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Abo ut

Problems and 
Opportunities

Tea LC | Tea Leaf Co. is Canada’s newest online premium loose leaf tea shop, 
offering organic tea handpicked from tea gardens around the world. Tea LC 
sources its tea from ethical farms that grow their tea in healthy soil. They 
choose farmers who are as passionate about quality and the environment 
as Tea LC is. Tea LC wants people to see them as the clean, ethical and 
healthy choice for tea. Tea Leaf Co. is committed to promoting healthy living 
through exclusive offerings of all-natural, organic loose leaf teas.

Tea Leaf Co. sells a wide variety of 100% certified organic loose leaf tea: 
Black, Caffeine Free, Chai, Flavored, Green, Herbal, Oolong & Pu’erh, Straight, 
Wellness & Detox, and White.

This communications plan is designed to help promote Tea Leaf Co., raise 
awareness of the brand, and increase sales.

Loose leaf tea is more popular than ever. The two leading tea companies in 
Canada are Teavana, Starbucks’ tea offshoot, and Montreal-based DavidsTea. 
Both are well established and growing. DavidsTea, especially, continues to 
open new locations across Canada.



Social Media Climate
Tea LC’s social media communications are currently very infrequent and 
inconsistent (See tables below). Across all channels, there have been no 
posts in over a month. Google + and the Tea LC blog have been abandoned. 
Instagram, which received the best interactions out of all channels, has not 
been updated in 16 weeks. Content is also in bad shape; each channel shows 
wildly different content, from motivational tea quotes to ultra-salesy blog 
posts. As a result, the communications have been ineffective.

Tea Leaf Co. DavidsTea Teavana

Facebook 617 likes
603 followers

266,699 likes 473,311 likes
453,103 followers

Twitter 1818 followers
5243 tweets

81.9k followers
165k tweets

77.1k followers
17.8k tweets

Instagram 1253 followers 70-130 likes and 5-20 
comments per post

3 per week

Likes/
Followers

Average # of 
Interactions 
per post

Frequency of 
Posts

Post Content

Facebook 617 5-10 likes, 
2 comments

1 every 2-3 days Inspirational tea 
quotes & photos

Twitter 1818 5 RTs, 3 likes 1 per month Retweets, tea 
quotes, 
& products

Instagram 1253 70-130 likes, 
5-20 comments

3 per week Tea quotes & 
products

Google+ 19 1 like Inactive Promotional/
ads

Tea LC Blog n/a none Sporadic, 1 per 
month at best

Promotional/
ads

Table 1.1 - Social Media Competition

Table 1.2 - Our Current Situation



Company Objectives

Our Strategies
1. Boost brand awareness with social media and word of mouth.

2. Contests

3. Increase engagement with fans and customers through an online 
community, blogs, contests and influencers. 

1. Brand awareness
Loose leaf tea is more popular than ever, so now is the time to get the 
word out about our tea. We want people to know that we are a healthy, 
environmentally-friendly alternative to the traditional store-bought loose-
leaf tea varieties.

2. Increase sales

3. Attract new loyal customers
We want to encourage customers to join our tea-loving community.



For the community to be successful, someone must be frequently engaging 
with customers and fans. For this reason, we will share curated content 
(content created by outside sources such as fans) along with created 
content. Retweeting/reposting fun stories or photos from customers will 
encourage them to engage in the community as well.

One way to raise brand awareness is to encourage well-known Toronto 
bloggers to write about our products.

We will create an online tea-lovers community or family to engage with 
current loyal customers, which will attract new customers and increase 
customer loyalty. Tea LC will do this by boosting our social media presence, 
especially in the blogosphere, and providing valuable content for our 
customers.

A boost in social media presence and increased engagement with customers 
should translate into an increase in sales. Coupons and promo codes can 
help track these numbers, as well as survey questions within the purchasing 
process (for example, “Where did you hear about us?”).

Brand awareness is easily measured by the number of followers and 
interactions on a given social media channel.



Key Audiences
Tea LC’s current audience is predominately female, between 20 and 55 years 
old. They love tea and are interested in a healthy, environmentally friendly 
lifestyle. They live in the Greater Toronto Area and lead busy lives. They are 
social media savvy and often shop online.

Specific audiences to target to become influencers and achieve objectives 
are:

Mom bloggers
Mom bloggers are mothers who spend a significant amount of time blogging 
about their lives and offering lifestyle tips. They have money but not much 
time, so online shopping is a much more feasible option for them in their 
busy lives. Their audience is other moms.

Well-known Torontonian social media celebs and bloggers
The hipsters, the celebrities, the people who know what’s going on in 
Toronto, the people who know the best restaurants, cafés, fashion, bars, 
entertainment, events in Toronto. These are the BlogTO writers and the Indie 
88.1 hosts.

Additional demographic groups to reach:
Socially conscious and environmentally responsible individuals (male and 
female)
Working millennials (male and female)
Moms
GTA and beyond



How to reach them:
Ages 20-35: Twitter, Instagram, blogs (specifically Tumblr), Pinterest, word of 
mouth
Ages 30-55: Facebook, blogs, newsletter, word of mouth, Pinterest

Twitter and Instagram skew younger, while Facebook and more traditional 
mediums like newsletters are more effective at reaching the older 
crowd. Because Tea Leaf Co. is an online business, we should keep our 
communications online.

The Tea LC community should be housed mainly in the blogosphere. 
This community will be a place for discussion, reviews, advice, and more. 
Engagement with customers and community members on the blog should 
be prioritized, with the exception of customer service questions on other 
social media channels. Blog content should be highly sharable and engaging. 
This will help boost brand awareness and encourage others to join our 
community.

Facebook, Twitter, and the newsletter are for the promotional content 
(contests, promo codes, announcements, etc.). Twitter will be the main arena 
for customer service.

Pinterest and Instagram will be for pretty tea pictures and inspirational/
motivational tea quotes. We will abandon Google + and focus on Pinterest, 
since Pinterest users are predominately female.



Our Brand & Tone
Tea LC is Canada’s newest online premium loose leaf tea shop, offering 
organic tea handpicked from tea gardens around the world. We are 
committed to promoting healthy living through exclusive offerings of an 
all-natural, organic loose leaf teas. Our tagline is “Good for you, good for the 
earth.”

We source our tea from ethical farms that grow their tea in healthy soil. Our 
farmers are as passionate about quality and the environment as we are. We 
want people to see us as the clean, ethical and healthy choice.

Our tone is fun, cute, quirky, a little bit risqué, honest, current, and punny.
We like to make jokes, especially tea puns. Our audience is made up of 
mature adults, so we can include a dash of suggestion (hey, what can we 
say? Tea drinking is a pleasurable experience), but not too much. Pop culture 
references are a-okay as well (especially poking fun at Justin Bieber).
All jokes aside, at the end of the day we want to promote healthy living 
and caring for the environment. Here is where we should be honest and 
thoughtful. The environment is no laughing matter, and neither are the 
conditions of many workplaces around the world. 

When communicating with your audience, follow this simple checklist:
• Is my language clear? Does it convey my message?
• Is it fun, punny and quirky? Will it make someone smile?
• Is it honest? Is it straightforward and sincere?
• Is it progressive? Is it forward-thinking and conscious of important social 
issues?
• Is it current? Does it reference current and relevant pop culture?
• Is it a bit risqué? Would it make someone giggle and blush?

Note: Your message doesn’t need to reflect every single brand value in every 
written piece.

For more tips and information on the Tea Leaf Co. brand, please consult our 
Style Guide.



The 2017 Message
Our 2017 message is that we are a friendly, welcoming community of tea 
lovers who also love healthy living and the environment.

To get this message across, we will follow two steps:

1. Create valuable content
Instead of salesy blog posts and retweeted tea quotes, we will create 
valuable content for our social media channels. This will include recipes, life 
hacks, and more. As a rule, for every one marketing post, there should be 
three content marketing pieces.

2. Create a community
This community will live mainly on the blogosphere. 
We will add a writer/blogger, a social media manager, a part-time 
photographer, and a part-time editor to our Communications team. The 
writer will be in charge of all written content, focusing on blogging. The 
writer will also engage with readers in the comment sections. The Social 
Media Manager’s role will include managing the posting of all content across 
every channel, watching discussion boards and comments, and handling 
customer service questions and concerns. The part-time editor will copyedit 
all blog content.

All communications must be friendly, quirky, and sincere (see Our Brand & 
Tone page for more details about writing tone).

We should also share our fans’ content as well. Retweeting and reposting fun 
stories or photos from our customers will encourage them to engage in the 
community.



Tactics
Valuable blog content
Here are five possible blog series:

1. Tea Treats
How to make food, drinks and more with tea (ex. Tea infused marshmallows)

2. The Tea LC Lifestyle: Life hacks for the tea-lover
These can be about tea…or not! Write life hacks that Tea LC’s audience 
needs/wants.

3. Toronto Tea-vents
All sorts of events that the audience would find interesting (entertainment, 
dining, kid’s events (for the moms) etc). These don’t have to have anything to 
do with tea!

4. Histor-Tea: everything you ever wanted to know about tea
This is the “all about tea” blog series: history, origins, how tea is made, etc.

5. World of Tea
This blog will tell the stories of the tea gardens around the world that source 
Tea LC’s teas. This will include stories about the people who grow the tea, the 
towns and cities where they are found, and more. The goal is to put a human 
face to the teas.

Contests
Contests encourage engagement and also spread awareness of a brand. 
We suggest contests with quirky and unique prizes. For example, an annual 
“tea recipe” contest where the winner’s tea is made and sold. Contests 
should be posted on Twitter and Facebook because of traffic. The number 
of participants will show how engaged fans and customers are with Tea Leaf 
Co.’s social media channels.

Instagram storytelling
Add some substance to Instagram posts. Tell the stories of tea farmers in 
China, or the busy tea-drinking mom who takes the TTC to work every day, 
or the cool old lady in Bramlea who used to only drink Earl Grey tea but 
has learned to love oolong as well. Everyone loves a good story. Encourage 
followers to suggest and tell their own stories.



Frequency of Posts
Blog  once a day (with a 3:1 content marketing/sales ratio)

Twitter once a day, not including retweets or responses to customer   
  service questions or complaints. There should be a maximum of   
  two retweets per day.

Facebook once a day

Pinterest once a day

Tumblr once every two days

Instagram once every three days

Blog series should span a minimum of ten posts each, though many should 
and will exceed this number (for example, the Histor-Tea series). Blog series 
can run at the same time, but must be tagged properly so that they are easy 
to find.



Measuring Success
Tea LC’s company objectives are brand awareness, increased sales and 
increased loyal customers. Brand awareness can be measured through social 
media by the number of followers and interactions across the different 
channels, as well as mentions online (as measured by Google Alerts).
The effect of social media on sales can be measured with promo codes and 
surveys during the purchasing process.

Both brand awareness and engagement can be measured with social media 
analysis. A report of social media interaction should be submitted at every 
quarter in order to gauge and assess progress.


