This program has a support team which assists 
youth to identify and accomplish individual goals. 

Temporary foreign worker service – MOSAIC helps temporary foreign workers to gain 
necessary confidence when first arriving in Canada. The company organized IM.POWER.ED 
settlement service designed for temporary foreign workers and naturalized citizens. The program 
provides access to English lessons, labour market information, and legal advice. Newcomers find 
value in this initiative through greater participation in community connecting activities. 

Intercultural competency training – MOSAIC provides intercultural competency training 
through its “MOSAIC Work” initiative. This initiative offers customized workplace 
communication training for companies seeking to better understand the different cultural 
behaviours of employees with diverse ethnic backgrounds. The initiative uses a combination of 
face-to-face workshops and online learnings tailored to meet specific needs and objectives of 
MOSAIC’s clients. 
 
As discussed, MOSAIC's counselling, child and family, women, and youth fall under the 
specialized service categories. These specialized services have been created to fill gaps in 
community programs and are considered to be the organizations primary brand differentiator. 
Some of the unique services that are available under this pillar as described above include 
counselling support and outreach for women who have been victims of abuse, helping men who 
use violence, LGBTQ support, and programs for at-risk youth. The ability for MOSAIC to offer 
these specialized services gives it an advantage over other settlement organizations as some 
client needs may only be fulfilled through these specific services and programs that MOSAIC 
offers. Further, its ability to quickly adapt to fill gaps in community programming, and quickly 
meet the changing needs of newcomers and immigrant populations adds to MOSAIC's credibility 
as an organization by aligning programs to meet specific needs, while providing high-quality 
service.  

MOSAIC’s sixth pillar, Interpretation and translation services, is the only fee for service 
program that the organization currently offers. In the 2017/2018-year, MOSAIC had 4,200 active 
accounts and fulfilled 17,186 single service requests. MOSAIC offers high-quality, effective and 
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competitively priced interpretation and translation services that are provided by certified 
professionals. Today the organization offers interpretation services in over 50 languages. 
Services provided include interviews, investigations, court sessions, examinations for discovery, 
tribunals, labour arbitrations, medical and psychiatric assessments, and treatments. Translation 
services are also provided in over 70 languages and 40 alphabets, offering the service for both 
commercial and legal needs such as technical reports, marketing materials, contracts and 
presentations, criminal, corporate, patents, personal injury, and estate law. MOSAIC’s exposure 
to a wide range of cultures enables them to provide linguistically and culturally appropriate 
translations. This creates a competitive advantage over other translation services in B.C. and 
makes MOSAIC one of B. C’s and Canada’s most prolific language service agencies. Further, 
translation and interpretation services have enabled MOSAIC to establish credibility with many 
professional communities and generate revenue which leaves them less reliant on government 
funding compared to other settlement organizations. 

3.1.3  CHANNEL STRATEGY   

MOSAIC has a total of 27 locations in the cities of Burnaby, North Vancouver, New 
Westminster, Vancouver, Tri-Cities, Richmond, Surrey, and Langley, and a newly established 
headquarters located in Vancouver.113 At these locations, MOSAIC offers a variety of services 
depending on the geographic and demographic needs of the surrounding population. See 
Appendix A: Figure 3 for a map of all MOSAIC locations throughout the GVRD.  
 
MOSAIC's locations are designed to provide a variety of services aimed at targeting many 
obstacles newcomers may face in trying to establish their new lives in B.C. These services 
include a language centre, youth centre, Interpretation and Translation Services, and Centre for 
Immigrants, including settlement services. Aside from administrative activities, these locations 
offer classrooms and activity spaces for clients where they can meet other immigrants, share 
their stories, expand their network and feel more comfortable in the new society by connecting 
with people who share similar experiences. This helps immigrants to start communicating in 
English, improving their language skills through normal day-to-day conversations with others 
who also don’t have English as their mother language. In addition to immigrant services, 
MOSAIC also offers these services to clients on a work permit, student or visitor visa who are in 
need of help.114 
  
Although the entire province of British Columbia is under MOSAIC’s area of operation, the 
organization is highly centralized in the GVRD. Considering that newcomers now tend to settle 
down in less populated and centralized areas where prices are not as expensive, MOSAIC may 
experience difficulties reaching this growing number of immigrants as more people choose to 
settle outside MOSAIC’s area of reach.115 Nevertheless, the organization is aware of these 
changing demographics and is preparing to open new locations at more remote locations to 
bridge the gap between these clients who are in need of MOSAIC’s services but are not close to 
its current operating locations.   
 
Aside from MOSAIC's physical locations, the organization’s website is also a very useful tool to 
discover MOSAIC’s services and access and learn about where and how clients can find help. 
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Further, it provides information such as events, news updates, and studies which may be useful 
and of interest to a variety of stakeholders. The subsequent websites and published documents 
linked to MOSAIC’s website can give considerable insight into different topics and issues a 
client might be dealing with. The following section briefly describes many of these resources:  
 
Forced Marriage – MOSAIC provides information on how and where to find help if the client 
is or has been forced to get married against their will. They have documented information about 
this phenomena and recommendations as to what the client or the people who know someone in 
that situation, may be able to do and also contact information to find help.116 
 
In the Name of Honor – The organization has launched another project to raise awareness about 
violence against women to reduce the rate of this brutality. There is contact information on 
MOSAIC’s website to get help and also resource manuals for training frontline service providers 
from other communities and organizations who are willing to help.  
 
Victim and Survivors of Crime – Every year from May 27th to June 2nd, MOSAIC promotes 
and raises awareness about victims, survivors of crimes, and the issues they face. Also, since the 
research proves that women in rural and remote areas find it hard to access MOSAIC and use its 
services, the organization provides training and resources for victim service providers across the 
province with an aim to solve this issue.  
 
Engaging Newcomers in Mental Health Promotion – MOSAIC provides articles on how other 
organizations can best provide accessible and culturally appropriate mental health services by 
providing insights into common cultural practices between the largest immigrant groups from 
different ethnicities.  
 
Family Law Act (FLA) – The organization provides information on what family’s rights and 
responsibilities are in addition to how they can make arrangements for future care of the 
children, their supporting payments, and division of the family’s debt and equity.  
 
Safety Tips for International Students in Canada – Provides international students with some 
safety tips, how they can find help, and also some information about their rights while in Canada.  
 
Debt and Consumer Law Fact Sheets – Provides information on illegitimate schools and 
diplomas, credit card and sponsorship depts, and many more topics that immigrants may be 
vulnerable to when coming to Canada.  

3.1.4 ADVOCACY/COMMUNITY BUILDING STRATEGY 

As a non-profit organization, MOSAIC does not aim to continually grow and expand just for the 
sake of being bigger and better. Rather, the organization aims to provide high-quality programs 
and services that meet the changing needs of newcomers; while being a leader in communities in 
advocating for newcomers. Thus, in addition to MOSAIC's diverse range of specialized services, 
its advocacy and community building initiatives set MOSAIC apart from other settlement service 
providers.  
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Some of the advocacy and community building strategies MOSAIC uses include participating in 
various forums, conducting research, sitting in Town Hall meetings, meeting with political 
representatives, and sharing success stories. Specific examples of these initiatives in the 
2017/2018 year include:  
 

● MOSAIC hosted a forum with Minister Maryam Monsef to discuss women and gender 
equality.   

● Swedish Delegate visiting MOSAIC to discuss the challenges and benefits of 
immigration.   

● MOSAIC's Director of Communications and Development Ninu Kang, joined premier 
John Horgan to discuss the challenges of ending violence against women.   

● MOSAIC led an anti-racism forum in Surrey.   
● MOSAIC's I Belong program participated in four LGBTQ pride events.   
● Writing articles such as “More needs to be done to help refugees find work” and “Are we 

using Google Translate Responsibly.” 
● Research work including “Temporary Foreign Residents’ Experiences, Challenges, 

Needs, and Suggestion on Settlement Services,” and “The Role of and Value of Short-
term Paid or Unpaid Work Placements for Immigrant and Refugee Youth.”  

● Op-Eds and news releases such as “Female international students are more likely to be 
sexually assaulted and less likely to be helped.”  

● Participating in The City of Vancouver’s Town Hall meeting on Refugee Resettlement 
and Anti-Racism.  

 
The purpose of MOSAIC's advocacy and community building initiatives is to address and 
minimize many of the barriers newcomers face when arriving in Canada, engage and educate 
Canadians to support newcomers and create a more welcoming environment, and work with 
governments to ensure enough resources are made available and allocated to settlement 
organizations. In engaging and educating Canadians, MOSAIC makes it a priority to integrate 
communities and communicate the narrative that newcomers are an asset to communities. 
Through these initiatives, a variety of stakeholders are involved and communicated with 
including funders (federal and provincial governments, and foundations), community partners, 
the general public, the media, and employers.   
 
MOSAIC's initiatives set it apart from other settlement organizations by truly putting the needs 
of its clients and newcomers first and thus, implementing a client-centred approach. As 
MOSAIC works to influence government policy regarding immigrants and refugees, educate the 
public on the benefits of immigration, engage community groups, and work to resolve many of 
the issues newcomers face; it continually enables MOSAIC to fulfil its vision of empowering 
newcomers to fully participate in Canadian society.  
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3.1.5 PROMOTION/COMMUNICATIONS STRATEGY   

To promote and/or communicate the availability of programs and services to clients, newcomers, 
and immigrant populations, MOSAIC uses the following key messages: 
 

1. MOSAIC is a caring organization that provides a wide range of high-quality and client-
centered services.  

2. MOSAIC believes that newcomers enhance the Canadian cultural mosaic and works 
across all ethnocultural communities.  

3. MOSAIC staff are knowledgeable, professional and understand the needs of clients.  
4. Many MOSAIC staff bring personal experience and knowledge of challenges 

newcomers.   
 
In generating organizational awareness among newcomers, and immigrant populations, 
MOSAIC has primarily relied on unpaid tactics and channels of communication. However, the 
organization has used some forms of paid advertising. Funds are allocated at both the 
organizational level, and program level thus, advertising funds are decentralized throughout 
departments. Departments decide when and where to do program advertising and are responsible 
for ethnocultural advertising. The most common form of paid advertising at the program level is 
in ethnic magazines and newspapers such as Indo-Canadian voice, Ming Pao, and Latino Link. 
These ads have been used to increase knowledge among immigrant populations regarding the 
availability of specific program and services. At the organization level, MOSAIC’s yearly total 
advertising budget is approximately $15,000 to $20,000 with each program having a much 
smaller budget. Thus, the organizations paid advertising activities are limited due to budget 
constraints.  
 
Additionally, MOSAIC uses public relations tactics to increase general awareness among the 
public, promote advocacy initiatives, and generate positive word of mouth around immigration. 
Under “Media Room” on the organization’s website, MOSAIC shares op-eds and news releases 
on topics such as partnerships and events. MOSAIC has established strong relationships with a 
variety of media outlets and sends news releases and op-eds to media outlets to gain coverage. 
Because MOSAIC is a reliable source of information, media outlets will also contact the 
organization for stories and new releases. Further, MOSAIC archives all media mentions on its 
website. MOSAIC’s news releases and op-eds have been effective in generating media coverage. 
For example, the organization's most recent media release “Female international students are 
more likely to be sexually assaulted and less likely to be helped” generated media coverage from 
7 news organizations between January 29th and 30th including CBC and Burnaby Now. 
Additionally, MOSAIC works with an organization that spreads op-ed stories internationally to 
increase reach and awareness.  
 
In addition to paid advertising and earned media, MOSAIC uses a variety of unpaid tactics and 
communication channels. When newcomers arrive at Vancouver International Airport, they are 
given a pamphlet that contains information about programs and services that are available to 
assist them with integrating into Canadian society. Information regarding MOSAIC’s offerings, 
among other settlement organizations, is included in this information pamphlet. Although these 
pamphlets do not necessarily direct newcomers specifically towards MOSAIC, the 
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organization’s vast offerings are an attractive force in drawing newcomers towards the 
organization. However, this approach has not proven to be overly effective due to low readership 
levels. MOSAIC’s referral method survey found that only 0.07% of its clients heard about its 
programs and services through government sponsored publications such as brochures and 
website.  
 
Further, MOSAIC uses a variety of other non-paid tactics and channels to communicate 
information to clients and external stakeholders such as:  
 

● Monthly E-newsletters – Primarily used to communicate the organization's latest news, 
events and program updates with external stakeholders. This newsletter is powered by 
Mailchimp.  

● 1-minute vignettes – Published on MOSAIC's website to promote specific services, 
programs, or messages.  

● Website – Information such as upcoming events, organizational news, and media 
resources. 

● Blog – Information and tips on a variety of topics such as “tips for the dating world,” 
awareness regarding specials days and months, and volunteer spotlights.   

● Social media platforms – Facebook, Twitter, YouTube, Instagram and LinkedIn - There 
is a large overlap between the content on all channels. Social Media is primarily used to 
communicate organizational and community events, relevant organization and 
community/Canadian news, share client success stories, relevant studies and reports, 
employment opportunities, and some communication of available programs and services. 
YouTube is used as a platform to share the organization's 1-minute vignettes, client 
testimonials, guest speakers, and forums.  

 
The above channels are primarily used as a way to communicate a range of relevant information 
such as news, events, updates, studies, and job posting with a variety of stakeholders. Although 
these channels are effective in keeping stakeholders informed; there is room to improve in 
promoting the programs and services MOSAIC offers to clients. Thus, digital communications 
have not enabled MOSAIC to increase knowledge of the organization among newcomers. 
Rather, it is used as a means to communicate with stakeholders who already have an interest in 
the work that MOSAIC does. 
 
To monitor digital data, MOSAIC regularly reviews website analytics such as click rates and 
traffic. Further, social media metrics such as followers, engagement, and reach are tracked, and 
targets are set. MOSAIC aims to increase all social media metrics by 10% year over year. Metric 
reports are generated monthly and reviewed by MOSAIC's Director of marketing and 
communications.  
 
Despite the marketing and communication channels and tactics MOSAIC does use, there is room 
to improve its communication strategy to increase knowledge among newcomers and immigrant 
populations throughout the GVRD regarding the availability of MOSAICs programs and 
services. This is highlighted by the fact that in the 2017/2018 year, approximately 48% of 
MOSAIC's clients heard of it through word of mouth from friends and family. While peer-to-
peer referrals is considered to be one of the most credible sources of information; it is not a 
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MOSAIC uses etapestry to store and manage donor data. To increase charitable donations the 
organization receives, MOSAIC reaches out to donors by conducting three annual fundraising 
email campaigns. During these campaigns, people who are stored in the organization’s donor 
database are asked to donate through email. While these campaigns have been effective, 
additional strategies could be implemented to increase the revenue MOSAIC generates through 
charitable donations and fundraising.  

3.2 VALUE CHAIN ANALYSIS  

The following section of this report provides an analysis of MOSAIC’s internal operations, 
including primary and support activities. Primary activities include operations management, 
distributions, marketing and communications, and follow-up services. Support activities include 
finance, human resource management, and management information systems. Each section 
throughout this value chain analysis will dictate which activities are considered a strength to 
MOSAIC and/or could be improved on by the organization. Further, it will provide an 
explanation as to why each section is considered to be a strength or could be improved.   

3.2.1 PRIMARY ACTIVITIES 

3.2.1.1 Operations Management 

This section discusses MOSAIC’s management processes, how the organization measures 
performance, and activities and policies that are in place to successfully run the day to day 
activities.  

MOSAIC was built on the vision to empower newcomers to fully participate in Canadian 
society. The organization fulfills this vision by providing five pillars of service, including 
settlement assistance, employment services, English training assistance, specialized services, and 
interpretation and translation services. Detailed specialization of services allows MOSAIC to 
target specific segments of clients and develop them throughout the entire process of integration; 
from helping newcomers to get basic documents and housing, to improving English and getting 
their first job in Canada. 

MOSAIC uses a wide range of standard operating procedures (SOPs) to run its day to day 
operations. The list of SOPs covers administrative responsibility, client services, health and 
safety regulations, technology, environment and all support departments. This is a very useful 
way to streamline operations, as the SOPs list all essential daily tasks required for the success of 
the organization. This is a strength for MOSAIC as it helps to reduce the learning curve for 
employees, reduces costs associated with training, helps to maintain consistent service across all 
locations, and allows for future expansion since employees can uphold the quality of service by 
referring to the SOP manual. 
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MOSAIC has a clear procedure to evaluate organizational performance. This is done through 
client satisfaction surveys which consist of 7 questions and is available online and at all 
MOSAIC facilities. The organization uses key performance indicators (KPIs) to measure the 
success of its operations. MOSAIC’s most important KPIs are client satisfaction, total clients, 
and community engagement. Benchmark goals are dictated by grant contracts; however, industry 
trends and experience are also taken into consideration when defining goals. In addition, each 
department has flexibility and freedom to develop its own KPIs to measure success. Most often 
supplementary KPIs depend on the nature of the department’s service. For example, a 
counselling for victims of violence program would have more sensitive metrics in comparison to 
a language program. 

The organization’s leaders review its actual results against benchmarks during continues learning 
analysis meeting (CLAM) and develop strategies to adjust its operations to meet goals if 
necessary. 

Currently, MOSAIC is organized through functional departmentalization. The organization is 
divided into five major departments; Finance and Admin, Family and Settlement Services, 
Employment and Language Services, Quality Assurance and Performance Improvement, and 
Communication and Development. Functional departmentalization allows the organization to 
staff all important positions with functional experts and facilitates coordination and integration of 
services. 
 
MOSAIC leadership manages its day to day operations through weekly management meetings, 
where the leadership teams discusses important issues that newcomers face in Canada. The 
outcome of these meetings is shared with department managers who later create action plans to 
execute strategic decisions at the employee level. Although the organization has a clear set of 
goals, there is no balanced scorecard developed to evaluate employee performance to achieve set 
goals. Implementing a balanced scorecard method could lead to organizational improvements as 
timely commitments from employees are not set, which may result in inefficiencies. 
 
Further, it was observed that in 2012 the organization entered into a co-operative agreement with 
two other non-profit organizations to form Fraser Works Co-operative. The Co-operative 
provides employment services in Burnaby and New Westminster. Cooperation with other non-
profits is a strength for the organization, as partnerships with other societies in the GVRD 
improves MOSAIC's position as a brand, creates a positive image, and allows them to provide 
support to a greater number of newcomers. 
 
To summarize, operations management is a strength for MOSAIC as the organization has clear 
and extensive operating procedures in place to run the day to day operations. Also, the leadership 
team has a clear understanding of success that is aligned with the organization's vision and 
culture. Success is measured through a range of KPIs that demonstrate the strategic direction of 
the organization.  
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3.2.1.2 Distribution   

This section of analysis discusses the channels MOSAIC uses to connect with clients and 
stakeholders. 

MOSAIC provides services throughout the GVRD in Vancouver, North Vancouver, Surrey, New 
Westminster, Langley, Tri-Cities, and Burnaby. The organization continues to look for partner 
organizations who are willing and able to host settlement services, language services, and other 
programs. More locations will allow greater accessibility of services in the GVRD which would 
improve convenience for clients.  
 
Currently, through both owned and partnered sites, MOSAIC has 27 strategically located 
facilities throughout the GVRD. All MOSAIC locations have good public transport links and 
local parking facilities. This allows easy access not only for clients but also for employees and 
other stakeholders who don't live within walking distance. 
 
In 2018, MOSAIC relocated to a new headquarter location in Vancouver. The new headquarters 
is a $12 million building comprised of 2 floors, 23,000 sq./feet, and meeting space for over 150 
people. This is a strength for MOSAIC, as it creates greater exposure to the community by giving 
them space to host community events, workshops and training activities.  
 
In addition, MOSAIC uses its website to provide detailed information on programs and services 
that are available to clients and to share a variety of information will all stakeholders such as 
events, recent news, and findings from studies.  
 
Overall, the distribution of MOSAIC's services is a strength for the organization. This is a result 
of having highly accessible locations, a large headquarter location, and an easily navigable and 
detailed website which increases convenience for clients and provides a variety of information 
for all stakeholders.  

3.2.1.3 Marketing and Communications  

In analyzing MOSAIC’s marketing and communication activities, the following topics will be 
discussed: branding and reputation, promotional strategy, program/service strategy, and service 
information accessibility.   

In 2016, MOSAIC went through an organizational rebrand. This rebrand included updating the 
organization’s website and creating a new logo that more accurately aligns with MOSAIC's 
diverse range of services and programs. Having a relevant and easily recognizable brand is a 
significant strength for MOSAIC as it enables the organization to distinguish itself from other 
settlement organizations in the GVRD, and increase recognition among clients, and the general 
public. In the long-term, having a strong brand can have a positive impact on establishing 
credibility as well as building brand equity. Thus, MOSAIC is ahead of many settlement 
organizations such as S.U.C.C.E.S.S, the ISSofBC, and PIRS that have not yet recognized the 
importance and benefits associated with having a distinct brand.  
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Further, MOSAIC has a strong reputation and has established credibility with a variety of 
stakeholders including funders, clients, and other settlement service providers. This credibility 
has been established through a variety of means including having a proven track record of 
success, receiving a variety of awards such as Canadian Lawyer Readers’ Choice Award, 
Burnaby Business Excellence Award, and B.C. Premier's Award, establishing relationships with 
key political representatives, fundraising for community organizations such as United Way, 
advocating for immigrant and refugee rights, conducting studies on immigration and immigrant 
needs, and a variety of other means. Beyond benefits such as increased client and staff retention, 
having a good reputation with key stakeholders is a strength for MOSAIC as it enables the 
organization to have a credible and positive influence over programs and policies created by all 
three levels of government. Consequently, it also enables MOSAIC to better serve its clients by 
having greater influence over funding allocated for the expansion and addition of new services 
and programs based on the changing needs of its clients.  

Promotion Strategy – In the 2017/2018 year, approximately 48% of MOSAIC's clients heard of 
the organization through peer-to-peer referrals. Indicating MOSAIC largely relies on word of 
mouth to communicate the availability of programs and services. However, the organization does 
use some forms of paid advertising and public relations. At the program level, MOSAIC has 
used paid advertisements in ethnic magazines and newspaper to increase knowledge regarding 
specific programs and services. MOSAIC also shares news releases and op-eds on its website, 
and contacts media outlets to share newsworthy information. Additionally, MOSAIC uses a 
variety of non-paid communication tactics and channels to disseminate information including 
providing information in a government sponsored new-arrival pamphlet, organization owned 
social media channels, blogging, monthly e-newsletters, and 1-minute vignettes. While these 
channels are updated frequently, they could be improved on to more successfully increase 
knowledge about available programs and service among newcomers; rather than primarily using 
these channels to communicate with stakeholders who already have an interest in the work 
MOSAIC does.  

Despite MOSAIC's use of communication channels and specific marketing tactics, 
approximately 33% of newcomers in Vancouver do not access the services and programs that are 
available to them through settlement service providers. Thus, a significant opportunity for 
MOSAIC is designing a communication strategy that specifically targets newcomers and 
immigrant populations. MOSAIC’s lack of communication strategies to reach newcomers has 
limited its ability to increase knowledge regarding the existence of the organization among 
newcomers. In order for MOSAIC to effectively assist as many newcomers as possible, it is 
essential that MOSAIC become a highly recognizable and well-known organization within the 
GVRD and more specifically, among newcomer populations. However, due to the organizations 
limited advertising and marketing budget at the organizational and program level, increasing 
knowledge regarding the availability of programs and services among newcomers and immigrant 
populations may be challenging without devising low-cost strategies such as establishing 
valuable strategic partnerships.    

Further, in analyzing MOSAIC's marketing activities, the organization solemnly utilized 
fundraising events or campaigns throughout the 2017/2018 year. However, with the 
organizations fundraising strategy under review, and being improved through a contractor, the 
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organization may see greater success with fundraising in the near future. Further, more 
comprehensive donation campaigns that complement the organization's current strategies may 
improve MOSAIC's ability to generate revenue through donations.  

Programs and Services – In assisting newcomers in their settlement and integration into 
Canadian society, MOSAIC offers a diverse range of programs and services to fulfil its mission. 
As previously discussed, MOSAIC has differentiated themselves by offering a unique set of 
services that differ from other settlement organizations in the GVRD. Programs and services are 
offered through five main pillars which includes settlement assistance, English language training, 
employment services, specialized services, and interpretation and translation services. Although 
all settlement organizations have an overlap of services and programs that are available to 
clients, such as offering settlement services and language training; what is unique about 
MOSAIC is the organizations fourth and fifth pillars which provide clients with specialized 
services, and translation and interpretation services.  

MOSAIC's diverse range of programs and services is a strength for the organization as some 
client needs may only be fulfilled through MOSAIC thus, it has enabled the organization to 
establish a competitive advantage. Further, translation and interpretation services have enabled 
MOSAIC to establish credibility with a diverse range of organizations, institutions, and people. 
Additionally, this fee for service model is a strength for MOSAIC as it allows the organization to 
generate revenue which leaves them less reliant on government funding compared to other 
settlement organizations. While MOSAIC's diverse offerings have allowed the organization to 
differentiate themselves and is certainly a strength, it is how MOSAIC delivers services and 
programs that is the primary strength of the organization. Through over 43 years of offering 
settlement services, MOSAIC has established an organization that combines dedication, 
expertise, and commitment to offer clients high-quality service in a warm and welcoming 
environment. These qualities are what truly differentiate MOSAIC from competitors and will 
have the most significant impact on the organization's ability to expand its services and programs 
in the future.   

Service Information Access – As discussed, MOSAIC's programs and services are available 
throughout B.C. However, the organization is highly concentrated within the GVRD by offering 
27 client accessible locations. Services and programs are available through both MOSAIC 
operated sites, and partner sites and are located in the cities of Burnaby, North Vancouver, New 
Westminster, Vancouver, Tri-Cities, Richmond, Surrey, and Langley, and a newly established 
headquarters located in Vancouver.117 Each site offers a diverse range of services depending on 
the needs and demographics of surrounding populations.118 MOSAIC's largest operated site is the 
organizations newly relocated headquarters located at 5575 Boundary Rd Vancouver, BC. 
MOSAIC's new headquarters is owned by the City of Vancouver and was specifically designed 
and furnished to meet the specific needs of the organization. The headquarter is 23,000 square 
feet and 2 floors, and features a 150-capacity meeting space, and over 100 offices and 
workstations.119 

In addition to MOSAIC's highly convenient and accessible physical locations, the organization 
communicates information to stakeholders and provides resources to clients through the 
organization’s website. MOSAIC's well-designed website includes detailed information 
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regarding available programs and services, upcoming events, recent news and updates, and a 
variety of other resources including publications, conducted research studies, and healthy eating 
guides.  

Overall, through MOSAIC's highly accessible and conveniently located physical locations, and 
its website that is used to disseminate information to clients and stakeholders, the organization’s 
distribution of services, programs, and information is a strength for MOSAIC. This is a strength 
as it enables MOSAIC to provide better client service, and efficiently communicate information 
to a variety of stakeholders. The relocation of MOSAIC's headquarters to a new and larger 
building that was designed specifically for its needs is also a key strength for the organization as 
it allows them to better serve clients by giving it space to host community events, workshops and 
training activities. Further, it increases credibility as an organization, and better enables staff to 
communicate and collaborate more effectively by having all key staff located in the same 
building. 

Further, additional strengths include MOSAIC’s understanding of the benefits associated with 
having a strong brand and thus, rebranding the organization in 2016. Today, this assists 
MOSAIC in establishing brand equity within the GVRD. Additionally, through MOSAIC’s 
advocacy and community building initiatives, it has established a strong reputation with a variety 
of important stakeholders which enables MOSAIC to have some influence over policy and 
funding. Despite these strengths, a significant area for improvement with its marketing and 
communication strategy remains MOSAIC lack of communication strategies to connect and 
inform newcomers about the programs and services that are available to them. The 
organization’s lack of fundraising and donation activities is also a concern as this limits 
MOSAICs ability to diversify revenue streams and increase engagement among a variety of 
stakeholders. In regard to programs and services, the diverse range of programs and services 
MOSAIC offers, in addition to translation and interpretation services is a strength as it has 
enabled MOSAIC to establish a competitive advantage over other settlement service providers 
While this is a strength, MOSAIC’s expertise and commitment which has been established 
through 43 years of providing settlement services enables it to provide high-quality services and 
has a significant impact the organization's ability to expand programs and services. 

3.2.1.4 Follow-Up Services 

This section discusses follow-up activities MOSAIC uses to further assist clients and ensure 
continuous improvement of its programs and services.  

MOSAIC has a client care direct line (604) 254 9626 that is available during business hours from 
8 am to 4 pm. For after-hours customer care can be reached via email info@mosaicbc.org.   

Additionally, to understand client needs and client satisfaction levels, MOSAIC conducts client 
surveys once clients have received service. Surveys are accredited by the Commission on 
Accreditation of Rehabilitation Facilities (CARF). The survey is designed to create value for 
clients through continuous improvement of services that center on enhancing the lives of clients. 
The result of the survey is shared with MOSAIC's leadership team who then create action plans 



	

	
	 38	

MOSAIC has 30 standard operating procedures (SOP) within its human resource disciple that 
covers recruitment and employee placement, leadership succession, employee benefits, employee 
evaluation, conflict resolution, and supervision; among others. The depth of SOP’s at MOSAIC 
outlines its strong organizational fundamentals that translates in strong corporate governance and 
enables the organization to manage its labour force of more than 300 employees. 

Further, MOSAIC has a robust employee development program in place. The organization 
allocates funds for employee development programs at the organizational level, departmental 
level and employee level. Implementation of this process is considered a strength for MOSAIC 
as each department knows what training is required to better serve the needs of clients thus, 
enabling the organization to provide more client-centered employee development. In addition, 
MOSAIC has strong policies in place around employee performance evaluation. The 
organization exercises ongoing processes of employee assessment that consists of monthly one 
on one meetings with a supervisor, a 6-month probationary review and an annual performance 
review. 
 
MOSAIC is regarded as a top 50 employer in B.C. This is achieved through the creation of a 
culturally diverse work environment and an attractive benefits package. Today. the organization 
offers a group RRSP to which it contributes an amount equal to 2% of employees' gross pay, one 
week off during Christmas which is not deducted from their annual vacation allowance, a flex 
day every 3 weeks, an employee wellness programs which includes a walking and hiking club, 
yoga, and more, and a yearly staff retreat. Implementation of the following practices results in 
high employee retention and satisfaction rates which consequently enables MOSAIC to provide 
superior service to their clients.  
 
To evaluate employee satisfaction, MOSAIC conducts an annual employee survey which 
identifies strengths and weakness in its HRM practices. The result of the survey is shared with 
MOSAIC's leadership team which then create an action plan to resolve issues or embrace 
successful practices in the workplace. The implementation of an employee survey is a strength 
for the organization because it allows it to measure employee satisfaction, and assists MOSAIC 
in understanding employees' attitudes, satisfaction levels, and motivation. 
 
Further, there is no procedure in place to track employee’s weekly commitment towards 
achieving the common goal of the organization. This could be improved on as a lack of 
commitment from an employee may slow down the drive toward fulfilling the organizations 
mission and vision. In comparison, weekly commitments from employees could contribute 
towards adding value to the organization through increased employee determination and 
proactive support and engagement. Implementation of a balanced scorecard and short terms 
goals would be beneficial in meeting the long-term goals of the organization.  
 
Additionally, in analyzing the organizational chart of MOSAIC (see Appendix A: Figure 4) it 
revealed that the Director of Finance and Administration position is a cluster of accounting, HR, 
Information Technology, and facilities departments. This may result in operational inefficiencies 
as each respective area requires a different set of skills to run successfully.   

Volunteers – As a non-profit organization, MOSAIC's operational success heavily depends on 
volunteer work. They play a crucial role in MOSAIC's day to day operations. Every year, the 
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organization attracts volunteers who dedicate their time, knowledge, and expertise to empower 
newcomers to fully participate in Canadian society. In 2018, over 650 volunteers were involved 
in programs and services at MOSAIC. Approximately, 9824 hours of work were dedicated to 
supporting language centers, employment and social mentorship, event assistance, tax clinics, 
and other administrative work. This is a strength for MOSAIC as an extensive network of 
volunteers allows the organization to cover labour requirements for a range of services that 
secures operational success of programs.  
 
To manage volunteers, MOSAIC has a dedicated volunteer coordinator that manages all 
volunteer positions at the organization. Today, the organization has ten SOPs in place around 
volunteer resources. The SOP’s cover a wide range of processes from the philosophy of 
volunteering at MOSAIC to detailed onboarding and training process. The depth around the 
volunteer operational procedures indicates strong corporate governance and enables MOSAIC to 
have robust control over volunteer management. 
  
The volunteer coordinator has a system of volunteer development and recognition in place that 
ensures volunteers get appropriate training. Further, to contact volunteers, MOSAIC's intranet 
provides departments with the ability to request volunteers, and list the specific skills required 
for the project or event. Volunteers whose data is stored in the organization’s volunteer databases 
are then contacted to determine if they are available and interested in volunteering.  
 
Further, it is evident that the organization’s volunteer work runs under the banner “help us to 
help” you. For example, volunteering at MOSAIC serves as a major Canadian work experience 
platform for newcomers. It allows immigrants to get a taste of work culture in Canadian 
companies, which contributes to their successful employment in Canada. 
  
Some people volunteer to get their first Canadian work experience, others are high profile 
executive who use volunteering as an opportunity to give back to their community. Corporate 
executives and professionals dedicate time per week to mentor newcomers as a part of their 
corporate social responsibility. Having high profile leaders and executives to volunteer at 
MOSAIC is a phenomenal opportunity for newcomers to build a necessary network that sets 
them up for future success. This is a strength for the organization as getting high profile 
executives to mentor and volunteer contributes to establishing a positive and credible brand 
image for MOSAIC in the GVRD.  
 
Overall, human resource management is a strength for MOSAIC as it has strong employee and 
volunteer management policies in place. As well as the organizations attractive employee 
benefits, and development and training programs result in low employee turnover. However, the 
Director of Finance and Administration position is a cluster of multiple positions and is 
considered to be an area for improvement for MOSAIC as this results in organizational 
inefficiencies. 
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3.2.2.3 Management Information Systems 

The following section discusses software systems and technical knowledge that is in place to 
improve MOSAIC’s operating efficiency.  

Today, all major non-profit organizations use management systems to handle their most 
important information such as donor and client data. In analyzing MOSAIC, there were not any 
sophisticated information management systems observed. Currently, the organization shares a 
database with the Federal government which has limited capabilities and has resulted in privacy 
concerns. This could be improved as the absence of integrated management information systems 
such as an Enterprise Resource Management system could lead to major inefficiencies. 
Implementation of an integrated data management system would help to analyze client and donor 
data throughout the client/donor lifecycle, with the goal of improving service relationships and 
elevating client experiences. This could assist MOSAIC in performing the task of compiling data 
across different points of contact between these stakeholders and MOSAIC. This would 
significantly improve MOSAIC's interaction with external users since employees would have 
detailed information, such as personal information, preferences and need for service on clients 
and donors. Humans cannot remember everything; therefore, databases are designed to 
seamlessly sort through information to increase efficiency and enable organizations to make 
more informed decisions.  

Not having an integrated data management system in place may create inefficiencies for 
MOSAIC because the management of a large workforce can be challenging without the use of an 
ERP. In 2018, MOSAIC engaged 650 volunteers through the range of the programs. The use of 
ERP would allow them to track the development of a volunteer form start, to an experienced 
employee, manage their progress, strengths, preferences, and performance.  

Today, MOSAIC has human resource, marketing, donor, and accounting applications that work 
separately and do communicate with one another. Installation of an ERP software would 
integrate these processes and create one fluid system adding necessary efficiency into day-to-day 
operations by integrating data across all departments thus allowing each department to 
collaborate with one another  

Moreover, Canada's anti-spam legislation (CASL) came into effect on July 1, 2014. New 
legislation targets those who send commercial electronic messages without the recipient’s 
consent. Analysis of MOSAIC revealed that the organization has been on top of the law and has 
been obtaining consent from clients and donors at the completion of customer surveys. This is a 
strength for the organization, as it creates a capability to legally reach out to the clients and 
donors under new CASL.	

Overall, information systems that are currently utilized by MOSAIC could be updated as the 
organization does not have integrated systems in place, which would significantly improve the 
organization's ability to interact with clients and donors and collaborate across departments. Lack 
of incorporation of artificial intelligence in employee and volunteer management, and marketing 
is another potential area for improvement for MOSAIC as the potential use of artificial 
intelligence could oversee the development of employees and volunteers more efficiently and 
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make more informed marketing decisions. Lastly, the use of a sophisticated ERP system would 
ensure a more fluid flow of data between departments thus allowing for increased efficiency of 
operations.  

3.2.3  SUMMARY OF VALUE CHAIN   

In summary, MOSAIC's operations are a strength for the organization as it enables the 
organization to offer a diverse range of services and programs. MOSAIC’s detailed operating 
procedures ensure high-quality and consistent services are provided across all of MOSAIC’s 
locations. The organization’s performance is measured through client focused KPIs that are 
developed based on service and government contracts and aligned with the organization's vision. 
Furthermore, MOSAIC focuses on partnerships with local non-profits to strengthen its position 
in the community and promote its advocacy for refugee support and benefits of immigration. 
MOSAIC has a well-established distribution network in the GVRD with 27 strategically located 
facilities which are very assessable for clients and employees; thus, increasing convenience for 
clients. In addition, the organization’s new headquarters creates greater exposure in the 
community by giving it space to host community events, workshops and training activities and 
increase the credibility of the organization.  
 
Regarding marketing and communications and programs and services; strengths include strong 
brand and brand reputation, offering a diverse range of programs and services, and significant 
expertise and commitment in providing settlement programs and services. However, MOSAIC 
could improve some areas of its marketing strategy including the organization’s lack of 
communication strategies to connect and inform newcomers and immigrant populations about 
available programs and services. Further, its lack of fundraising and donation activities are a 
concern.    
 
Additionally, the organization strives for continuous improvement and to understand its client’s 
needs. MOSAIC tracks client satisfaction through a series of questions which are analyzed on a 
regular basis in executive meetings. Regarding financials, MOSAIC follows Canadian 
accounting standards for non-profit organizations and has strong accounting policies in place that 
ensures the financial health of the organization. The company is exposed to credit, interest and 
market risk that is well managed through strong operational procedures, a diversified investment 
portfolio and partnerships with reputable organizations and banks. However, MOSAIC’s heavy 
reliance on government funding is a concern as changes in government funding could result in a 
significant decline in revenue.  
 
MOSAIC’s human resources and volunteer base are one of the organizations most valuable 
assets. The organization utilizes strong work practices and is capable of retaining talented 
employees through an attractive benefits package and a favourable work environment. In 
addition, MOSAIC has extensive employee and volunteer training and development programs 
that separate it from other organizations and result in high client and employee satisfaction. 
Lastly, information management systems at MOSAIC appears to be an area that could be 
improved on as the organization does not have integrated systems in place that would allow for 
one fluid system adding necessary efficiency into its day to day operations.  
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organization’s human resource practices enable them to attract, hire, and retain talented 
employees, and motivate them to continue to provide superior service to clients.  

3.3.2.2 Knowledge/Experience 

MOSAIC has been providing immigrant settlement services and programs for over 40 years and 
has a proven track record of success. Further, MOSAIC uses certified professionals with industry 
related experience who are highly knowledgeable about the unique needs of immigrants and 
refugees, thus being able to provide clients with valuable information.  

3.3.2.3 Reputation 

MOSAIC is associated with positive mainstream politics of philanthropy. Recently, MOSAIC 
has received several awards: Interpretation and Translation Services Wins Canadian Lawyer 
Readers’ Choice Award, named one of the best places to work in 2018,130 top management 
received leadership awards131, Staff Excellence Recognition from the City of Burnaby,132 
Recognized as a Strong Partner133, announced as a finalist for the Burnaby Board of Trade 
Excellence Award in the Not-For-Profit Organization of the Year category134, and featured in the 
B.C Ministry video promoting Premier’s Award.135 

3.3.2.4 Branding 

As a non-profit organization, MOSAIC is recognized within its industry as one of the leaders by 
making significant changes in the way local communities interact and view new immigrants, as 
well as its commitments to philanthropy. MOSAIC has designed a colorful and diverse brand 
that speaks in a unique way to its core stakeholders: its clients, employees, donors, the 
government, as well as the general public.  

3.3.3 CAPABILITIES 

3.3.3.1 Human Resources  

MOSAIC has a skilled and experienced management team, as well as key board members that 
have led the organization to a leading position in the industry. Moreover, in 2018 MOSAIC's top 
management received leadership awards. As a result of MOSAIC’s top management’s inspiring 
leadership, MOSAIC was named one of the best places to work in 2018.136 This award was also 
achieved as a result of MOSAIC’s successful HR practices which are influenced by quality 
control practices such as CARF. MOSAIC’s well-defined organizational structure with the 
combination of being a people-centred organization, e.g. motivating, empowering, and retaining 
employees, enables them to provide superior client service.  
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3.3.3.2 Organizational Reputation  

MOSAIC has a strong connection with the Provincial and Federal Government, which opens 
doors for MOSAIC for various funding opportunities and also project collaborations. For 
instance, recently it was announced that MOSAIC provides the best quality services using the 
support from the City of Burnaby. Meaning that MOSAIC uses its connections to get extra 
support for the organization. The organization also has connections to different Private Funding 
Organizations, such as United Way, that share with MOSAIC their worldwide connections. 
MOSAIC has received many awards for its philanthropy work and constant advocacy for 
immigration.  

3.3.3.3 Services and Programs   

MOSAIC offers all of its support services for free except for translation and interpretation 
services. MOSAIC continuously designs and adjusts its services to constantly adjust to changing 
immigrant needs. In order to provide more services and eliminate communication barriers 
between the organization and its clients, MOSAIC has developed over 40 programs and services 
to meet the needs of as immigrants as possible.137 To ensure that MOSAIC’s clients receive high-
quality service, MOSAIC has outlined service processes for all staff that yield to reliable 
program and service quality. Further, in order to keep improving the quality its service, 
MOSAIC has created a quality control survey system which allows its clients to evaluate their 
experience at MOSAIC.  

3.3.3.4 Client Connections  

MOSAIC has 27 strategically located facilities in the GVRD. All facilities have local parking 
and are located within walking distance from public transit stations. By having convenient 
locations, MOSAIC creates a network of easily accessible client locations. As a result of its 
strategic placement of locations and diverse services offered at each location, MOSAIC’s 
network has become a powerful strategic tool that enables it to have facilities with different 
concentrations, which ultimately leads to effective service delivery.  

3.3.4 CORE COMPETENCY 

Based on an analysis of MOSAIC's capabilities, the organization's core competencies are as 
follows:  
 

● Human Resources   
● Organizational Reputation  
● Services and Programs  

 
Such capabilities take a significant amount of time, effort, and skill to develop and give 
MOSAIC a significant advantage over other settlement service providers.   
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3.3.5 4 CRITERIA MODEL  

See Appendix A: Table 1 for 4 Criteria Model table.   

3.3.5.1 Human Resources  

● Valuable – MOSAIC is a people-centered organization, which allows the HR department 
to hire and retain the best, most skillful and most knowledgeable employees, who are 
loyal to MOSAIC and provide high-quality service.  

● Rare – This capacity is not rare as other competitor organizations have HR departments, 
however other non-profit organizations may not be able to replicate the same level of 
successful HR practices.  

● Costly to Imitate – To imitate MOSAIC’s level of HR, significant financial investment 
would be required. As well as it would require a significant amount of time to find the 
right match of management and employees and establish a culture of being a people-
centered organization.  

● Non-Substitutable – For any organization, the right people, practices and culture 
determine the success of an organization. As a result, MOSAIC’s HR department is key 
to its organizational success. Since this people-centred culture has been established over a 
long period of time, it is highly non-substitutable.  

3.3.5.2 Organizational Reputation  

● Valuable – Through over 40 years of operating, MOSAIC has developed an outstanding 
reputation, which today allows MOSAIC to generate sufficient funds and have influence 
over policy in order to support its growth and better serve its clients.  

● Rare – Due to the nature of this industry, this capacity is not rare as other competitor 
organizations have their own goodwill reputation; but other non-profit organizations may 
not be able to quickly build the same trustworthy relationship it has with funders, clients, 
and other organizations.  

● Costly to Imitate – In order to build a reputation such as MOSAIC's, it would require an 
organization to successfully operate and collaborate with a variety of stakeholders for 
years before it can enjoy the same benefits as MOSAIC.  

● Non-Substitutable – For an industry which is largely dependent on external funding, 
without a good organizational reputation it would have difficulty generating funds and as 
a result, the operations of such an organization would not be possible.   

3.3.5.3 Services and Programs  

● Valuable – MOSAIC designs and constantly improves programs and services to support 
newcomers and immigrant population in the GVRD.  
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3.5 SWOT ANALYSIS 

Upon conducting a thorough analysis of MOSAIC's external operating environment, internal 
operations, and current strategies; internal strengths and weaknesses, and external opportunities 
and threats have been summarized in the following SWOT table. Further, identification of the 
most significant organizational issue MOSAIC faces precedes this SWOT table.  
 

STRENGTHS  WEAKNESSES (Areas for Improvement) 

● Significant expertise and knowledge in 
providing immigrant programs and 
services.  

● Effective human resource management 
strategies (attracting, retaining, 
motivating).   

● Strong organizational reputation.   
● Convenient client accessible locations.   

 

● Lack of comprehensive 
communication strategies to connect 
with and inform newcomers about 
available programs and services.  

● Heavy reliance on Federal and 
Provincial funds to sustain operations.  

● Lack of sophisticated and integrated 
information management systems in 
place.  

OPPORTUNITIES  THREATS  

● Increased use of social media and 
online channels among Canadians.  

● Changing preferences, opinions, and 
means of giving among Canadians.  

● Increased recognition of the 
importance of settlement organizations 
among governments and the public.  

● Leverage new and advancing 
technologies.  
 

● Potential for reduced funding and/or 
changes to service contracts due to a 
possible new government in 2019.  

● Slow economic growth/potential for 
economic downturn.  

● Inability to attract, hire and retain 
talented staff due to labour shortage 
and wage competition with the private 
sector.   

● High level of competition for 
government funds, donations, and 
other resources.   
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3.6 CRITICAL ISSUE IDENTIFICATION 

The most significant issue that MOSAIC faces is its lack of comprehensive communication 
strategies to connect with and inform newcomers in the GVRD of its settlement programs and 
services. MOSAIC’s lack of communication strategies has resulted in low knowledge regarding 
the existence of the organization’s programs and services among newcomers and immigrant 
populations. As discussed, approximately 33% of newcomers in Vancouver do not access 
settlement services and programs that are available to them through settlement service providers. 
While some newcomers are educated about available resources and choose not to access these 
programs and services, and not all newcomers access services and programs offered by 
MOSAIC; the most significant barrier newcomers face to accessing settlement programs and 
services is a lack knowledge about the existence of settlement services providers. This has a 
significant impact on newcomers’ ability to successfully integrate into Canadian society and 
limits MOSAIC’s ability to expand programs and services if they do not experience year over 
year increases in clients.  
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 STRATEGIC RECOMMENDATION  

4.1 CRITERIA FOR EVALUATING THE STRATEGIC ALTERNATIVES 

The following seven criteria have been selected to evaluate strategic alternatives and each one's 
ability to meet MOSAIC’s strategic goals. The following table lists each criterion and its 
weighting based on importance; with the largest number being of most significant importance in 
selecting an alternative.  
 

CRITERIA WEIGHT 

Knowledge of Available Programs and Services  22 

Feasibility 18 

Strategic Fit  15 

Increase Positive Public Perception of Immigration in Vancouver  15 

Cost to Implement  12 

Risk to Implement  10 

Time to Implement  8 

Total 100 

4.1.1 RATIONALE  

4.1.1.1 Awareness of Available Programs and Services Among Newcomers 

This criterion evaluates the ability of the strategic alternative to increase knowledge of 
MOSAICs available programs and services among newcomers and immigrant populations. This 
criterion is key in selecting a strategy that enables MOSAIC to connect with and inform a larger 
number of newcomers who are in need of its programs and services. To measure this component, 
MOSAIC will use its post-program surveys to ask clients how they heard about MOSAIC and 
will then compare MOSAIC program registration numbers, and client information sources to the 
previous year. Further, information collected in the Vancouver Immigrant Survey will also be 
utilized.  
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4.1.1.2 Feasibility  

 
This criterion will focus on the resources MOSAIC has and its ability to implement the 
alternative. This will consider the abilities and expertise of MOSAIC’s staff, available 
funds/costs and the overall ease to successfully implement the recommended alternative. Further, 
it will consider any disruption the strategic alternative will have on the current operations of 
MOSAIC. 

Strategic Fit 

The focus of this criteria is to evaluate how well the strategic alternative solves the core issue 
and aligns with MOSAIC’s strategic goals, mission and vision. To determine strategic fit, the 
alternative must align with MOSAIC’s mission of engaging the community and increasing 
advocacy and to facilitate the meaningful participation of immigrants and refugees in Canadian 
Society. The strategy must also align with MOSAIC’s vision of empowering newcomers to fully 
participate in Canadian society.  

4.1.1.3 Increase positive public perception towards immigration in Vancouver 

This criterion evaluates the ability for a strategic alternative to educate the public about the 
benefits of immigration and increase positive perception regarding immigrants and their ability 
to contribute to society. As no data is collected by the City of Vancouver on public perception of 
immigration, public perception may be difficult to measure. However, this is an important 
criterion to consider when selecting a strategic alternative because long-term Vancouver 
residents will be more likely to share information with newcomers if they understand 
newcomer’s importance to Canadian society.  

4.1.1.4 Cost to Implement 

This criterion evaluates the cost that MOSAIC will incur when implementing the strategic 
alternative. It will consider both direct costs and the possible need for securing additional 
funding.  

4.1.1.5 Risk to Implement 

This criterion will evaluate the possible negative impacts of an alternative or failure of an 
alternative. It considers factors such as brand image, reputation, change in clients served and 
quality of services.  
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4.1.1.6 Time to Implement 

This criterion evaluates the amount of time required to implement the alternative. Additionally, it 
considers the time from implementation to impact of MOSAIC experiencing an increase in 
clients, increasing public perception, and an overall increase in newcomers accessing settlement 
programs and services.  

4.2 STRATEGIC ALTERNATIVES 

The following section discusses three strategic recommendations that would address the critical 
issue that MOSAIC faces. 

4.2.1 ALTERNATIVE #1 - STATUS QUO  

Within this alternative, MOSAIC would keep marketing and communication plans as they 
currently are. MOSAIC would continue providing budgeted funds at both the department and 
program level. At the program level, programs would remain in control of the content, timing, 
and organizations they choose to advertise programs through such as ethnic magazines and 
newspapers. The Communication and Development department would continue to utilize digital 
media channels to communicate with interested stakeholders and continue using the current 
public relations tactics. 
 
To measure the impacts of this alternative, MOSAIC would continue to utilize its post-program 
surveys, related surveys conducted by the City of Vancouver; comparing year over year client 
enrollment data as well as tracking social media and website data.  

4.2.1.1 Pros: 

The most significant pro is that this method currently fits within the annual budget and has 
already been included in next year’s budgeting. Additionally, keeping content creation in house 
allows MOSAIC to have a high level of control over the content and placement of messaging and 
utilize existing expertise within the marketing and communication department. Further, keeping 
close control of these channels allows MOSAIC to react and create content quickly when change 
is necessary.  

4.2.1.2 Cons  

Current marketing and communication strategies are not effectively being used to connect with 
and inform newcomers about programs and services offered through MOSAIC but are instead 
being used as a channel to communicate with stakeholders who already have an interest in the 
organization. Additionally, MOSAIC currently lacks the in-house resources within its marketing 
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and communication department which limits its time availability to carry out more targeted 
campaigns without the addition of a dedicated position within MOSAIC.  

4.2.2 ALTERNATIVE #2 - EXPAND INTERNAL CAPACITY IN COMMUNICATION 
AND DEVELOPMENT DEPARTMENT 

In this alternative MOSAIC would create a job description and hire a Marketing Coordinator in 
the Communication and Development department. This would allow MOSAIC to increase 
expertise and in-house resources within this department without the need to outsource its 
marketing activities. The position would include tasks such as content creation and platform 
management. With this new role, MOSAIC would be able to commit more time and effort to 
increase the ability of marketing strategies to more effectively reach newcomers and ensure 
marketing messaging and tactics are aligned with its strategic goals.  

4.2.2.1 Pros  

The key strength of this alternative is that MOSAIC would hire an individual with a new skill set 
and expertise in marketing and communications. Current marketing and communication staff 
have a large number of other responsibilities which limits their ability to expand, develop and 
implement new marketing and communication strategies. Improving the current communication 
and marketing strategies requires more labour resources and specific knowledge regarding 
integrated marketing communications and campaign implementation. Creating this role would 
allow other staff within MOSAIC to function as they currently are, by hiring an additional staff 
member to complete the tasks associated with building and executing marketing campaigns 
campaign specifically directed towards newcomers.  

4.2.2.2 Cons 

This alternative would require additional funds to be allocated to support the salary of the 
position and the cost of some paid advertising. This may pose a challenge as executives and 
funders do not always see the benefit of marketing and thus may prefer the funds to be allocated 
to an area that has a more direct impact such as programming.  

4.2.3 ALTERNATIVE #3 – COLLABORATE WITH COMMUNITY PARTNERS TO 
IMPLEMENT THE TELL-A-FRIEND CAMPAIGN 

The City of Vancouver’s New Start Initiative contains a variety of tactics, including the idea of a 
Tell-a-Friend Campaign which would aim to improve access to settlement services in 
Vancouver. The Tell-a-Friend campaign indirectly targets newcomers through the utilization of 
long-term Vancouver residents to “tell” newcomers about the availability of settlement programs 
and services in Vancouver. This campaign is built on communicating a two-part message 
through word of mouth from Vancouver residents to newcomers. Thus, long-term Vancouver 
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residents are used as an intermediary to distribute settlement information to newcomers. This 
campaign supports current data that identifies word of mouth referrals as MOSAIC’s most 
common method of new program enrollment. Therefore, the Tell-a-Friend campaign capitalizes 
on referral methods that have already proven to be successful.   
 
The Tell-a-Friend campaign would communicate two related messages: 1) educating Vancouver 
residents about the immigrant programs and services available at MOSAIC and 2) increase 
positive perception of immigrants through sharing the economic and community benefits of 
immigration. Informing long-term Vancouver residents on the quantitative societal and economic 
benefits of immigration is an important component in this campaign to increase the likelihood 
that residents will share learned information with newcomers. The Tell-a-Friend campaign would 
heavily rely on establishing non-competitive partnerships with community organizations that 
commonly interact with newcomers. Thus, the City of Vancouver, Vancouver Parks and 
Recreation, and Vancouver Coastal Health would be partnered with to implement this campaign. 
Front line employees of these community organizations would be informed about the Tell-a-
Friend campaign and be motivated to share settlement information with newcomers.  
 
In implementing this campaign, targeting long-term Vancouver residents who are likely to 
interact with newcomers would be immensely important. In addition, broader channels such as 
informational brochures, new media companies, social media, and MOSAIC’s website would be 
used to implement a highly integrated campaign and to inform a more general audience about the 
Tell-a-Friend campaign and create buzz around the topic of immigration. Information brochures 
would be distributed to locations such as City of Vancouver headquarters, Vancouver Parks and 
Recreation locations, and selected Vancouver Coastal Health Authority locations.  
 
This strategy would utilize a Langara Co-Op student on a 4-month term to oversee the 
implementation of the Tell-a-Friend campaign. Further, MOSAIC would have the ability to 
utilize Langara design students at no cost to assist with designing campaign content such as 
information brochures and graphics for social media. This campaign would be organized and 
implemented over a five-and-a-half-month period with the first month and a half allocated to 
hiring a Co-Op student, two months for planning and organizing the campaign, a month and a 
half to implement the campaign, and two weeks to conduct a post-campaign review.  
 
The impact of this strategy would be measured through changes in MOSAIC’s client enrollment, 
post-program surveys conducted by MOSAIC, and changes in program access number found in 
the Vancouver Immigrant Survey.  

4.2.3.1 Pros 

The first benefit of this alternative is that it capitalizes on MOSAIC’s most common form of 
client referrals. The cost of the pilot program would be covered by a government grant, with little 
to no cost for MOSAIC. The Tell-a-Friend campaign is also a low-cost strategy as it will heavily 
rely on community partnerships. Additionally, this alternative fulfills MOSAIC’s and the City of 
Vancouver's goal to increase access to settlement services in Vancouver and have a positive 
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influence on public perception to support immigration and newcomers. Lastly, this alternative 
allows MOSAIC to continue its day-to-day marketing and communication strategies.  

4.2.3.2 Cons 

Word of mouth tends to be a less efficient method of disseminating information in comparison to 
more direct marketing channels. Thus, it may take time to see positive results from the 
implementation of this campaign. Effectively targeting “long-term Vancouver residents” may be 
challenging as this is a very large and diverse group. Therefore, it will be important to use 
channels that will target Vancouver residents who would likely to interact with newcomers. 
Additionally, the general public tends to be disconnected from new immigrant populations. 
Although this campaign will increase community advocacy; some of the target groups may lack 
the opportunity to share information with newcomers. Further, since the City of Vancouver 
conducts a limited number of surveys regarding immigration, beyond the Vancouver 
Immigration Survey and information collected by MOSAIC; it may be difficult to determine the 
success of this campaign.  

4.2.4 ALTERNATIVE #4 - COLLABORATE WITH THE CITY OF VANCOUVER TO 
IMPLEMENT THE TELL-A-FRIEND CAMPAIGN AND ESTABLISH COMMUNITY 
PARTNERSHIPS  

Similarly, to alternative #3, MOSAIC would partner with community organizations to implement 
the Tell-a-Friend campaign within Vancouver. Channels to implement this campaign would 
remain the same as in alternative #3. Additionally, beyond the scope of the Tell-a-Friend 
campaign, MOSAIC would implement a proactive community targeting approach. Channels that 
would be utilized include establishing a partnership with the Vancouver School Board to inform 
and educate students, teachers and parents at the primary school level about how settlement 
organization can assist newcomers comes with adjusting to life in Vancouver and the importance 
of creating a welcoming multicultural society. Further, MOSAIC would host events at local 
communities centres within communities that have distinct immigrant populations. Through this 
strategy, MOSAIC would also reach out to a variety of online immigrant communities as these 
are becoming increasingly prominent. While the Tell-A-Friend campaign targets newcomers 
indirectly through long-term Vancouver residents, these additional channels would aim to 
expand MOSAIC reach by targeting communities as a whole, rather than newcomers at the 
individual level.  
 
Further, MOSAIC will use these additional community channels as a means of reaching 
newcomers through a more direct approach than word of mouth. This will ensure newcomers are 
reached at the community and individual level thus, informing a larger number of newcomers 
than solely utilizing the Tell-a-Friend campaign. Additionally, MOSAIC will have the 
opportunity to educate and increase positive community perception and advocacy within the 
Vancouver School Board. MOSAIC will choose two schools that have high immigrant 
enrollment and launch a pilot of the campaign. Further, pilot programs will be hosted at 
community centres within communities that have distinct immigrant populations. The intent of 
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this strategy would be to develop a model that could be easily replicated by other settlement 
organizations and expand to schools and community centres throughout the GVRD.  
 
The impact of this strategy would be measured through changes in MOSAIC’s client enrollment, 
post-program surveys conducted by MOSAIC, and changes in program access numbers found in 
the Vancouver Immigrant Survey. Further, qualitative surveys would be used to determine the 
success of school presentations and community centre events.  

4.2.4.1 Pros  

This alternative would combine the benefits of the Tell-a-Friend campaign and create additional 
contact points to reach newcomers. The community partnerships will aim to increase the number 
of newcomers within Vancouver that are aware of available settlement services and programs 
while also educating long-term Vancouver residents on the positive impacts of immigration. This 
alternative will be easy to replicate once the first partnership has been established. Additionally, 
this strategy could be implemented in addition to MOSAICs current marketing and 
communication plans and will enable the organization to capitalize on increased referrals through 
word of mouth, schools, and community centres. As MOSAIC’s second most popular referral 
type is through schools, this partnership would also enable MOSAIC to capitalize on referral 
methods that are already seeing natural success. Further, this approach, in addition to the Tell-a-
Friend campaign is a low-cost alternative compared to other strategies that have been 
recommended to reach newcomers such as paid advertising channels with broad reach. If a larger 
budget is available, such strategies would also be easily adaptable such as by adding increased 
spending on social media or using outdoor or TV advertising.  

4.2.4.2 Cons 

Due to the complexity of this alternative, it would be slightly more expensive and may require a 
longer timeline to implement in comparison to solely the Tell-A-Friend Campaign. Additionally, 
this alternative requires creating new content and materials to share with partners and also 
requires fostering a partnership with the Vancouver School Board. While a partnership with the 
City of Vancouver has already been established, creating a relationship with Vancouver School 
Board may be difficult as it may not be seen as a mutually beneficial relationship. 
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4.3 EVALUATION OF ALTERNATIVES 

To determine which strategy is the best fit for MOSAIC, the alternatives will be evaluated based 
on the above seven criteria. Based on the matrix analysis below, the alternative with the highest 
score will be selected as the best strategic alternative to implement. 

4.3.1 WEIGHTED DECISION MATRIX  

 STRATEGIC ALTERNATIVES 

Criteria Weighting Status Quo 

Expand 

Internal 

Capacity 

Tell-A-Friend 

Campaign 

Tell-A-Friend 

Plus 

Community 

Approach 

Knowledge of 

Programs and 

Services 

22 8 15 20 22 

Feasibility 18 18 15 17 16 

Increase 

Positive 

Perception  

18 10 11 15 18 

Strategic Fit 15 9 12 13 14 

Cost to 

Implement 
12 12 6 11 10 

Risk to 

Implement 
10 7 8 6 6 

Time to 

Implement 
5 5 4 3 3 

TOTAL 100 69/100 71/100 85/100 89/100 
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4.4 STRATEGY RECOMMENDATION   

Through conducting the above matrix analysis of each strategic alternative, implementing the 
Tell-A-Friend campaign with the additional community targeting approach will be the most 
effective strategy for MOSAIC to implement in order to increase knowledge of available 
programs and services among newcomers and immigrant communities. Among the alternatives, 
the Tell-a-Friend campaign plus community approach scored the highest in its ability to increase 
knowledge of available programs and services, its ability to increase positive public perception, 
and its strategic fit with MOSAIC’s organizational goals, mission and vision. Although this 
strategy is complex due to the requirement of establishing non-competitive partnerships with 
community organizations, it capitalizes on MOSAIC’s current top two methods of reaching 
newcomers and creates an additional and effective point of contact beyond the Tell-A-Friend 
campaign. The additional cost associated with the community targeting approach is fairly 
minimal; with a majority of the costs being associated with content creation and printed 
materials.  
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 STRATEGY IMPLEMENTATION PLAN 

5.1 STRATEGY OVERVIEW  

It has been proven that the most significant barrier to newcomers accessing settlement services is 
that they are unaware of the programs and services available to them. This strategy is aimed at 
increasing newcomer knowledge of MOSAIC’s offerings as a means to increase the number of 
people who access its programs and services.  
 
The Tell-a-Friend campaign will indirectly target newcomers by utilizing long-term Vancouver 
residents to “tell” newcomers about MOSAIC programs and services. Thus, the purpose of this 
campaign is to inform long-term Vancouverites about the benefits of immigration, programs, and 
services available to newcomers through MOSAIC, and provide motivation for Vancouverites to 
share this information with others. As long-term Vancouverites interact with newcomers who 
may benefit from settlement programs and services, these residents can pass on the learned 
information to newcomers. This transfer of information will help to increase newcomer’s 
knowledge of available programs and services, which will lead to more people accessing 
MOSAIC’s programs and services.  
 
To implement the Tell-a-Friend campaign, a variety of integrated channels and tactics will be 
used. A direct approach will be used to target specific groups of long-term Vancouverites who 
are more likely to interact with newcomers. To target these residents, MOSAIC will leverage its 
community partnership with the City of Vancouver to utilize channels such as the City of 
Vancouver’s social media accounts, City of Vancouver employees, and Vancouver Parks and 
Recreation employees. A second community partnership will be developed with Vancouver 
Coastal Health to gain access to front-line healthcare workers. Although such channels will 
require extensive planning and collaboration, both channels can be effectively used to reach 
newcomers. Channels such as social media and public relations will also be used to increase 
exposure of the Tell-a-Friend campaign and reach the public, and a more diverse range of 
Vancouver residents who may interact with newcomers.  
 
In targeting long-term Vancouverites through the Tell-a-Friend campaign; a two-part message 
will be communicated. First, messaging will aim to increase positive perception of immigrants 
by directly communicating the quantitative economic and community benefits of immigration. 
Second, messaging to educate residents about MOSAIC as an organization, and available 
programs and services will be communicated. Regardless of differences in demographic 
characteristics of long-term Vancouver residents such as income, occupation, or education level; 
people must first believe in the benefits of immigration before they will be willing to assist 
newcomers and “pass on the message.” Therefore, devising messages that resonate with long-
term Vancouverites will be paramount to the success of this campaign.  
 
Beyond the scope of the Tell-a-Friend campaign, a second approach will be utilized that creates 
additional points of contact between newcomers and MOSAIC. A community approach called 
“Community Connect”, will expand MOSAIC’s reach by proactively targeting immigrant 



	

	
	 61	

communities. This approach has three channels: presentations at elementary schools, community 
center events, and interacting with online immigrant communities.  
 
To test the success of Community Connect a pilot program will be implemented at two primary 
schools and two community centers in Vancouver communities that have distinct immigrant 
populations. The intent of Community Connect is to develop a model that can easily be 
replicated by MOSAIC and other settlement organizations and implemented easily in other 
communities. When deemed successful, MOSAIC will expand the Community Connect to new 
communities in the GVRD to reach a larger number of newcomers.  
 
The integrated Tell-a-Friend campaign accompanied by Community Connect will reach 
newcomers throughout multiple channels and points of contact as they settle in Vancouver. (See 
Appendix B: Figure 1 for a graphic flowchart of this strategy). Further, it will create buzz among 
Vancouver residents around the topic of immigration and motivate them to share learned 
information about available settlement programs and services with newcomers.  
 
This strategy will be implemented over five and a half months. The first month and a half will be 
allocated to hiring a Langara Co-op student, followed by two months of strategy preparation, a 
month and a half to implement the strategy, and two weeks to conduct a post strategy review. 
The Langara Co-op student will be hired on a four-month term to organize and oversee the 
implementation of this strategy. Through the Co-op student, MOSAIC will gain access to a 
volunteer labour pool at Langara that will be able to provide design work on this campaign. 
Further, MOSAIC will utilize its extensive volunteer network to implement aspects of the 
Community Connect such as presenting to schools and hosting community events.  

5.1.1 STRATEGY OBJECTIVES  

The following is a list of objectives that will be met through the implementation of this strategy. 
Further, these objectives will be used to measure strategy success.  
 

1. Increase total clients served by MOSAIC by 10% increasing from 28,226 to 30,748 by 
November 1st, 2020.  

2. Increase the number of newcomers in Vancouver that access settlement programs and 
services from 67% to 72%, a 5% increase, by November 1st, 2020.   
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5.2 MARKETING  

The following sections provide a detailed description of the three groups that will be targeted in 
this strategy, the marketing objectives to determine success, and the marketing channels and 
tactics that will be used to meet the overall strategic objectives of this strategy.  

5.2.1 MARKETING OBJECTIVES  

The following is a list of marketing objectives that define what is to be achieved through the 
implementation of this strategy.  
 

1. 1200 specific visits on the Tell-a-Friend webpage by January 1st, 2020.  
2. Increase total online engagement rate by 25% by January 1st, 2020.  
3. Increase word of mouth referrals by 10% by November 1st, 2020.  
4. Generate positive feedback from school presentations and community centre events.  

5.2.2 TARGET MARKET ANALYSIS  

The Tell-a-Friend campaign and Community Connect approach aims to reach and inform three 
target market groups: 
 
 

1. Friendly Faces 

 
The Friendly Faces are long-term Vancouver Residents. This target market is primarily 
segmented based on geographic location and occupation. These residents live in Vancouver and 
work in organizations where their job puts them at a higher chance of interacting with a person 
who has recently immigrated to Vancouver. These organizations provide services that a new 
immigrant may use soon after they arrive such as health care services, City of Vancouver 
locations and Parks and Recreation Centres. The positions within these organizations that are the 
most important to inform are the customer facing roles as these positions will have the highest 
likelihood of connecting with newcomers. Additionally, people in customer-facing roles tend to 
be more personable and friendlier, making them easier to trust and approach with questions. 
Long-term Vancouverites in the positions of health care front desk workers, nurses, nursing 
support staff, front desk workers in community centres, program leaders, and workers within the 
City of Vancouver. Friendly Faces tend to be educated, people-oriented and are eager to help 
others. 
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2. Newcomers 

 
This target market group is broad as this strategy will aim to reach a diverse range of newcomers 
within Vancouver. Newcomers are classified as adult immigrants (age 18 onwards) who have 
landed in Vancouver within the past year. They are in the early stages of the settlement process, 
working on tasks such as finding housing, employment and language training. This group tends 
to not be the most technology savvy and require more traditional means of communication. They 
come from a variety of economic and marital statuses and may or may not have kids. These 
newcomers utilize local resources such as the City of Vancouver, Vancouver Parks and 
Recreation, and Vancouver Coastal Health.  
 
 

3. Immigrant Communities  

 
It is shown that ethnic groups tend to live in communities that are more prominently their own 
ethnicity, therefore making it more likely for newcomers to find housing in some communities 
over others based on ethnicity. Additionally, people of the same ethnicity typically build 
connections faster with each other as a result of shared experiences and familiarity.  
 
Immigrant communities will primarily be segmented based on geographic location. In this piolet 
program, newcomers who live in the neighbourhoods of Victoria/Fraserview and East Vancouver 
will be targeted. These communities have a higher proportion of a distinct ethnic groups that 
contain a mix of settled immigrants and newly arrived immigrants Targeting is aimed at adults 
within these communities. In Victoria/Fraserview, newcomers are primarily Chinese nationality 
and in East Vancouver, newcomers are primarily Filipino nationality. These nationalities will be 
reached in Mandarin and Tagalog. Further, newcomers within these communities have a diverse 
range of demographic characteristics. They are male or female, single or married, may or may 
not have families, and income levels greatly range.  
 
Further, online immigrant communities will be segmented based on online locations. To reach 
newcomers within online communities, individual newcomers will be not be segmented based on 
any specific characteristics. Rather, if they take part in an online community, they will be 
targeted. This broad targeting approach enables MOSAIC to reach a large number of newcomers 
through one channel.  
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5.2.3 MARKETING CHANNELS AND TACTICS 

 

The following section outlines the channels and tactics used to implement the strategy. Channels 
and tactics are separated into the Tell-a-Friend campaign and Community Connect.  

5.2.3.1 Tell-a-Friend Campaign  

	

In implementing the Tell-a-Friend campaign, three key messages will be communicated to long-
term Vancouver residents: 
 
 

1. Newcomers are part of creating a better future for all British Columbians.   

 

○ Newcomers positively contribute to society by becoming an integral part of 
communities throughout British Columbia.  

○ Through spurring economic growth, helping address Canada's ageing population, 
and helping Canadian companies grow and succeed; newcomers are increasingly 
playing a crucial role in keeping Canada at the forefront of the global economy 
 
 

2. MOSAIC believes society is stronger when newcomers are welcomed.  

 

○ Through the availability of over 40 programs and services, MOSAIC assists over 
28,000 newcomers and refugees annually.  

○ 92% of MOSAIC's clients indicate it has helped their integration into Canadian 
society.  

○ MOSAIC is highly knowledgeable about immigrant trends and needs.  
○ MOSAIC is committed to advocating for, and empowering refugees and is 

committed to helping newcomers to realize their potential and fully participate in 
Canadian society. 
 
 

3. Let’s all work together to welcome newcomers to Vancouver and increase their 

knowledge about settlement programs and services.   

 

○ If you come across a newcomer that could benefit from settlement programs or 
services, share the message - Tell-a-Friend what is offered through MOSAIC.   

○ For success stories and to read more about how newcomers strengthen Canadian 
society and the economy, visit www.mosaic.tellafriend.org.  
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Further, the following 5 channels will be utilized to implement the Tell-a-Friend Campaign:  
 
 

1. City of Vancouver  

 
Through leveraging the established partnership between the City of Vancouver and MOSAIC; 
MOSAIC will gain access to a significant number of Vancouverites who are likely to interact 
with newcomers. To specifically target these individuals, City of Vancouver employees and 
Vancouver Parks and Recreation employees will be informed about the Tell-a-Friend campaign 
by e-newsletter; received by email. This group will receive multiple emails containing 
information about the campaign throughout the implementation of Tell-a-Friend to keep this 
information at the top of their minds. Further, MOSAIC will capitalize on the City of 
Vancouver's large social media following by relying on the City of Vancouver to share content 
from the Tell-a-Friend campaign. This will increase the exposure of the campaign by also 
reaching a broad range of Vancouver residents who could also share settlement information with 
newcomers.  
 
To support the Tell-a-Friend campaign, Tell-a-Friend informational brochures will also be 
distributed to City of Vancouver locations to support the information that is provided through the 
e-newsletter. The following locations will receive informational brochures.   
 

● Vancouver City Hall  
● 24 City of Vancouver operated community centres  
● 9 City of Vancouver operated indoor swimming pool locations  
● 25 City of Vancouver operated fitness centres  

 
As newcomers begin to settle in communities throughout Vancouver and utilize community 
resources and facilities, the City of Vancouver and Vancouver Parks and Recreation employees 
will be a valuable and trusted source of information for newcomers.  
 
 

2. Vancouver Coastal Health 

 

Establishing a partnership with Vancouver Coastal Health is another channel that will be used to 
reach newcomers. Nine Vancouver Coastal Health locations will be used as a channel to 
implement the Tell-a-Friend campaign. As Vancouver Health Authority locations are not 
centralized in one area, these health care workers commonly come in contact with newcomers 
form a diverse range of backgrounds. Vancouver Coastal Health employees will also be educated 
about the Tell-a-Friend campaign by receiving multiple emails with an attached e-newsletter 
with information about the campaign. Further, Tell-a-Friend information brochures will also be 
distributed to the selected Vancouver Coastal Health locations. Although Vancouver Coastal 
health has a significant number of locations throughout the City of Vancouver, the 9 locations 
have been selected because of their general service offerings. Thus, serving a broader population.  
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3. MOSAIC’s Social Media Accounts 

 

MOSAIC’s social media accounts will be heavily relied on to implement the Tell-a-Friend 
campaign. The organization's social media accounts including Facebook, Twitter, LinkedIn, and 
Instagram will all be used to circulate content. However, Facebook will be the most commonly 
used channel due to its effective targeting capabilities, ability to drive website traffic, ability to 
promote and advertise content, and organic reach as a result of the significant number of 
followers MOSAIC has already generated on its page. Further, it has been selected as an 
important channel to implement the Tell-a-Friend Campaign because of its ability to easily 
interact with audiences. Since stimulating positive conversation about newcomers and 
immigration is an important aspect of this campaign, two-way communication will be crucial to 
the success of Tell-a-Friend. Tell-a-Friend content will be identified with the hashtag 
“#tellafriend” to differentiate it from MOSAIC’s day-to-day marketing activities. All content that 
will be shared on MOSAIC’s social media accounts will direct traffic towards the Tell-a-Friend 
webpage on the organization's website. See the table below for an overview of social media 
activities for the Tell-A-Friend campaign.  
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SOCIAL MEDIA OVERVIEW 

Social Media 

Goals  

1. Drive traffic towards the Tell-a-Friend Webpage via social media platforms  
2. Increase online engagement with long-term Vancouverites and newcomers  
3. Increase brand awareness on social media platforms among long-term 

Vancouverites and newcomers  

Content Types  

• Success stories 
• Relevant research  
• Vignette  
• Information on immigration in Canada  
• How newcomers benefit society and the economy  

Format 

• Infographics  
• Videos  
• Images  
• Case Studies  

Tone and Style  

• Educational 
• Emotional  
• Motivational  
• Inspiring  

Post 

Frequency 

Facebook:  

• 1-2 times per day  
Twitter:  

• 2-3 times per day  
Instagram:  

• 2-3 times per week  
LinkedIn:  

• 3-4 times per week 

Metrics  

Facebook:  

• Engagement (comments, likes, shares)  
• Page likes and followers 
• Reach  
• Facebook referral traffic  
• Click through rate  

Twitter:  

• Engagement rate  
• New followers 
• Reach percentage  
• Key conversions  

Instagram:  

• Impressions 
• Engagement rate  
• Website traffic 
• Followers  

LinkedIn:  

• Reach  
• Number of Followers  
• Engagement rate  
• Conversions  
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4. Public Relations (News Media Companies)  

 

MOSAIC has previously seen success with generating earned media through news releases and 
op-eds. MOSAIC's existing media relationships will be utilized to generate media coverage of 
the Tell-a-Friend campaign. A news release communicating the key messages of the campaign 
will be sent to the following media companies:  
 

● News 1130 
● CBC 
● Vancouver Courier 
● Vancouver Sun  
● Metro News  
● 24H  
● The Georgia Straight  

 
The news release will also be added to MOSAIC’s “Media Room” on its website to provide 
access to other media companies that may choose to feature the story.  
 

 

5. MOSAIC’s Website  

 

To provide more in-depth knowledge about the Tell-a-Friend campaign and track the success of 
the campaign; a permission-based emailing list will be used. This permission-based list will 
enable MOSAIC to easily determine the reach and exposure of the campaign by tracking the 
number of people that input their emails. Further, this will ensure web page visitors are specific 
to the Tell-a-Friend campaign. Once individuals input an email, they will receive access and be 
directed to the Tell-a-Friend webpage. The following steps will need to be taken for individuals 
to gain access:   
 

1. Go to https://www.mosaicbcorg/tellafriend/.   
2. Click the “find out more” button.   
3. Input email.   
4. Select yes or no to “opt in or out of receiving future emails from MOSAIC”  
5. Click “Continue.” 

 
All marketing material that is distributed throughout the campaign will direct individuals towards 
this webpage. This webpage will be an important channel to communicate the campaigns key 
messages and provide more in-depth information on immigration, newcomers, how long-term 
residents can assist newcomers, and how MOSAIC helps newcomers.  
 

Through the above channels, the following marketing tactics will be executed to meet the 
marketing goals of this campaign:  
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Video Content/Vignette – The most important tactic that will be used in the Tell-a-Friend 
campaign is the creation of an informational vignette. This vignette will be approximately 2 
minutes in length. The use of a vignette has been selected as the most effective way to 
communicate key messages with Vancouverites and the public. Compared to writing an 
informational editorial, the short vignette will be easily shareable, grasp viewers’ attention, and 
require minimal effort to process.  
 
The vignette will use an emotional and educational appeal to catch viewers’ attention. The 
vignette will highlight important aspects of the larger story of immigration in Canada and will 
include such elements as statistics, client features/stories, and information on what MOSAIC is 
and how they have assisted newcomers. The video will direct viewers towards the Tell-a-Friend 
webpage on MOSAICs website. It will be one of the main components of this campaign and will 
be shared via social media, email to the City of Vancouver, Vancouver Parks and Recreation, 
and Vancouver Coastal Health employees; and will intend to be featured by media companies.  
 

Earned Media – As discussed, MOSAIC will utilize its existing media relationships to generate 
media coverage. The news release will communicate the campaigns key messages and include 
links to the Tell-a-Friend vignette, and to MOSAIC's Tell-a-Friend webpage. Earned media is a 
highly effective tactic that will be utilized to increase exposure of the Tell-a-Friend campaign 
among the public and complement other tactics to increase integration of the campaign.  
 
Paid Advertising: Social Media – Social Media advertising will be the only paid source of 
advertising used in the Tell-a-Friend Campaign. Social Media advertising has been selected for 
its ability to increase reach, exposure, and engagement, and its targeting capabilities and 
flexibility. A weekly advertising budget will be allocated to MOSAIC’s Facebook, Instagram, 
Twitter, and LinkedIn accounts. On Facebook, both ads and boosted posts will be used.  
 
Email – An e-newsletter will be used to educate the City of Vancouver, Vancouver Parks and 
Recreation, and Vancouver Coastal Health employees about the Tell-a-Friend Campaign. 
Throughout the lifetime of the campaign, these community partners will receive multiple emails 
to keep the campaign top of mind. This e-newsletter will include the produced vignette, a link to 
the Tell-a-Friend webpage, as well as copy that provides further information on why front-line 
workers are a valuable informational resource for newcomers, tips on how they can effectively 
communicate with newcomers, and why they should share this information with newcomers.  
 

Print (Information Brochures) – A Tell-a-Friend information brochure will complement the e-
newsletter that will be distributed to City of Vancouver, Parks and Recreation and Vancouver 
Coastal Health employees. This brochure will provide information to long-term Vancouver 
resident who visits the locations listed below, and although not directed towards newcomers; 
newcomers may also read the brochure. The brochure will communicate the key messages of the 
Tell-a-Friend campaign and provide more information on the quantitative benefits of 
immigration. Brochures will be distributed to the following locations (see Appendix B: Figure 2 
for a distribution map of information brochures):  
 

● 9 Vancouver Coastal Health locations  
● Vancouver City Hall  
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● 24 City of Vancouver operated community centres  
● 9 City of Vancouver operated indoor swimming pool locations  
● 25 City of Vancouver operated fitness centres  

 

Case Studies/Success Stories – Case studies will serve as an effective tactic to tell stories of 
MOSAIC's clients and provide context on the important role that settlement organizations play in 
helping newcomers successfully integrate into society. Case studies will be presented in both 
written and video format and will primarily be shared on MOSAIC's Twitter and Facebook 
accounts. However, a short case study will also be featured in the Tell-a-Friend vignette and 
information brochure. Case studies will be presented in the following sequence: client 
introduction, how the client has been successful since arriving in Vancouver, and what role 
MOSAIC has played in helping the client be successful.  
 
Research – To increase awareness about the benefits of immigration, curated research on the 
topic of immigration and newcomers will be shared via MOSAIC’s social media channels.  
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5.2.3.2 Community Connect   

 
In targeting immigrant communities through Community Connect, key messages will be adjusted 
based on different groups that will be communicated to. The following table highlights the key 
messages for each group: 
 
 

GROUP  KEY MESSAGES  

Students, Teachers and 
Parents  

● Vancouver has one of the most diverse populations in the 
world and is home to over 13 different ethnic groups.  

● Being welcoming and accepting of newcomers is one of 
the things that makes Vancouver such a great place to 
live.  

● Moving to a new country, adjusting to a new culture, and 
learning a new language can be an intimidating 
experience for anyone.   

● As Vancouver residents, it is part of our job to help 
welcome newcomers with open arms and create an 
accepting environment.  

● Settlement organizations such as MOSAIC can help 
newcomers adjust to life in Vancouver by offering over 
40 programs and services.  

New Community Members ● Vancouver is one of the most diverse and accepting 
cities in Canada.  

● Here are the 10 most important things you should know 
about that will assist you with settling into life in 
Vancouver.  

● MOSAIC offers over 40 quality programs and services 
in a caring and accepting environment.  

● Through our diverse range of programs and services, 
MOSAIC assists over 28,000 clients annual adjust to life 
in Vancouver.  

Online Communities  ● MOSAIC is a caring organization that provides a diverse 
range of client-centred programs and services.  

● MOSAIC believes newcomers enhance all corners of 
Canadian society.    

● MOSAIC assists clients from over 130 different 
countries of origin.  

● MOSAIC staff are knowledgeable and professional and 
understand the needs of clients.   
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Further, the following channels will be used to implement the community targeting approach:  
 
 

1. Elementary Schools  

 

As part of proactively targeting immigrant communities, MOSAIC will form a partnership with 
the Vancouver School Board to arrange presentations at two elementary schools in Vancouver. 
These presentations will discuss the topic of immigration in a way that is appropriate for children 
between the ages of 6 to 12. Information that will be presented and topics that will be discussed 
include an overview of Vancouver's ethnic make-up, how immigration benefits society, the 
importance of creating a welcoming multicultural society, and ways in which settlement 
organizations can help newcomers adjust to life in Vancouver.  
 
Two pilot schools in the neighbourhoods of Victoria/Fraserview and East Vancouver have been 
selected to determine the success of this channel before implementing this strategy on a larger 
scale. In Victoria/Fraserview, Waverly Elementary School has been selected as it is located in a 
neighbourhood with a distinct Chinese population, and it is in close proximity to MOSAIC. In 
East Vancouver, St. Patrick's Elementary School has been selected as it is also located in a 
neighbourhood with a distinct Filipino population, and although not located as close to 
MOSAIC, it is located close to Kingsway with easy transportation to MOSAIC headquarters.  
 
In addition to informing students about the above-mentioned topics, teachers will be present, and 
parents will be invited to attend the presentation. While handouts will not be distributed to 
students, it will be announced that more information will be available in the office should any 
students, parents, or teachers want it. As MOSAIC has already succeeded in connecting with 
youth through a variety of its programs, and 20% of MOSAIC clients were connected with the 
organization through schools, this channel capitalizes and expands on referral methods that have 
already been successful.  
 
With a pilot of such small scale, MOSAIC may not directly experience an increase in school 
referrals thus, quantifying success may be challenging. Instead of collecting quantifiable data, a 
qualitative post-presentation survey will be conducted with 10 school personnel who attended the 
presentation. Information such as how school personnel felt about the presentation, attitudes of 
students, and suggestions for improvement will be collected.  
 
For the school presentations, MOSAIC will not need to distribute any marketing material. The 
schools will take responsibility for informing students and parents about the upcoming 
presentation. See Appendix B: Figure 3 for a location map of elementary schools and community 
centers.  
 
 

2. Community Centres 

 

Hosting events at community centres will aim to bridge the gap between newcomers and 
MOSAIC by proactively connecting MOSAIC with communities. MOSAIC will host two 
community events in the same neighbourhoods in which the elementary school presentations will 
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be executed. These community events will compliment presentations at the elementary schools. 
Community events will be hosted at Killarney Community Centre in the Victoria/Fraserview 
neighbourhood and Mount Pleasant Community Centre in East Vancouver.  
 
These events will act as a welcoming session for newcomers, enable newcomers to connect with 
others in their neighbourhood, and introduce them to the programs and services MOSAIC offers. 
Additionally, information regarding additional steps newcomers can take to get settled in 
Vancouver will be shared. There will also be an opportunity for newcomers to ask any questions 
they may have regarding getting settled, or about specific programs and services that MOSAIC 
offers. These events will reduce barriers newcomers face such as trust by enabling them to access 
information in a more comfortable and relaxing environment. Further, volunteers who are fluent 
in respective languages will be used to host these events thus, reducing language barriers.  
 
Community members will be informed about these events through the following tactics:  
 
Event Flyers – Event flyers will be distributed to community and recreation centres, schools, 
and public spaces within Victoria/Fraserview and East Vancouver neighbourhoods. Events flyers 
will be distributed in both English and Mandarin or Tagalog.  
 
Digital Channels – MOSAIC will share these events on its social media channels and website 
events page. Individuals who do not live in these communities, and who are currently clients of 
MOSAIC will also be invited to attend. Paid social media advertising will be used to target 
newcomers in these specific geographic locations.  
 
Community Centre Website and Signage – MOSAIC will utilize the community centres 
website and outdoor signage. Events will be posted on each community centres event page and 
displayed on outdoor signs.  
 
 

3. Online Communities  

 

In addition to targeting physical communities through Community Connect, MOSAIC will also 
target online communities through this strategy. In today's digital age, the way that people meet 
and interact is continually changing. This is also true for immigrants who are increasingly 
forming and joining online communities as a way to meet new people when they first arrive in 
Vancouver. There are a variety of online communities on meetup.com and Facebook in 
Vancouver that has been created for specific ethnicities. These online communities could be an 
effective way to reach a large number of newcomers through one channel. The following is a list 
of online communities that could be targeted by MOSAIC:  
 

● VANCOUVER FILIPINO COMMUNITY (3,055 members)   
● Vancouver Filipino Community Page (1,963-page likes)  
● Vancouver Iranians Meetup Group (2,984 members)  
● The Vancouver Mandarin Chinese Club (3,660 members)  
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To connect with these online communities, MOSAIC will need to establish a relationship with 
group administrators. Once approved, MOSAIC will share a post to these groups sharing how 
newcomers can benefit from MOSAIC’s diverse range of programs and services. Traffic will 
then be directed towards MOSAIC’s website where newcomers can get more information. 

5.3 HUMAN RESOURCE MANAGEMENT  

The following section provides HR objectives, strategies, and tactics associated with hiring and 
training employees and volunteers to implement this strategy.  

5.3.1 HUMAN RESOURCE OBJECTIVES  

	

The following human resource management objectives will be met through the implementation 
of this strategy: 

1. Expand the Capacity of the Communications and Development Department. 
2. Support the co-op student to ensure successful integration into MOSAIC. 

5.3.2 HUMAN RESOURCE STRATEGIES AND TACTICS 

Expand the Capacity of the Communications and Development Department – MOSAIC’s 
Communication Department has limited staffing resources therefore, to successfully implement 
this strategy, additional human resources are needed. This will be done through hiring a Co-op 
student and recruiting volunteers from MOSAIC’s current volunteer database.  
 
 

1. Hiring a Co-op Student 

 

MOSAIC’s HR Department will create a job posting and post it on the Langara C3 Job Board. 
They will screen candidates via phone interview and then schedule in-person interviews to 
follow. During the interview, HR will look for a candidate whose skill set, and personality are 
the best fit for filling this role. After a candidate is selected, HR will proceed with regular hiring 
and training protocol. See Appendix C: Figure 4 – 8 for this section.  
 
 

2. Volunteer Recruitment 

 

The Director of Communications and Development will submit a request to the Volunteer 
Coordinator outlining the different required skill sets for the three types of volunteers required in 
Community Connect. The Volunteer Coordinator will generate a list of candidates for the 
Director of Communications and Development to contact. Once volunteers are confirmed, 
regular volunteer training protocol will be followed.    
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CHANNELS 
# OF VOLUNTEERS 

REQUIRED 
TASK 

City of Vancouver and 

Vancouver Coastal Health 
2 

Distribute/post Tell-A-Friend 
informational brochures 

Elementary Schools  

 
3 

Lead a presentation to 
students, teachers and on 

immigration 

Community Centres 

 
2 

Present a presentation that 
will discuss the topic of 

immigration. 
 

 
Support the Co-op Student to Ensure Successful Integration in MOSAIC – HR can support 
the Co-op student by providing adequate job training at the beginning of their employment, 
answering their questions about MOSAIC and their role, as well as introducing the student to 
MOSAIC staff that they may be working with. Helping the student to adjust to the culture and 
workplace norms will also encourage successful integration. Additionally, HR can check in with 
the student throughout their contract to ensure the student has adjusted well.    

5.4 FINANCE  

The following section outlines the financial objectives, project funding, financial policy, project 
budget, cost descriptions, and suggested vendors and partners associated with the 
implementation of this strategy.  

5.4.1 FINANCIAL OBJECTIVES  

The following is a list of financial objectives that define what is to be achieved through the 
implementation of this strategy.  
 

1. To ensure project expenditure are properly approved and administered. 
2. To ensure the project is competitively priced before making a purchase decision. 
3. To ensure sufficient funding of resources to implement the project. 

5.4.2 PROJECT FUNDING 

All necessary funding is secured through a partnership with Langara College. The estimated 
funds available to implement the project is $70,000 CAD, obtained through a government grant 
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by Langara College. Emergency resources are funded through MOSAIC’s unrestricted funds 
should the project run into deficit. The current balance in unrestricted reserves equals $381,901 
CAD and the resources are readily available if the project runs the risk of going over budget. To 
mitigate the risk of a budget deficit, the budget spreadsheet includes a buffer of a 10% budget 
reserve for emergency/unbudgeted items. The projected budgeted cost to implement this strategy 
is $27,128 CAD, resulting in a budget surplus $42,872 CAD 
 
The government grant transferred from Langara will be restricted for the use of this strategy and 
spending will be administered with restriction guidelines provided by the donor.  

5.4.3 FINANCIAL POLICY 

The following list of policies defines financial governance of the project that must be followed 
during its implementation.  
 
It is the responsibility of the marketing co-op student Director of Finance, Director of Marketing 
and Communications and Director of Operations to ensure that any necessary expenditures are 
budgeted according to the timeline and guidelines set forth during the Project Expenditure 
Budget process. Any funding issues or other concerns identified during the project budgeting 
process are discussed with MOSAIC’s Executive Team. Appropriate plans and actions are 
developed to address such issues. 
 
Spending will be monitored closely to ensure that total project costs remain within the originally 
approved budget amount. The monthly Profit & Loss statement is reviewed and compared 
against the budget by the Director of Communications and Director of Operations to ensure the 
project stays within the allocated funding.  
 
Project Authorization Request (PAR) is required for the approval of an unbudgeted project cost 
greater than $1k CAD. Additionally, previously approved projects that are over-budget by 
greater than 10% need conditional approval from the Director of Communications.  
 
The Director of Finance is responsible for monitoring of PAR application prior to funds being 
irreversibly committed towards the project. 
 
All project expenditures greater the $3k CAD must include information regarding the project 
request, scope and bid process for vendor selection. At least three competitive bids are suggested 
for all project expenditures with costing greater than $3k CAD. The Director of Finance, 
Communication, and Operations will require documented justification for the vendor selection.  
  
All project purchases must be approved in accordance with the PAR table found below.  
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Table 1: Project Authorization Request Form 

 

5.4.4 PROJECT BUDGET 

The budget below is designed with a “zero base” and each expense line was developed with 
consideration of the needs for the project and costs for that period. The project duration is 22 
month, and zero-based budget is developed to cover 6 months. See Table 2 and Figure 1 below 
for this section.  
 

Table 2: Project Budget 
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Implementation cost of this strategy is estimated to be $27,180 CAD. The major expenses are 
estimated to occur in the month of September – $7,590 CAD, October – $9,178 CAD and 
November – $5,850 CAD (See Appendix B: Figure). The final stage of the project will require 
$3,630 CAD to complete implementation. In the case of short-funding of the project, project 
resources can be transferred in installments with the first payment being available in the 
beginning of July. In addition, throughout the project, wages and benefits, social media 
advertisement and vignette production account for 77% of the total budget (See Appendix B: 
Figure 10). As per operational procedures outlined above, these spending’s were carefully 
sourced to ensure cost efficiency.  

5.4.5 COST DESCRIPTION  

The following section discusses expense lines that will be used to implement the strategy. It 
provides a short description of all general ledgers allocated during the budgeting process.  
 
 
Marketing Costs: 

 
● Information brochure – Vancouver City Hall, Vancouver Parks and Recreation Locations, 

and Vancouver Coastal Heath location. 150 per location, 68 locations at 14 cents per 
brochure. 

● Social media advertising – The weekly cost of a paid advertising for 6 weeks at 
1000/week.  

● Event fliers – Tri-fold colorful fliers sourced at 48 cents per flyer, 250 totals.  

 

Operating Costs: 

● Wages, salaries & benefits – Wages paid to marketing co-op student to implement the 
strategy, 18% plus 20% in lieu of benefits in the duration of 4 months. 

● Office supplies – The cost of miscellaneous supplies such as pens and paper to perform 
administrative work during the project; $100 a month.  

● Transportation cost – The cost of gas, parking, and transportation to perform daily tasks, 
$200 in the month of November.  

● Audio and visual and computer equipment – The cost of renting/purchase audio and 
visual equipment to perform school presentations. $800 for the cost of a new desktop 
computer if needed for the co-op student.   

● Staff training – The cost associated with the training of a newly hired marketing co-op 
student, $25/h for 3 business days.  

● Miscellaneous – Cost that do not fit in accounts outlined above, $200 per month. < $1k 
threshold.   
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5.4.6 SUGGESTED VENDORS AND PARTNERS  

The following vendors have been selected in accordance with the bid policy outlined above. The 
cost and quality were the primary criteria in the decision to select these vendors.  
 

1. Colour Time – Printing and stationery supplier that designs and creates content for trifold 
fliers, information brochures and other printing materials. 

2. Rami Films – Video marketing and video production agency located in Vancouver. The 
video content and production will be outsourced to this vendor.  

5.5 IMPLEMENTATION TIMELINE  

See Appendix B: Figure 11 for a detailed implementation timeline.  

5.6 OPERATIONS  

The following section provides detailed information on the operational objectives, tactics and 
strategies required for successful implementation of this strategy. 

5.6.1 OPERATIONAL OBJECTIVES 

The following list identifies the operational objectives required to ensure the successful strategy 
implementation.  
 

1. Monitor the strategy implementation progress by designing a detailed task checklist.  
2. Ensure strategy remains on track by creating a weekly check-in system with the co-op 

student and marketing department.  
3. Ensure precise and quality strategy implementation by creating operational checklists.  
4. Support and facilitate resource accessibility across the organization in relation to strategy 

implementation.  
5. Determine strategy success by monitoring and analyzing relevant metrics.  

5.6.2 OPERATIONAL STRATEGIES 

At the operational level, the Director of Communications and Development plays the key role in 
overseeing the variety of moving pieces involved throughout the implementation of this strategy. 
Due to the multi-department nature of this strategy, the Director of Communications and 
Development will oversee the overall scheduling, planning and quality of the strategy 
implementation. They will also be responsible for supervising and controlling the quality of 
material and content being prepared for external communications; including presentations, social 
media and website content, news releases, vignettes, community centre plans and flyers. 
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Successful execution of this strategy requires strong internal and external communications to 
ensure all components are aligned with the strategic objectives. 
 
The strategy will be planned and scheduled using a task breakdown approach where each 
functional area will receive a detailed schedule of tasks based on a master schedule maintained 
by the Director of Communications. Scheduled check-in meetings with involved functional areas 
will allow the Director of Communications to have an accurate understanding of the strategy’s 
progress and be able to react quickly if a task appears to be moving off track.  

5.6.3 OPERATIONAL TACTICS 

The tactics required to ensure the successful strategy implementation are primarily based on 
scheduling, tracking and analyzing data.  
 

Work Breakdown Structure (WBS) – A WBS will be used to create a master task list for the 
Director of Communications and Development. It lists all tasks and milestones in chronological 
order to allow for maximum efficiency in between all functional areas involved. From the master 
list, each functional area will receive a breakdown specific to their own tasks. The WBS will 
enable the Director of Communication to determine if the project is on or off track by comparing 
it to the baseline as set in Microsoft Project. See Appendix B: Table 1 for a detailed WBS and 
Table 2 for major project milestones.  
 

Check-in Meetings – Check-in meetings will be scheduled to ensure the strategy 
implementation is on track. Weekly meetings between the Director of Communications and 
Development and the Co-op student will be held weekly to do a check-in of the overall project 
against the master WBS and strategy objectives. Other meetings will be scheduled with the 
functional areas as they complete tasks within the strategy but will not be held as frequently. A 
monthly meeting with all departments involved in the strategy will be held to ensure all tasks are 
being completed at a consistent quality level as well as completed on time.  
 

Content Approvals – To ensure consistency in messaging, the Director of Communications and 
Development will review and approve all content that will be shared with the public. This likely 
will be done via email. All changes required by the Director must be sent in again for approval 
before becoming public. 
 

Operational Checklists – For all positions that will be volunteer-based, there will be a checklist 
provided in addition to HR training (See Appendix A: Figure 12-14 for sample checklists). This 
will help to ensure consistency and clarity within our volunteers in the community and will also 
act as a tool to use in the future if this strategy is expanded.   
 

Campaign Feedback Analysis – During the implementation phase, it will be important for the 
Director of Communications and Development to compare the social media platforms and 
website traffic data with past data on MOSAIC trends. This may allow for micro adjustments to 
be made as needed to improve the strategy i.e. sharing on an additional platform not previously 
planned. To determine the success of the school presentation, qualitative survey with 10 school 
administrators will be scheduled.  
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Post-Campaign Feedback Analysis – During the post-campaign phase, the Director of 
Communications will use a variety of data sources together to draw inferences on the success of 
the strategy. This data includes post-program surveys, website traffic data, social media metrics, 
and immigration surveys completed by the City of Vancouver. Comparing this data against the 
previous year will enable MOSAIC to determine the success of this strategy. 
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5.7 RISK IDENTIFICATION AND MITIGATION STRATEGY  

RISK MITIGATION  

Miscalculating the target 
markets 

Closely monitoring social media and website data will give 
an indication if minor adjustments are needed within the 
communication channels to reach the intended target 
market.  

Overestimating the brand 
recognition 

As a result of the current communication plan, knowledge 
of MOSAIC’s brand strength is mostly based on 
stakeholder knowledge. Because this strategy is targeted at 
people with little to no exposure to MOSAIC it is important 
to ensure clear and consistent key messaging is tied to 
communication in combination with MOSAIC’s logo. 

Inaccurate tracking methods Use multiple resources and data together over an extended 
period of time to draw inferences about the success of the 
strategy. Individual data points such as surveys or monthly 
client numbers in isolation will not illustrate the entire 
picture.  

Low networking connections 
through the City of Vancouver 

Networking connections through the City of Vancouver 
Partnership may not be as strong as anticipated. MOSAIC’s 
Director of Communication and Development may need to 
foster and build these relationships without the assistance 
of the City of Vancouver connections.  

Communication channels are not 
as effective as anticipated 

Closely tracking social media and website traffic will aid in 
developing an understanding of which channels are the 
most effective in the short term. If channels are showing no 
or low traffic, the strategy can shift content away from the 
low channels and increase content on channels showing 
higher traffic.   

Co-op student lacks the skills 
required to execute strategy 
implementation 

Use weekly check-in meetings and work breakdown 
structure to monitor the Co-op student. Director of 
Communication and Development may need to support or 
use other MOSAIC staff to assist the Co-op student with 
completing tasks. 

Implementation strategy runs 
over budget 

Create budget reserves of 10% of total government grant to 
mitigate the risk of a budget deficit.  
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5.8 STRATEGY CONSTRAINTS AND LIMITATIONS 

	

In implementing this strategy, the following constraints and limitations must be identified:  
 

• Strategy implementation is dependent on funding received through a government grant. 
At this time, funding has not yet been received.  

• Language barriers between newcomers and long-term Vancouverites may have an impact 
on the dissemination of information.  

• As a pilot project being implemented in one city in the GVRD, a significant number of 
potential clients will not be reached as they reside outside of the City of Vancouver.  

• Strategy success will largely be dependent on the motivation of long-term Vancouverites 
to share information with newcomers.  

• Although a grant of approximately $70,000 has been applied for; this strategy has been 
designed as an effective low-cost strategy as government funding has not yet been 
guaranteed. This strategy could be implemented without additional funding and scaled 
according to available budgets. If a larger budget is available for a settlement service 
provider additional channels such as print, TV, and radio could be used to broader the 
reach of this strategy.  

 

5.9 RECCOMENDATIONS FOR ADDITIONAL PARTNERS 

	

This strategy recommends partnering with community organizations such as the City of 
Vancouver, Vancouver Parks and Recreation, Vancouver Coastal Health, and the Vancouver 
School Board. As a pilot project, it is important to determine the success of partnering with these 
community organizations before expanding this strategy to partner with other community 
organizations and businesses. The above partners are organization’s that commonly come in 
contact with newcomers when they are beginning to settle in Vancouver. However, there are 
other community organizations and businesses that may also come in contact with newcomers 
when they first arrive in Vancouver or are beginning to settle in communities. Additional 
recommendations for community organizations and business that could effectively reach 
newcomers include:  
 

• Vancouver Public Library (21 locations)  
• ICBC (3 locations)  
• Financial Institutions – Van City Credit Union (17 locations) 	  
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 CONCLUSION 

An internal and external analysis of MOSAIC was completed to identify internal strengths and 
areas for improvement, as well as external opportunities and threats. After analyzing these 
aspects in relation to each other, it was identified that the most significant issue MOSAIC faces 
is it lacks a comprehensive communication strategy to connect and inform newcomers of its 
available programs and services. It was found that not targeting newcomers through it marking 
and communication strategies limits MOSAIC’s ability to increase client numbers, and thus, 
expand its operations year over year. To address this issue, this report outlined a strategy and 
implementation plan to more effectively connect with newcomers.   
 
The strategy includes an indirect and direct method of connecting MOSAIC with newcomers. 
The Tell-a-Friend campaign is an indirect strategy that uses long-term Vancouverites as a 
channel to connect with newcomers. This campaign utilizes MOSAIC’s partnership with the City 
of Vancouver and recommends establishing a partnership with Vancouver Coastal Health to help 
expand MOSAIC’s reach. It also uses channels such as informational brochures, emails, websites 
and social media platforms to connect with Vancouverites. 
 
The second part of the strategy, called Community Connect, focuses on proactively targeting 
newcomers through a direct approach. This strategy uses presentations at elementary schools, 
community centre events and online immigrant community groups as channels of connecting 
with newcomers. The pilot of this strategy will be focused on two immigrant dense communities 
in Vancouver with school presentations and community events happening within both identified 
communities. 
 
Due to the long-term nature of the communication strategy, measuring the success of the strategy 
is challenging and a combination of data must be used to infer impact. MOSAIC’s post program 
surveys, Vancouver Immigrant Surveys, website and social media metrics as well MOSAIC’s 
client numbers can be used to compare metrics before and after the implementation of the 
strategy. Additionally, a more informal qualitative questionnaire will be used to measure the 
impact of the school presentations and community events. Together, the collected data will show 
the success of the strategy. 
 
Lastly, a key component of the strategy is that it is made to be scalable and adaptable. After 
running the pilot of this strategy, adaptations can be made to expand the reach of this strategy to 
include more areas within the GVRD. Successful implementation of this strategy will increase 
settlement service access among newcomers in Vancouver and increase the number of 
newcomers MOSAIC connects with thus, resulting in an increase in clients.  
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 APPENDIX A 

7.1.1 FIGURE 1: MINIMUM HOURLY WAGE RATES BY PROVINCE 

	
Source: "Minimum Wage by Province." Retail Council of Canada. Accessed February 06, 2019. 

https://www.retailcouncil.org/resources/quick-facts/minimum-wage-by-province/. 
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7.1.2 FIGURE 2: CANADA UNEMPLOYMENT RATE 2010-2018 

	
Source: "Canada Unemployment Rate." Kenya Government Debt to GDP | 1998-2018 | Data | Chart | 

Calendar. Accessed February 06, 2019. https://tradingeconomics.com/canada/unemployment-rate. 

7.1.3 FIGURE 3: MAP OF MOSAIC LOCATIONS IN THE GRVD 

	

	
Source: "Contact Us," MOSAIC, March 18, 2019, , accessed March 24, 2019, 

https://www.mosaicbc.org/about/contact/ 
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7.1.4 FIGURE 4: MOSAIC'S 2018 ORGANIZATIONAL CHART 

 

 

7.1.5 TABLE 1: 4 CRITERIA MODEL ANALYSIS 

	

 RARE 

COSTLY 

TO 

IMITATE 

VALUABLE 
NON- 

SUBSTITUTABLE 

COMPETITIVE 

CONSEQUENCES 

PERFORMANCE 

IMPLICATIONS 

Human 

Resource  

Yes/
No Yes/No Yes Yes/No 

Temporary 
competitive 
advantage 

Average to 
Above 

Organizational 

Reputation 

Yes/
No Yes Yes Yes/No Competitive 

parity 
Average to 

Above 

Services and 

Programs  
Yes Yes Yes Yes/No 

Temporary 
competitive 
advantage 

Average 
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7.1.6 FIGURE 5:  MOSAIC'S INCOME PERCENTAGE PER REVENUE STREAM FROM 
2014- 2018 

	

7.1.7 FIGURE 6: INCOME TREND FROM INTERPRETATION AND TRANSLATION, 
FEES FROM SUBCONTRACTED SERVICES AND OTHER FEES FROM 2014 TO 
2018 
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7.1.8 FIGURE 7: MOSAIC’S BIGGEST EXPENSE TRENDS FROM 2014 TO 2018 

	

	

7.1.9 FIGURE 8: MOSAIC'S MARKETING SPENDING TRENDS FROM 2014 TO 2018 
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7.1.10 TABLE 2: MOSAIC'S RATIOS FROM 2014 TO 2018 

Ratios	 2014	 2015	 2016	 2017	 2018	

Days	Cash	on	hand	 125	 137	 56	 27	 48	

Current	Ratio	 2.8	 3.7	 2.2	 1.9	 1.9	

7.1.11 FIGURE 10: MOSAIC'S NET ASSETS TRENDS FROM 2014 TO 2018 
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 APPENDIX B 

8.1.1 FIGURE 1: FLOW CHART OF MARKETING STRATEGY 
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8.1.2 FIGURE 2: INFORMATION BROCHURE DISTRIBUTION MAP 

	

	
	

Notes:  
 

• Red Pins – Vancouver Coastal Health  
• Blue Pins – Vancouver Parks and Recreation Community Centers 
• Green Pin – Vancouver City Hall  
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8.1.3 FIGURE 3: LOCATION MAP OF ELEMENTARY SCHOOLS AND COMMUNITY 
CENTERS.  

	
	

Notes:  
 

• Blue Pins – Neighbourhood of East Vancouver  
• Red Pins – Neighbourhood of Victoria/Fraserview 
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8.1.4 FIGURE 4: MARKETING CO-OP STUDENT JOB POSTING 

 
MARKETING CO-OP STUDENT JOB POSTING                                                                
 
 
ABOUT US: 
MOSAIC’s mission is to deliver programs and services and engage in community building and 
advocacy to facilitate meaningful participation of immigrants and refugees in Canadian society by 
empowering newcomers to fully participate in Canadian society. 
 
 
POSITION SUMMARY: 
The Marketing Co-op Student will be a key person responsible for executing a communication 
campaign. They will report to the Director of Communications and Development and work closely 
with other functional areas required to execute the campaign. They will work on a variety of 
marketing deliverables in all phases of execution, ranging from tasks such as brainstorming to 
content creation and producing finalized deliverables. The position will also require regular 
communication regarding task progress, risk management and marketing analytics. 
 
 
REQUIREMENT: 
Co-op student is currently working towards a bachelor’s degree is Marketing. 
 
 
JOB REQUIREMENT/QUALIFICATIONS: 

• Proficient in Microsoft Office Suite 
• Experience in Adobe Creative Suite 
• Strong communication skills in all forms including written, oral, email and presentation 
• Able to listen and work collaboratively with many different people 
• Strong multitasking and time management skills; able to thrive under pressure 
• Creative and quick problem-solving 
• Strong attention to detail and a high standard for excellence 
• Able to work on tasks with little supervision 
 
 
ADDITIONAL ASSETS: 

• One-year experience in business management and/or marketing development 
• Experience in executing marketing campaigns 
• Experience in creating published marketing content 
 
 
Job Type: Full-time 
Salary: $18+ 20% in lieu of benefits  
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8.1.5 FIGURE 5: REPORTING STRUCTURE FLOWCHART 
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8.1.6  FIGURE 6: LANGARA CO-OP STUDENT ORIENTATION/TRAINING SESSION  

Place: 5575 Boundary Rd, Vancouver, BC V5R 2P9 
Room: # 
 
  
AGENDA 
  

9:30 am Welcome & Introductions  
·      Welcomed by MOSAIC’s Communications Department 
·      Introductions 
·      New Hires Orientation Package Review  

  

10:00 am MOSAIC Overview  
·      Video: MOSAIC’s PR release / Success Story 

·      Strategic Plan - Vision, Mission, Values, Strategic Pillars  
·      Organizational Chart 
·      Services and Standards 
·      MOSAIC’s Facts  
·      MOSAIC’s Client profile 

11:00 am MOSAIC’s Information Sources / Workspace 
·      myAc: employee portal  
·      MOSAIC’s Information Systems overview  
·      MOSAIC’s Policies review  
·      Protection of Data/Information, Email & Phone – ITS web pages 

12:00 pm Wrap-up with Human Resources Benefits  
Reception Staff ID and Photo  
  

12:15 pm Lunch break with MOSAIC’s Communications Department 
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8.1.7 FIGURE 7: VOLUNTEER ORIENTATION/TRAINING SESSION FOR SCHOOL 
PRESENTATION 

Place: 5575 Boundary Rd, Vancouver, BC V5R 2P9 
Room: # 
  
 
AGENDA 
  

9:30 am Welcome & Introductions  
·     Welcomed by MOSAIC’s Communications 
Department and Langara Co-op Student  
·     Introduction 
·     New Volunteers Orientation Checklist Review  

 

10:00 am Project Overview  
·      MOSAIC’s Facts about the campaign 
·      PowerPoint and Script Review 
·      Key Messages  
·      Discussion 
·      Q&A 

11:00 am Rehearsal 
·      PowerPoint Prep 
·      Effective ways to present to kids 
·      Feedback Session 
·      Discussion 
·      Q&A 

12:00 pm Wrap Up  
·      Schedule and Presentation Locations 
·      Volunteer ID 
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8.1.8 FIGURE 8: VOLUNTEER ORIENTATION/TRAINING SESSION FOR 
COMMUNITY EVENTS 

Place: 5575 Boundary Rd, Vancouver, BC V5R 2P9 
Room: # 
 
  
AGENDA 
  

9:30 am Welcome & Introductions  
  

·      Welcomed by MOSAIC’s Communications 
Department and Langara Co-op Student  
·      Introduction 
·      New Volunteers Orientation Checklist Review  

10:00 am Project Overview  
  

·      MOSAIC’s Facts about the campaign 
·      Event Overview 
·      Key Messages  
·      Potential Audience Profile Breakdown 
·      Discussion 
·      Q&A 

10:30 Coffee Break 

11:00 am Rehearsal 
  

·      Event Overview 
·      Effective ways to present at the event 
·      Feedback 
·      Potential Audience Profile brainstorming session 
·      Q&A 

12:00 am Receive the following items @ the reception  
  

·      Community centre Location 
·      Event Schedule  
·      Schedule and Location 
·      Volunteer ID 
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8.1.9 FIGURE 9: MONTHLY SPENDING OF STRATEGY IMPLEMENTATION 
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8.1.10 FIGURE 10: STRATEGY IMPLEMENTATION MAJOR EXPENSES 

	
	

 
Notes:		
	

• The	above	diagram	highlights	the	most	significant	expenses	associated	with	
implementing	the	Tell-a-Friend	campaign	and	Community	Connect.		

	

8.1.11 FIGURE 11: STRATEGY IMPLEMENTATION TIMELINE 

	
See next page. 
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8.1.12 TABLE 1: WORK BREAKDOWN STRUCTURE 

TASK NAME DURATION START FINISH 

OPERATIONS  106 days Mon 19-07-15 Sun 19-12-08 
   Weekly strategy review session  0 days Mon 19-08-19 Mon 19-08-19 
   Book space at Killarney community 
centre  5 days Mon 19-08-19 Fri 19-08-23 

   Book space at Mount Pleasant 
community centre 5 days Mon 19-08-19 Fri 19-08-23 

   Weekly strategy review session  0 days Mon 19-08-26 Mon 19-08-26 
   Contact film producer for vignette  5 days Mon 19-08-26 Fri 19-08-30 
   Schedule meetings with community 
partners  10 days Mon 19-08-26 Fri 19-09-06 

   Weekly strategy review session  0 days Mon 19-09-02 Mon 19-09-02 
   Weekly strategy review session  0 days Mon 19-09-09 Mon 19-09-09 
   Meet with community partners 0 days Mon 19-09-16 Mon 19-09-16 
   Weekly strategy review session  0 days Mon 19-09-16 Mon 19-09-16 
   Review vignette  15 days Mon 19-09-16 Fri 19-10-04 
   Review social media campaign plan 5 days Mon 19-09-16 Fri 19-09-20 
   Review information brochure and 
community event flyer copy 5 days Mon 19-09-16 Fri 19-09-20 

   Create presentation checklist  5 days Mon 19-09-16 Fri 19-09-20 
   Weekly strategy review session  0 days Mon 19-09-23 Mon 19-09-23 
   Review news release  5 days Mon 19-09-23 Fri 19-09-27 
   Review information brochure and 
community event flyer design 5 days Mon 19-09-23 Fri 19-09-27 

   Review Tell-a-Friend webpage 5 days Mon 19-09-23 Fri 19-09-27 
   Review Tell-a-Friend partner email 5 days Mon 19-09-23 Fri 19-09-27 
   Review school PowerPoint 
presentation 5 days Mon 19-09-23 Fri 19-09-27 

   Review community centre event 
plans 5 days Mon 19-09-23 Fri 19-09-27 

   Contact online immigrant 
communities 5 days Mon 19-09-23 Fri 19-09-27 

   Weekly strategy review session  0 days Mon 19-09-30 Mon 19-09-30 
   Review social media content 
calendar  5 days Mon 19-09-30 Fri 19-10-04 

   Design school presentation success 
survey 5 days Mon 19-09-30 Fri 19-10-04 
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   Weekly strategy review session  0 days Mon 19-10-07 Mon 19-10-07 
   Weekly strategy review session  0 days Mon 19-10-14 Mon 19-10-14 
   Deliver/post information brochures 
and community event flyers 5 days Mon 19-10-14 Fri 19-10-18 

   Information brochures and 
community event flyers delivered 0 days Fri 19-10-18 Fri 19-10-18 

   Weekly strategy review session  0 days Mon 19-10-21 Mon 19-10-21 
   Weekly strategy review session  0 days Mon 19-10-28 Mon 19-10-28 
   Waverly Elementary School and 
Killarney community centre 
presentations delivered 

0 days Fri 19-11-01 Fri 19-11-01 

   Weekly strategy review session  0 days Mon 19-11-04 Mon 19-11-04 
   St. Patrick Elementary School and 
Mount Pleasant community centre 
presentations delivered 

0 days Fri 19-11-08 Fri 19-11-08 

   Conduct post school presentation 
success survey at Waverly Elementary 
School 

5 days Mon 19-11-04 Fri 19-11-08 

   Send "Thank-You" letters to 
Waverly Elementary School and 
Killarney community centre 

5 days Mon 19-11-04 Fri 19-11-08 

   Weekly strategy review session  0 days Mon 19-11-11 Mon 19-11-11 
   Conduct post school presentation 
success survey at St. Patrick 
Elementary School 

5 days Mon 19-11-11 Fri 19-11-15 

   Send "Thank-You" letters to St. 
Patrick Elementary School and Mount 
Pleasant community centre 

5 days Mon 19-11-11 Fri 19-11-15 

   Weekly strategy review session  0 days Mon 19-11-18 Mon 19-11-18 
   Weekly strategy review session  0 days Mon 19-11-25 Mon 19-11-25 
   Prepare report on presentations and 
community events 5 days Mon 19-11-25 Fri 19-11-29 

   Weekly strategy review session  0 days Mon 19-12-02 Mon 19-12-02 
   Issue "Thank-You" letter to 
participating volunteers 5 days Mon 19-12-02 Fri 19-12-06 

HUMAN RESOURCES  106 days Mon 19-07-15 Sun 19-12-08 
   Write co-op job description 5 days Mon 19-07-15 Fri 19-07-19 
   Prepare employment contract  5 days Mon 19-07-15 Fri 19-07-19 
   Post job offer 5 days Mon 19-07-15 Fri 19-07-19 
   Review resumes 10 days Mon 19-07-22 Fri 19-08-02 
   Conduct interviews 10 days Mon 19-07-29 Fri 19-08-09 
   Offer employment  5 days Mon 19-08-12 Fri 19-08-16 
   Co-op hired 0 days Fri 19-08-16 Fri 19-08-16 
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   Train co-op student 5 days Mon 19-08-19 Fri 19-08-23 
   Create volunteer job description 5 days Mon 19-08-26 Fri 19-08-30 
   Submit request to volunteer 
coordinator 5 days Mon 19-09-02 Fri 19-09-06 

   Contact volunteers 10 days Mon 19-09-09 Fri 19-09-20 
   Volunteers recruited 0 days Fri 19-09-20 Fri 19-09-20 
   Train volunteers 5 days Mon 19-09-23 Fri 19-09-27 
   Rehears presentations 10 days Mon 19-09-30 Fri 19-10-11 
   Conduct performance review for co-
op student 5 days Mon 19-12-02 Fri 19-12-06 

MARKETING 106 days Mon 19-07-15 Sun 19-12-08 
   Conduct research for vignette  5 days Mon 19-08-26 Fri 19-08-30 
   Contact clients for vignette 5 days Mon 19-08-26 Fri 19-08-30 
   Initiate social media campaign 
planning 15 days Mon 19-08-26 Fri 19-09-13 

   Write script for vignette  5 days Mon 19-09-02 Fri 19-09-06 
   Write copy for information flyers 
and brochures 10 days Mon 19-09-02 Fri 19-09-13 

   Film/edit vignette  20 days Mon 19-09-09 Fri 19-10-04 
   Complete first draft of news release 10 days Mon 19-09-09 Fri 19-09-20 
   Write a copy for Tell-a-Friend 
webpage 10 days Mon 19-09-09 Fri 19-09-20 

   Translate community event flyers 5 days Mon 19-09-16 Fri 19-09-20 
   Create social media content calendar 15 days Mon 19-09-16 Fri 19-10-04 
   Compile list of online immigrant 
communities 5 days Mon 19-09-16 Fri 19-09-20 

   Revise news release 10 days Mon 19-09-23 Fri 19-10-04 
   Design information brochures and 
community event flyers 10 days Mon 19-09-23 Fri 19-10-04 

   Write copy for Tell-a-Friend e-
newsletter 10 days Mon 19-09-23 Fri 19-10-04 

   Design Tell-a-Friend webpage 10 days Mon 19-09-23 Fri 19-10-04 
   Design PowerPoint presentation 10 days Mon 19-09-23 Fri 19-10-04 
   Create a plan for Community 
Connect events 10 days Mon 19-09-23 Fri 19-10-04 

   Print information brochures and 
event flyers 5 days Mon 19-10-07 Fri 19-10-11 

   Finalize social media content 
calendar  5 days Mon 19-10-07 Fri 19-10-11 

   Finalize vignette 5 days Mon 19-10-07 Fri 19-10-11 
   Share community events on social 
media/website 5 days Mon 19-10-14 Fri 19-10-18 
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   Launch Tell-a-Friend webpage 0 days Fri 19-10-18 Fri 19-10-18 
   Share content on identified online 
immigrant communities 0 days Fri 19-10-18 Fri 19-10-18 

   Launch social media paid 
advertising 0 days Fri 19-10-18 Fri 19-10-18 

   Publicize news release 0 days Fri 19-10-18 Fri 19-10-18 
   Email e-newsletter to Tell-a-Friend 
community partners 0 days Fri 19-10-18 Fri 19-10-18 

   Paid social media advertising 25 days Mon 19-10-14 Fri 19-11-15 
   Killarney community centre event 
delivered 0 days Fri 19-11-01 Fri 19-11-01 

   Waverly Elementary School 
presentation delivered 0 days Fri 19-11-01 Fri 19-11-01 

   Evaluate circulation of news release 5 days Mon 19-10-28 Fri 19-11-01 
   Send follow-up e-newsletter to 
community partners  5 days Mon 19-10-28 Fri 19-11-01 

   Mid-campaign social media 
strategy evaluation 0 days Fri 19-11-01 Fri 19-11-01 

   Mount Pleasant community centre 
event delivered 0 days Fri 19-11-08 Fri 19-11-08 

   St. Patrick Elementary School 
presentation delivered 0 days Fri 19-11-08 Fri 19-11-08 

   Send 2nd follow-up e-newsletter to 
community partners  5 days Mon 19-11-11 Fri 19-11-15 

   Produce/analyse report on social 
media metric data 5 days Mon 19-11-25 Fri 19-11-29 

   Produce report on feedback from 
community partners 5 days Mon 19-11-25 Fri 19-11-29 

   Review/analyze permission-based 
email sign-up success  5 days Mon 19-11-25 Fri 19-11-29 

FINANCE 106 days Mon 19-07-15 Sun 19-12-08 
   Create Zero-base-Budget  5 days Mon 19-07-15 Fri 19-07-19 
   Secure government grant  5 days Mon 19-07-15 Fri 19-07-19 
   Assign emergency reserve in case of 
deficit 5 days Mon 19-07-15 Fri 19-07-19 

   Review monthly statements 5 days Mon 19-08-05 Fri 19-08-09 
   Revise spending if necessary, to stay 
on budget 5 days Mon 19-08-05 Fri 19-08-09 

   Review monthly statements 5 days Mon 19-08-26 Fri 19-08-30 
   Revise spending if necessary, to stay 
on budget 5 days Mon 19-08-26 Fri 19-08-30 

   Review monthly statements 5 days Mon 19-09-23 Fri 19-09-27 
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   Revise spending if necessary, to stay 
on budget 5 days Mon 19-09-23 Fri 19-09-27 

   Review monthly statements 5 days Mon 19-10-21 Fri 19-10-25 
   Revise spending if necessary, to stay 
on budget 5 days Mon 19-10-21 Fri 19-10-25 

   Review monthly statements 5 days Mon 19-11-18 Fri 19-11-22 
   Revise spending if necessary, to stay 
on budget 5 days? Mon 19-11-18 Fri 19-11-22 

   Review campaign budget 
performance  5 days Mon 19-12-02 Fri 19-12-06 

	
	 	



	

	
	 108	

8.1.13 TABLE 2: MAJOR PROJECT MILESONTES  

NAME FINISH 

Weekly strategy review session  Mon 19-08-19 

Weekly strategy review session  Mon 19-08-26 

Weekly strategy review session  Mon 19-09-02 

Weekly strategy review session  Mon 19-09-09 

Meet with community partners Mon 19-09-16 

Weekly strategy review session  Mon 19-09-16 

Weekly strategy review session  Mon 19-09-23 

Weekly strategy review session  Mon 19-09-30 

Weekly strategy review session  Mon 19-10-07 

Weekly strategy review session  Mon 19-10-14 

Information brochures and community event flyers delivered Fri 19-10-18 

Weekly strategy review session  Mon 19-10-21 

Weekly strategy review session  Mon 19-10-28 

Waverly Elementary School and Killarney community center 
presentations delivered 

Fri 19-11-01 

Weekly strategy review session  Mon 19-11-04 

St. Patrick Elementary School and Mount Pleasant community center 
presentations delivered 

Fri 19-11-08 

Weekly strategy review session  Mon 19-11-11 

Weekly strategy review session  Mon 19-11-18 

Weekly strategy review session  Mon 19-11-25 

Weekly strategy review session  Mon 19-12-02 

Co-op hired Fri 19-08-16 

Volunteers recruited Fri 19-09-20 

Launch Tell-a-Friend webpage Fri 19-10-18 

Share content on identified online immigrant communities Fri 19-10-18 

Launch social media paid advertising Fri 19-10-18 

Publicize news release Fri 19-10-18 
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Email e-newsletter to Tell-a-Friend community partners Fri 19-10-18 

Killarney community center event delivered Fri 19-11-01 

Waverly Elementary School presentation delivered Fri 19-11-01 

Mid-campaign social media strategy evaluation Fri 19-11-01 

Mount Pleasant community center event delivered Fri 19-11-08 

St. Patrick Elementary School presentation delivered Fri 19-11-08 
	 	



	

	
	 110	

8.1.14 FIGURE 12: VOLUNTEER PRESENTATION CHECKLIST 
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8.1.15 FIGURE 13: VOLUNTEER COMMUNITY EVENT FLYER DISTRIBTION 
CHECKLIST  
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8.1.16 FIGURE 14: VOLUNTEER INFORMAION BROCHURE DISTRIBTION 
CHECKLIST 
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