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Situation Analysis 

FOOD for Lane County (FFLC) was established in 1984 with a single 

employee, a single volunteer and a board of five. The small nonprofit soon grew to 

the private, 501(c)(3) nonprofit food bank that aids Lane County today. The 

organization is dedicated to alleviating hunger by collecting and distributing food to 

those in need. FFLC does so through many channels that include fundraising, 

collecting and preparing, advocacy and simple growing. The organization has more 

than 150 partner agencies and distribution sites that help aid these channels.  

FFLC also provides education to the community about hunger and how it 

affects Lane County. The ultimate mission of the food bank is to “improve the 

ability of low-income individuals to maintain an adequate supply of wholesome, 

nutritious food.” FFLC is a member of the Oregon Food Bank Statewide Network 

and also partners with United Way’s local Lane County chapter and is an official 

distribution partner for Feed America.  
1

 Food for Lane County has accounts on many social media platforms and the 

organization posts semi-frequently. FFLC has almost 13,000 followers combined on 

Facebook, Twitter and Instagram. On Facebook, FFLC posts once or twice a day to 

a mainly female demographic, ages 25-44. Their facebook consists of posts about 

upcoming events and fundraisers involving FFLC and posts about other things 

involving food insecurity or public services offered in Lane County. On Twitter, 

FFLC posts once or twice a day to a mostly female demographic, ages 13-17. Twitter 

posts are usually about an event coming up involving FFLC or a retweet about 

FFLC or something related to food insecurity. On Instagram, FFLC is inconsistent 

about posting frequency. FFLC sometimes posts multiple things a day or can go 

almost 3 weeks without posting. The posts on Instagram consists of pictures from 

FFLC-involved events, food and volunteer-related events. 

 

 

1
 About Us. Retrieved March 04, 2018, from https://foodforlanecounty.org/go-learn-more/about-us/ 
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SWOT Analysis 

Strengths 

● Great mission and services 

● Social media platforms 

established (Facebook, 

Instagram, Twitter) 

● Connection with community 

● Multiple channels of 

participation (workplace 

campaigns, fundraisers, 

volunteers) 

Weaknesses 

● Lack of strong marketing for 

awareness 

● Overall message is lost in social 

media posts 

● Lack of interaction with social 

media posts 

● Social media posts are not 

reaching audiences outside of 

followers 

Opportunities 

● National connection to hunger 

focused within a large county in 

Oregon 

● Strengthen community 

connection with local businesses 

and create new connections 

● Engagement with 

volunteers/donors 

● Utilize social media to show 

direct impact of food donations 

Threats 

● Lack of understanding of impact 

of FFLC 

● Lack of funding and support from 

community because of lost 

message 

● Potential loss of 

support/donations with recent 

tax reform 

 

 

  O  T 

S  S-O Strategies 

Use the established social media 

accounts paired with the strong 

FFLC mission to strengthen the 

awareness and support for FFLC 

within Lane County.  

S-T Strategies 

With social media, FFLC can further 

the awareness of the organization 

and its mission to end hunger in 

Lane County.  

W  W-O Strategies 

FFLC’s mission to end hunger is 

shared across the globe, so 

utilizing hashtags and tags could 

minimize the lack of awareness 

on social media.  

W-T Strategies 

By increasing awareness of FFLC it 

could maximize the potential for 

donations and volunteers.  
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People 

Food for Lane County reaches a wide audience within Lane County because 

of the services it provides, the fundraisers it conducts and its connection with the 

community (businesses, sponsors, donors). On social media, the reach is a bit more 

limited. A large portion of the audience and followers for FFLC are either 

volunteers, businesses that support FFLC or employees.  

Target Audience 1: Donors who will give financially to FFLC. Often these donors 

started as a volunteer or became involved with FFLC before deciding to give to the 

organization. This group wants to see the success and the result of FFLC in Lane 

County and that there is a need for the organization. Showcasing donors and 

donations to FFLC on social media could entice this group.  

Target Audience 2: Sponsors - our goal is to target businesses in the food industry 

to partner with on events, or those that share values with FFLC regarding helping 

the community.  In addition, by promoting these businesses on the platform, the 

hope is to engage other local businesses who do not currently sponsor FFLC events 

and drives, by highlighting the examples of those that do. 

Target Audience 3: People age 15-40 who will engage with FFLC on social media. 

Though this is a fairly large age demographic, it is an important group of 

individuals on all three major social media platforms. Targeting this demographic 

will ensure more interaction on social media.  

● According to analytics on all three platforms, the majority of followers are 

female.  

● The age range that dominates each platform is different with Facebook being 

35-44, Instagram being 25-34 and Twitter 13-17 years old. This is why we 

have broken down this target audience into three, platform-specific 

categories. 

○ Facebook (35-44): This demographic is most likely donors, volunteers 

and/or employees of FFLC. This age demographic is usually comprised 

of working individuals that would engage more on Facebook either 
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early in the morning or later at night when they are not working. This 

group is likely to be interested in volunteer opportunities and 

fundraising events.  

○ Instagram (25-34): This demographic is most likely volunteers and/or 

employees of FFLC. This age demographic on this platform is looking 

for engaging photos that will draw them to the description which 

should be short and to the point describing the photo. It is important 

for this age demographic to visually see what FFLC is doing. This 

could include volunteer and fundraising event photos.  

○ Twitter (13-17): This age demographic was a surprise at first and 

potentially an inaccurate representation. Twitter is a platform that 

should be used to connect with businesses and sponsors to create more 

reach.  

Influencers  

Influencers could play a vital role in the reach of Food for Lane County on 

social media. Influencers are able to influence those in their online community by 

posting about the organization they are involved with. Food for Lane County would 

benefit greatly by having two to three influencers posting on social media because it 

would increase the number of individuals that are aware of FFLC’s mission and 

need for volunteers and donors.  
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Who?  Platform  Handle  Followers  Why? 

Arielle 

Freytag 

Instagram  @ariellefreytag  3,156   Miss Oregon 2014; 

large social media 

presence; has 

contributed to events 

that support FFLC. 

Brittany 

Boersma 

Instagram  @britboersma  2,160  Active community 

member with many 

followers; contributes 

to events that support 

FFLC. 

Alpha Phi 

Omega - 

Zeta Psi UO 

Media 

Chair* 

Facebook 

& 

Instagram  

@apouo  704  Student-run service 

group on the UO 

campus; many 

students volunteer for 

several FFLC 

affiliates. 

*this position changes on a term basis, but the platforms remain the same - the 

position is also an active volunteer   

 

 

Objectives and Strategies 

Objective 1: To have a positive effect on the reach of social media posts, specifically 

with an increase in views and followers. To measure this objective on Facebook and 

Instagram, we would like to see a positive percentage of people reached within the 

next three months. To measure this objective on Twitter, we would like to see an 

increase in average impressions from 500 to 1,500 within the next three months. 

When that goal is reached, seeing a steady positive trend is crucial.  

● Strategy 1 (Facebook): To achieve this objective, Food for Lane County will 

need to use the ‘boost post’ feature, post at certain times of day, and use 

locations and hashtags to reach outside follower base. Using hashtags for 

campaigns and events is crucial. On Facebook FFLC will also need to focus 
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on keeping all followers interested as to not lose any of those followers. 

Posting new information and events is key. 

● Strategy 2 (Instagram): To achieve this objective, Food for Lane County will 

need to increase the frequency of their posting, to create a steady stream of 

content for followers to view.  All posts should include a location tag for the 

event, sponsor, or partner, and the Instagram name(s) of all involved.  In 

addition, the posts should include hashtags that are both specific to the event 

/ sponsor / partner as well as more generic terms about the greater mission of 

FFLC (e.g., #endhunger) and community (e.g., #eugeneoregon, #EUG). 

● Strategy 3 (Twitter): To achieve this objective, Food for Lane County will 

need to increase posts with more relevant hashtags and tag other individuals 

that are mentioned in the tweet to increase impressions. The tags should 

include the mission of FFLC FFLC (e.g., #endhunger) and include some form 

of community tag (e.g., #eugeneoregon, #EUG).  

Objective 2: To have a positive effect on the engagement of social media posts, 

specifically with an increase in likes, comments, and shares. To measure this 

objective on all platforms, we would like to see a positive percentage of people 

reached within the next three months. When that goal is reached, seeing a steady 

positive trend is crucial.  

● Strategy 1 (Facebook): To achieve this objective, Food for Lane County will 

need to develop posts that Facebook users will want to engage with, whether 

that be commenting to ask FFLC a question or sharing to let their friends 

know about an upcoming event. To encourage more engagement, FFLC could 

create donation posts that ask followers to share and potentially contribute 

to. Facebook posts could also highlight a strong member of the community 

and their work with FFLC, which would entice people to share and comment 

on the post.  

● Strategy 2 (Instagram): To achieve this objective, Food for Lane County will 

need to create more content for followers to engage with.  This content should 
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be relevant to the mission of FFLC, with promotion of sponsors and partners, 

or a call to action to volunteer or donate.  When events are happening, the 

post should ask followers to attend or contribute.  Postings for events should 

occur regularly during the duration of the event, to remind viewers that it is 

ongoing, and to thank the sponsors / partners for helping make the event 

happen.  When events are not happening, there should be posts about 

donating or volunteering, that use a creative visual story to engage the 

viewer.  This could include content such as quotes about charity or hunger 

from famous personalities, set to an image of the work being done by FFLC. 

This content should also include videos of people describing how the work of 

FFLC has helped them, or of volunteers describing what working with FFLC 

means to them. Posts should go above and beyond to promote sponsors, 

partners, and volunteers. 

● Strategy 3 (Twitter): To achieve this objective, Food for Lane County will 

need to increase postings to three times a day with photos and tags to 

increase likes and retweets. Photos should include photos taken at events, 

thank you meetings, etc. and should also include posters/flyers for 

fundraising events. Tags should include the company/sponsor that is hosting 

an event, being thanked for a contribution, etc. An example of a post could be 

a quoted retweet from Oregon Food Bank or national food banks.  

 

Overall Tactic: To have a consistent and coordinated message across all social 

media platforms. This would increase the number of postings and therefore the 

number of people reached.  

● To ensure a consistent message across all platforms it is important to plan 

postings ahead of time and establish one key message and set of images.  

● Sub-Tactic: We recommend that during a campaign you utilize the same or 

similar photograph across all platforms and send out a survey on social 

media posts that ask followers if they saw the posts and made a connection.  
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○ It would be beneficial to have volunteers as well as staff members take 

pictures at events to build a database of photographs for social media 

posts.  

 

Technology 

1. Applications, Programs and Templates  

a. Online content calendar 

b. A centralized drop box for photographs  

c. Brand style guide, content guide 

d. Facebook, Instagram, Twitter analytics  

e. Google Analytics to track “click-throughs” 

This list of technologies with help coordinate the effort of the individuals in the 

organization to track results of social media posts. Creating one set of standards for 

social media posts will create an overall clean appearance to posts and a set of 

standards across all platforms to ensure optimal reach and interaction.  

 

Measurement/Evaluation 

In three months time, we would use Facebook, Instagram and Twitter analytics to 

determine if there was a positive increase in reach, impressions, likes, comments 

and shares on the respective platform.  

 

Timeline 

● Because FFLC is limited in time to work on social media, we recommend 

obtaining an intern every school term (Fall, Winter, Spring, Summer). To 

alleviate the time spent training a new intern each term, have the previous 

intern train the next.  

● Set up a centralized dropbox that employees, as well as volunteers, are able 

to access by May 2018.  

● Establish a set of guidelines for social media posts by May 2018. 
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○ Examples: color schemes, font used for social media images, type of 

content, etc.  

● Establish a content calendar by the end of April 2018 (we have an example of 

one starting April 1st below).  

 

 

Budget 

Time Budget 

● 2-3 one-hour sessions to develop a content calendar for the next 10-12 weeks. 

(this can be done individually or in groups, but make sure it is sent to all 

employees dealing with social media.) 

● An hour to learn how to utilize Facebook, Instagram, and Twitter analytics. 

These are intuitive platforms that are easy to navigate. Spending some time 

going through the pages and options will benefit the staff in understanding 

the impact that posts have on its respective platform.  

● An hour to learn Google analytics. This again is a fairly easy platform to 

learn and could be beneficial for the staff to understand.  

○ (Optional) Four to five hours to get certified for Google Analytics. This 

maximizes the knowledge to understand the information that is 

available using Google Analytics.  

Monetary Budget (Optional) 

Food for Lane County has expressed that it does not have a budget to be invested in 

social media. As a suggestion, we have included a budget for Facebook boosted 

posts.  

● Facebook boosted posts- Facebook has designed a simple way for 

organizations to ‘boost’ posts to reach more people and in turn, receive more 

engagement. Facebook made the process so simple and the price for a boosted 

post is always accessible, either on or near the ‘boost’ button. Boosted posts 

can be as low as $3. Boosting one or two posts a month for donation 
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opportunities or upcoming events could be as cheap as $6. Investing more 

and spending $6-10 per post would incur more reach.  

 

Appendix 1: Social Media Editorial/Content Calendar  

*Food for Lane County’s online calendar is not updated for May and June. We 

would like to see similar posts for events similar to those in April for other months.  
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