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EXECUTIVE SUMMARY
Craft Ontario is a Toronto based, provincial association for 
the industry of Craft whose mandate is to champion craft in 
Ontario. Created in 1931, it evolved from the Canadian Guild 
of Craft through several periods of growth, and several periods 
of struggle, to the organization it is today. The latest period of 
struggle started after the organization moved their store from 
its Yorkville, Toronto location to a new, reduced occupancy cost 
location in Queen West, Toronto. This move was designed to 
reduce costs, however it ultimately shook the organization’s 
foundation as it caused profits to sharply decline. Craft 
Ontario spent several years working to reduce and stabilize 
the organization and achieved success in that regard in 2018. 
With the organization stabilized, they realized that to move 
forward they need to shift directions. A new strategic plan was 
created in early 2019, and to assist their efforts to realize the 
new strategy they partnered with OCAD Universities Strategic 
Foresight and Innovation (SFI) program to obtain a strategic 
initiatives portfolio.

The SFI team worked with Craft Ontario to gain a thorough 
understanding of the organization and its corresponding 
marketplace. Specifically, the team gathered data from 
consultations, surveys, observations and secondary research 
and then applied several models and tools to assist in the 
analysis and synthesis of information. This began with a review 
of the new strategic plan to ensure alignment with Craft 
Ontario’s goals. The result is a set of recommendations spread 
across a phased approach to implementation. 

This document was created as part of the initiative to convey 
the process, analysis, and recommendations for Craft Ontario. 
A presentation of this report was given to a Craft Ontario 
representative to assist in implementing this reports findings.

This report’s goal is to help Craft Ontario expand its 
membership, broaden the marketplace, create a culture of craft 
in the province, and become thought leaders on all things craft.
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WHO ARE WE

Award-winning social entrepreneur, 
and strategy enthusiast. Andrew loves 
playing with whiteboard markers and 
writing about leadership, innovation, 
and design. Andrew works for OMERS 
as a pension innovation specialist.

ANDREW WALLS

HARMANJOT KAUR

Harman comes from an 
interdisciplinary, cultural and 
educational background that allows 
her to connect things differently. 
She is an enthusiast of the circular 
economy and wants to create a 
positive impact on the world.

LISA TAYLOR

TRISHIA

Lisa is a creative multi-media designer, 
communications professional, and 
executive advisor, with over 15 years 
experience. She brings together the 
areas of Art, Design, and Technology 
to help bring about innovation and 
social change.
 

A blogger, translator and a 
transdisciplinary designer, Trishia is 
passionate about human-centered 
development. She is the founder 
of Meye, a not-for-profit, voluntary 
organization in Bangladesh, 
advocating women solidarity, 
empowerment, and leadership.
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OUR PROCESS

DISCOVER DEFINE DEVELOP DELIVER

In this phase the team worked 
to deeply understand Craft 
Ontario’s needs and uncover 
possible challenges, barriers 
and contextual information 
that could inform the team’s 
recommendations.

Here the team mapped 
our findings to define what 
specific problems would be 
addressed, what barriers 
might block solution 
implementation and what 
constraints could shape the 
team’s recommendations.

In this phase the team 
generated possible solutions 
and then analyzed them to see 
which had the highest potential 
to risk factor. Finally, the team 
integrated them to form a 
portfolio of recommendations.

In our final phase the team 
distilled our process and 
recommendations into 
an easy-to-understand 
presentation that Craft 
Ontario could begin 
implementing immediately.

• Site visits
• Stakeholder interviews
• Observations
• Secondary research
• Organizational Structure 

Analysis
• Context Diagramming
• Learning Organization 

Analysis

• Value Proposition Canvas
• Business Model Canvas
• Viable Systems Model
• Barriers Mapping
• Organizational Structure 

Analysis
• SWOT Analysis
• 5P’s of Organizational 

Alignment

• 10 Types of Innovation
• The Ambition Matrix
• Orthodoxies
• Focus Areas
• Theory of Change
• Innovation Blueprinting
• Kotter’s 8 Steps of Change

• Recommendations
• Implementation Roadmap
• Scenario Mapping
• Report Preparation
• Deck Building

Team Contract + 
Client Profile

Client Analysis +
Proposal

Client Recommendations + 
Portfolio

Strategic Report + 
Presentation

OVERVIEW

TOOLS

DELIVERABLES
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CRAFT ONTARIO HISTORY

1931 1966 1970 1976 1981 2006 2014 2016 2018

2019

Canadian 
Guild of 
Crafts

Founded

Ontario 
Craft 

Foundation
Founded 

The OCC 
was 

Formed
Through 
Merger 

OCC 
Gallery 
Opened 

at 
Yorkville

Inaugural
Mather
 Award

Studio 
Magazine
First Print

OCC 
Rebranded 

as Craft 
Ontario

Shop 
Moved 

to Queen 
St. W

Stabilization
Moving 
Forward
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MISSION AND VISION

We champion craft. 

Making craft a meaningful part of life and building a 
connected community of creators and supporters. 

MISSION

To deliver on our Mission and Vision, we:

CONNECT individuals and communicate with craft

GROW craft artists’ potential through opportunities to 
network, learn, present, and access markets

PROMOTE the culture and economic importance of 
craft, and its value as a professional career

INSPIRE participation and achievement through 
recognizing and profiling excellence

VISION

MANDATE

To begin the process the team started by looking at the 
current strategic plan for Craft Ontario which was framed 
in early 2019. All the work in this report has been created 
to align with the mission, vision and mandate identified by 
Craft Ontario . 

Craft Ontario. (2019). Craft Ontario Strategic Plan 2019-2024. 
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WHO IS CRAFT ONTARIO

To champion craft in Ontario by celebrating 
and supporting craft professionals, cultivating 
craft culture, and collaborating with craft 
advocates and institutions to build and 
maintain a viable market for the industry.

Craft Ontario is funded through membership 
fees, operational grants, project grants, and 
fundraising. They also generate revenue 
through craft sales and magazine subscription 
fees. There is a Board of Directors who meet 
every six weeks with the Executive Director 
to govern Craft Ontario comprised of ten to 
sixteen members.

Craft Ontario oversees numerous operations 
including the online and physical shops, 
several websites, content creation and 
magazine publishing, member programming 
and services and development. Each 
operation is run separately with some 
crossover such as in the online and offline 
shops. Each operation reports to the 
Executive Director.

Craft Ontario has three full-time employees, 
and several part-time employees. They all 
share a passion or practice for craft and 
some have previously served on the Board of 
Directors. Many have weathered the previous 
craft crisis that threatened to shut down Craft 
Ontario and saw the community rise up to 
support them.

Craft Ontario has at least six distinct technical 
systems such as their member management 
system Membee or their Microsoft point-
of-sale system. These systems are not 
integrated and staff must spend time moving 
information such as accounting data between 
them. They run annual member surveys but 
otherwise rarely consult with stakeholders for 
governance or creating member value.

PURPOSE

GOVERNANCE 
AND FUNDING

PROCESSES

PEOPLE AND 
CULTURE

TOOLS AND 
TECHNOLOGIES

PHILOSOPHY

Craft Ontario believes in promoting 
community and inclusivity, overseeing 
a sustainable and ethical organization, 
fostering diversity amongst the membership, 
staff and board, and pursuing excellence for 
themselves and for the craft practitioners they 
represent.
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STAKEHOLDER MAP
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ORGANIZATIONAL STRUCTURE
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The horizontal structure allows more freedom and diversity, 
as the flow of information is direct. But in contrary to usual flat 
organizations which promote increased involvement of the 
employees in the decision-making process, Craft Ontario’s 
decision comes from concentric cores. That overwhelms the 
core while making the system prone to instability. The system 
falls apart if the center is disrupted. Autonomous clusters of 
dedicated teams can help the system become resilient.

The team looked at the organizational structure provided by 
Craft Ontario and carefully studied the role of the employees. 
After the analysis, the team decided to represent the structure 
in a way the reflects the role, responsibilities and resource 
distribution in different parts of the organization proportionate 
to the size of the circles shown in the structure. 
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TENDING TO MEMBERS 
Craft Ontario is a member services organization whose role is to 
champion the needs of their members. To imagine this visually 
picture tending a garden. First, you must ensure your soil is 
nutrient-rich, sufficiently moist and with a consistent stream of 
sunlight. Then you plant the seeds and tend to them to ensure 
their needs are met. As a gardener you do not choose which 
plants flourish, you simply cultivate the conditions in which the 
seeds can thrive. Similarly, as a member services organization 
Craft Ontario must tend to Ontario’s craft professionals by 
removing financial, institutional or political barriers that degrade 
the soil and position them to receive enough sales or sunlight 
and water to sustain their growth.

Craft Ontario does an admirable job of helping craft 
professionals to thrive. However, there are opportunities to do 
more.

METAPHOR FOR 
CRAFT
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DIVING DEEPER
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Thorugh examination the team identified four distinct 
operational areas within Craft Ontario. Each of which vary 
in their draw on Craft’s resources and on their fit with Craft’s 
mandate. For instance, the Craft Ontario Shop, provides a 
minimal profit and operates mainly at the value added side 
of the business model, but takes up a large portion of Craft’s 
resources. This means not only human resources for staffing, 
shipping, online store maintenance, accounting, and logistics, 
but also IT systems which manage the shop’s back-end 
functions. Whereas Craft Ontario’s programs and Exhibitions 
operate with a small loss, but are directly in line with their 
organizations mandate. 

The member benefits have a slightly larger loss, covered again 
by grants and funding, but are also directly related to the 
mandate. Finally, the Studio magazine operates closer to the 
value added side of the spectrum, and operates at almost a 
break even point, however the value it adds is important. 

Overall at least half of Craft’s resource outputs are going 
towards activities that indirectly create value for members. The 
shop and magazine do offer value to the members, but it is 
important to keep in mind how what craft does contribute to 
fulfilling their mandate.

FIT TO MANDATE

Revenue

Expenses

Profit

Loss

Draw on 
Resources

Value Add Services Mandate Fulfillment

Craft Retail Studio 
Magazine 
Design/ 
Creation

Member 
Engagement 
Benefits

Programs/ 
Exhibitions
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INTERNAL ANALYSIS

TRANSACTIONAL RELATIONSHIPS
Member service organizations thrive on 
exchanging value with their members. Currently 
Craft Ontario sells a limited range of services to 
members; however, there is a gap in engaging 
them in dialogue around their needs or renewals. 

1

LIMITED MEMBER VALUE
The limited member dialogue, combined with a 
small range of programming and services which 
address only a small portion of the membership 
limit the value members receive.In addition, 
members outside the Greater Toronto Area may 
struggle to see full value in membership.

2

TOO MUCH, TOO LITTLE TIME
Craft Ontario has no less than four distinct 
operational areas including The Craft Ontario 
Shop, Studio Magazine, membership fees and 
fundraising through patrons, donors and grants. 
With insufficient human resources to operate all 
these areas, important work such as updating 
technical systems, communicating with members 
and applying for project grants gets left behind.

3

ONLY ONE MEMBERSHIP EXPERIENCE
Craft Ontario’s membership base has diverse 
needs. Crafters just out of school may need 
access to makers spaces since they can not use 
their schools any longer, while professionals may 
need access to new markets beyond their local, 
saturated ones. Yet Craft Ontario offers only one 
membership package targeted at fine crafters who 
make up less than half the membership base.

4

MISSED OPPORTUNITIES
Whether it is producing industry research to 
understand the craft marketplace or using 
member stories to engage web traffic there are 
countless opportunities to add member value that 
Craft Ontario fails to pursue owing to a persistent 
resource shortage and dated technical systems.

5
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EXTERNAL ANALYSIS
Craft Ontario competes with a number of organizations 
involved in the sale or display of craft, content for craft 
professionals or enthusiasts and services related to teaching 
or supporting craft. Many organizations offer similar groups of 
services that compete with Craft Ontario in several ways such as 
the Harbourfront Centre, which offers services and sales support 
to craft professionals. Some competitors such as the Canadian 
Crafts Federation can be partners, such as in the Citizens of 
Craft initiative, but are also competitors for online traffic. 

CRAFT SCOTLAND
Offers a studio maker space, retail consignment, café, 
community workshops, events space, conferences, and an 
affordable loan program.

GARDINER MUSEUM
Focuses on ceramic craft. Offers camps, programming, lectures, 
events, studio spaces, and online retail consignment. 

QUEBEC CRAFT COUNCIL
Offers a public crafter directory, studio space, scholarships and 
awards, industry research, online and offline retail consignment, 
and craft training.

ETSY
Offers a craft marketplace platform, promotion and listing 
services and maker education through classes, workshops, and 
online content.

DISPLAYSALES

CONTENT SERVICES



THE FUTURE OF CRAFT | 19

MARKET ANALYSIS
CRAFT ONTARIO’S MARKET SHARE
Craft Ontario serves ≈1,300 members. The Canadian Craft 
Federation found in a 2001 survey that there are 7,000 fine craft 
professionals in Ontario. Craft Ontario serves at most 19% of 
the craft market in Ontario. Although the actual number could 
be as low as 10% as many members are not craft professionals 
but supporters or hobbyists.

LIMITED INDUSTRY RESEARCH
The Ontario craft industry has little research on the market 
size, opportunities, competition or even a clear definition of 
what craft is. The most recent data is from 2001 and is a brief 
overview of the Canadian craft market. Market data helps 
in securing funding, attracting craft buyers, and informing 
organizational decisions.

MISSED SELLING OPPORTUNITIES
There is an appetite for authentic, quality craftsmanship that 
is either being unmet or served by crafters individual shops or 
mass demand platforms like Etsy. Many potential customers are 
disappointed by these experiences and settle for inferior goods. 
Members suffer as a result because they miss the opportunity to 
sell and support themselves.

CONDITIONING THE MARKET
Members believe the number one value of Craft Ontario is in 
helping them secure sales. The first step is to understand the 
markets trends, scope, and customers through primary industry 
research. For instance, which city or town has the best market to 
host a traveling exhibition? Industry research makes decisions 
easier, and helps members flourish.

19%

The Canadian Craft Federation. (2001). Study of the Crafts Sector in 
Canada. Retrieved June 6, 2019, from https://canadiancraftsfederation.ca/
wp-content/uploads/2015/09/study-of-the-crafts-sector-in-canada.pdf
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PERSONAS
These personas each vary by geography, 
skill level, age and more. They are 
intended to represent the variety of Craft 
Ontario’s membership base as a of map 
who Craft Ontario serves. Age: 22

Income: $16,000
Skill: Skilled
Lives: Toronto
Medium: Textile
Member Status: Never Member 

Andre just graduated OCAD and 
is trying to build a career in Craft. 
His family is supportive but he is 
worried he will have to settle and 
find work elsewhere. He works 
part-time in a restaurant.

• Cost of membership, supplies
• No visibility of craft
• Loss of classroom community
• Settles for unrelated work
•  Questioning if this is right path
• Loss of school making spaces

• Training and practice 
opportunities

• Feedback and mentorship
• Financial support or discounts
• Income sources related to craft
• Validation or recognition, 

residencies
• Practice or making facilities

Age: 31
Income: $32,000
Skill: Expert
Lives: Belleville
Medium: Ceramic
Member Status: Former Member

Patrik has been crafting for 14 
years and can not imagine doing 
anything else. His work sells when 
it is visible but he struggles to 
develop the presence to support 
himself.

• Just making ends meet
• Sales, visibility and recognition
• No critiques anymore, harder to 

improve
• Remoteness and connections
• Balancing craft with small business
• Little online presence, social and 

website

• Access to further skills building, 
residencies

• Business training and support
• Sales channels and visibility
• Loans or financial support
• Prestige and access to institutional 

funding and grants
• Awards and opportunities to exhibit

D
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The Emerging The Professional
Andre Watson Patrik Kolchinski

NOTE: These personas are not based on 
any individual. However, they are created 
to reflect the diversity of member base
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Emilia Reed

Age: 53
Income: $65,000
Skill: Mastery
Lives: Whitby
Medium: Glass
Member Status: Current Member

Eiko’s craft is renowned 
throughout the province. She 
teaches classes and offers tours 
to supplement her craft sales. 
She is planning on crafting for the 
rest of her life.

• Isolated in her shop, no community
• Limited channels to teach or contribute
• Shipping costs for delicate, bulky work
• Has saturated easily accessible markets
• Opportunity to share thought 

leadership

• To teach others and give back
• Access to new markets or audiences
• Access to institutional gallery/exhibition 

system
• More local galleries or shipping support
• Online sales channels or regional 

distribution, venue to share thoughts
• Non-local visibility and recognition

Age: 62
Income: $75,000
Skill: Novice
Lives: Thunder Bay
Medium: Ceramic
Member Status: Former Member

Stefanie comes from a craft family 
and practices pottery when she 
has time from her primary source 
of income. She is too remote to 
access any non-local venue for 
her work.

• Not perceived as a serious crafter
• Time consuming and expensive hobby
• Limited access to hobbyist crafter peers
• Few local galleries, or chances to see in 

person or speak with professionals
• Awards or exhibitions seem unrealistic
• Most craft dialogue seems beyond skills

• Lectures or workshops for those with no 
formal training, hands on experience

• Validation of status as crafter
• Access to more sophisticated craft 

equipment
• Accessible craft dialogue for non-

professional
• Expanded local galleries or exhibits 

Age: 42
Income: $90,000
Skill: None
Lives: North York
Medium: Jewellery
Member Status: Current Member

Emilia loves arts and crafts and tries 
to support it however he can. She 
loves frequenting galleries and has 
a house full of souvenirs and craft 
she has bought from travels and 
crafters she loves.

• Unclear of what makes craft distinct
• Forgets to renew or engage without prompts
• Little emphasis on the people behind craft
• Does not understand how most craft works
• Hard to see impact of contributions
• Not part of craft event and gallery channels
• Wants to help, but has other commitments

• Reminders to stay involved, auto renewal or 
follow-up about expiring membership

• Convenient access to a wide variety of craft 
professionals and mediums

• Stories and detailed biographies of crafters
• Information and context on craft techniques
• Info on how fees directly help crafters
• Straightforward volunteer opportunities, 

onboarding

The Master The Hobbyist The Supporter
Eiko Kawano Stefanie Ouellete
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THE CRAFTERS’ JOURNEY
This journey map highlights several possible paths individuals 
an take to engage with the craft system and indicate where 
Craft Ontario could add value and how members needs could 
evolve.

Person
attuned 

to
craft Discovers 

Craft Emerging Professional

Training or 
Experience

Practice + 
Exposure

Prestige +
Mastery

*At any point, crafters 
may choose to exit the journey.
However, Craft Ontario has an 
opportunity and mandate to offer 
multiple ways in which they can remain 
engaged, and possibly re-enter their 
journey. 

The Supporter

The Hobbyist Part-time 
Professional

The Supporter



THE FUTURE OF CRAFT | 23

Craft Ontario currently has two membership levels, non-juried 
and juried. The non-juried level has a number of price ranges 
depending on if the member is an individual, institution 
or business. The juried level has a number of price ranges 
depending on the members school status, distance from 
Toronto, and family or partner discounts. 

These levels have similar perks with some slight extras for 
businesses and institutions and the juried members receiving 
the right to apply to consign goods to the Craft Ontario Shop, 
apply for awards and exhibitions, and to use to the CO Space.

Our personas tell us there are a number of unmet needs 
in what Craft Ontario offers through memberships. We 
recommend changing the membership levels to reflect the 
journey map, and using partnerships or new programming 
to meet potential members’ unmet needs. For instance, 
addressing recent grads losing access to their schools studio 
space, or professionals needing unsaturated markets to sell 
their work in.

This will allow Craft Ontario to charge more for memberships 
if desired as they will be more valuable and possibly yield 
more members. In either case this will allow Craft Ontario to 
expand membership income beyond six percent of revenue 
and become more financially flexible.

Master

The Supporter

Part-time 
Professional
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SWOT ANALYSIS

• Primary craft association mandated 
to serve Ontario.

• Operates the oldest Indigenous 
gallery in Ontario.

• Many willing volunteers and 
supporters of craft.

• Experienced and engaged Board of 
Directors.

• High quality, curated work for 
exhibition and sale.

• Strong, inspired leadership.
• Network of provincial, national and 

international craft organizations.
• Prestigious exhibitions, and awards.
• Devoted support network willing to 

offer funds in times of crisis or day-
to-day.

• Expansive collection of members 
stored in member directory.

• Popular retail store amongst craft 
collectors and enthusiasts.

• Collaborations with broad range of 
industry partners.

• Eager membership base dedicated 
to their practices.

• Leaders of the Citizens of Craft 
initiative which is bold, far-reaching 
and extremely creative.

STRENGTHS
• Only one location for retail 

store.
• Online stores reach is 

extremely limited.
• Expensive to run exhibitions 

and awards which are the most 
valuable offers for members.

• Limited advertising and 
outreach.

• Limited online presence.
• Very little engagement 

and consultation with the 
membership base.

• Limited follow-up for member 
renewals.

• Limited opportunities for 
members to display work 
and build prestige for their 
practices.

• Limited staff capacity.
• Limited resources and funding.
• Little time to train volunteers.
• Limited storytelling in-store 

and on the website. 
• Shop and services primarily 

reach the GTA with little 
connection to the rest of 
Ontario.

WEAKNESSES
• Hire new staff for new 

initiatives and to reinforce 
existing ones.

• Develop consistent online 
identity.

• Shift focus from stabilizing the 
organization to growing.

• Create inclusive community of 
artists that help and support 
each other.

• Creative new member 
offerings that add value 
without the price tags of 
exhibitions and awards.

• Outreach to the rest of 
Ontario beyond Toronto.

• Build awareness of crafts 
throughout Ontario.

• Storytelling through different 
techniques and mediums. 

• Preserve relevance of craft for 
future generations. 

• Reinvent the membership 
structure.

• Re-imagine sources and 
content for magazine. 

OPPORTUNITIES
• High competition from other 

handmade product shops 
within Toronto. 

• Online competition through 
websites like Etsy and other 
mass market retailers. 

• Potential to lose relevance in 
a changing world.

• Competition with members 
for sales as they also have 
online stores and sell in other 
shops.

• Many activities create revenue 
but don’t directly add value to 
the entire membership base.

• Minimalism and anti-
ownership trends. 

• The digitization of craft.
• Many potential crafter are 

now drawn into creating with 
online mediums.

THREATS

S W O T
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RECOMMENDATIONS
and implementation plan for 

Craft Ontario.
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IMPLEMENTATION PLAN
To move Craft Ontario forward the recommendation is to use 
a phased approach so that each phase builds upon the other. 
For instance, Phase 1 focus on initiatives that will enable the 
initiatives in Phase 2.

Note: The timelines identified here are suggested, as it 
is recognized that acquiring funding might mean some 
adjustments are needed.
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Examine and Revamp Tech 
System/Tools

Examine/Adjust Resource 
Allocations for Mandate

PHASE 1 

Examine Craft Retail Operation

The current technology infrastructure is comprised of out-of-
date systems that do not integrate well. In the initial research 
eight different systems were identified including the multiple 
online tools, accounting, and MMS systems. In the past, 
upgrades have been made, with some unfortunate losses of 
data, which may have led to hesitance to systems change on a 
larger scale. However, the technological barriers created by the 
systems in place are holding Craft Ontario back in a large way, 
and are possibly the biggest impediment to moving forward.

The recommendation is to complete a more thorough analysis 
of what systems are in place, needed, and available in order 
to develop a plan to implement more efficient and integrated 
tools to set Craft up for scalability, and to streamline efforts and 
resources. Through the acquisition and set-up of open-source 
tools, Craft can modernize without huge product or licensing 
costs. There will be costs associated with the building and set-
up of the tools themselves as additional human resources will 
be needed for that project. Grants and project funding could 
possibly be attained in order to undertake this essential project.

Referencing the fit to mandate diagrams from earlier in the 
report, many of Craft Ontario’s activities do not contribute value 
to the entire membership base. In the case of the Craft Ontario 
Shop, it consumes half of Craft Ontario’s resources yet only a 

fraction of members have work consigned to the shop. This 
recommendation involves more than process efficiencies, it is 
about looking into the relationship between Craft’s activities 
and the value they create for members and realigning the use 
of resources towards the activities that have the greatest impact 
for members.

The retail operation is comprised of both the online and in-store 
operations, however these two areas operate separately, which 
leads to inefficiencies and disconnects that drain resources. In 
addition, the profits yielded by the operation are almost equal 
to the costs for its operation. This is in part because the level 
of resources required to manage the product flow, packaging, 
sales, delivery and accounting are quite high. Further, with the 
large draw on resources by the store Craft has less ability to 
focus on other operations, which may actually be more in-line 
with the mandate.

As a business model, this is not sustainable. Therefore, a 
thorough systems examination of the processes in place 
is essential. In conjunction with the technology overhaul, 
efficiencies and integrations could be found to reduce the drain 
on resources and increase the profitability of the operation. 
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Build the Craft Brand, 
Identity, Market Position

In 2014, Craft Ontario underwent a re-naming and re-branding 
process which modernized their identity. Although the imagery 
created is visually appealing and the name has been simplified, 
this process also stripped out much of the brand recognition 
that had been built over the years. This has led to some 
confusion and frustration amongst the members. It has also 
created a barrier for potential members or supporters as the 
name does not denote or connote that it is an association for 
Craft, and can easily be mistaken as a private for-profit entity. 
The term, ‘craft’ has multiple meanings as well, and can mean 
different things to different people.

To ease the confusion, bring back some of the history of 
the organization, and position Craft Ontario in the best way 
possible, the team is recommending a change — not a full 
rebrand, but some necessary tweaks and adjustments. By 
adding a tagline to the logo and corresponding material 
it allows clarification around what definition of ‘craft’ the 
organization represents, and specifies the not-for-profit 
association status. 

In addition, telling more of the story about the Craft Ontario 
brand will assist with market positioning. The history of the 
organization helps to root it within a compelling context 
and adds depth. Telling a compelling story of the brand, the 
organization and the future direction could be valuable. This 
could be done through written materials and/or the creation 
of a video housed on the website, and sent out to potential 
partners and other stakeholders.

Revise Membership Levels

Although industry research will help in the future to continually 
refine member offerings, the team believes Craft Ontario is 
already in a position to adjust the membership structure to 
better reflect the current and potential member base. Craft 
Ontario currently has two membership levels, non-juried and 
juried. The non-juried level has a number of price ranges 
depending on if the member is an individual, institution 
or business. The juried level has a number of price ranges 
depending on the members school status, distance from 
Toronto, and family or partner discounts. Through the research, 
the team has identified that there are more specific and 
targeted segments that Craft Ontario could build member value 
around. There has already been discussion around adding a 
new ‘Supporter’ member level, which would allow for a new 
group to join the organization. In addition to this new level, 
the members could be broken down to include ‘Hobbyist’, 
‘Emerging’, ‘Professional’, and ‘Master’ levels each with target 
value propositions. For instance, a hobby level could be a 
freemium model, where they sign-up to receive news and 
updates. This not only assists in establishing the organization 
as the voice for everything craft in Ontario, it taps into a 
valuable source of industry data and provides Craft Ontario with 
insights into trends. The freemium model, paired with the new 
additional member breakdowns also allows Craft Ontario to 
remain a beacon for excellence, celebrating those at the top of 
their career.
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Develop Onboarding 
Package/Process

Through discussions with Craft Ontario it was recognized that 
currently no onboarding process exists. For volunteers and new 
staff providing a package that explains the organization, and 
its focus and breakdown can help in bringing people onboard 
faster. This is specifically important with volunteers, as training 
them resources can be time-consuming and there may be a 
high turnover rate. It can also help build brand ambassadors 
as they become carriers of the Craft Ontario messaging. This 
package could exist online in a staff/volunteer area or be 
available in print and PDF formats.

Begin Conducting Craft Industry 
Research

As Ontario’s association, it is important to both understand and 
to be continually building the marketplace for craft. This creates 
a broader market for members to sell and show their work, and 
also opens up the market for craft with more potential members 
and supporters, Not currently, there is a lack of information 
available on the craft industry, which makes it difficult to 
accomplish these goals. 

To begin moving towards thought leadership and a thorough 
understanding of the market, the team is recommending 
conducting both primary and secondary research. Tapping into 
research professionals, perhaps through partnerships with other 
bodies, surveys, interviews, and participatory workshops could 
be used to begin understanding of this marketplace. An initial 
plan would need to be developed to identify near, medium and 
long term goals and approaches, to ensure research is ongoing.
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Revise Craft Ontario’s 
Online Presence

Create Marketing/PR 
Strategy Province Wide

PHASE 2

With the technology systems coming into alignment, there 
exists a valuable opportunity to rebuild and revise the online 
presence. The current website is visually appealing, however, 
it does not convey the true nature of the organization. The 
first impression is that it is foremost an online store for high-
end craft materials, not that it is an association's website for 
the industry of craft in Ontario. This means there is a high 
likelihood of visitor drop-off. Should someone be looking for 
the association they may be deterred as finding information 
can be challenging. By adjusting the main landing page to 
offer more info on the industry itself and the organization 
of craft, it invites members and potential members to stay 
within the site. This will lead to an increase in web traffic (in 
conjunction with marketing efforts to drive traffic) and more 
conversion from visitor to member. This in turn can lead to 
increased revenue.

The current 'Citizens of Craft' website has a great deal of 
content which would be useful if integrated to the Craft 
Ontario site. In addition, some new original content could 
be created as well. Creating a plan for the new site will be 
essential in ensuring it sets up Craft Ontario for now and in 
future.

Enhance Membership 
Profiles/Presence Online

Building on the technology systems improvements in Phase 
1, there is an opportunity to vastly improve the membership 
profile capabilities of the online system. Currently, these are 
created through the system Membee but this system is out-
of-date and limits the functionality. In addition, it is difficult 
for members to use and so the majority of members do not 
engage with the system. Modern systems can integrate with the 
website back-end and allow for more dynamic profile options 
to tell their story, and can be more easily managed by users. 
Many members may still be hesitant, however, if they lack the 
necessary skills or confidence. In this case, Craft Ontario could 
perhaps take this task on, as it will be less time consuming 
with the new system, or identify volunteers to undertake this 
ongoing. Focusing efforts on this initiative will add value for 
members who seek to have modern professional profiles, as 
well as add value to potential shoppers as they can more easily 
connect the craft product to the maker.

This recommendation is not just about marketing for Craft 
Ontario, but also for the industry of Craft itself. As the lead 
association, part of the mandate is to condition the market 
so that members can thrive and sell their work. This means 
building awareness and understanding around what craft is and 
why it matters, and further why excellence matters. By doing
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both, Craft Ontario can raise its profile and begin broadening 
the marketplace for members.

A marketing/PR plan must be created to address both needs. 
This can include small scale efforts such as initiatives to raise 
awareness of the store location to drive more foot traffic, as well 
as larger scale efforts to begin building more recognition across 
the province. For the industry, this could also include press 
releases out to smaller communities to highlight craft.

In conjunction with the marketing/PR plan, it will be important 
to begin compiling a media contact list for communities across 
the province. Larger publications, like those in Toronto, may not 
have room to publish press release, articles, or announcements 
on Craft currently, as the industry is not currently prominent. 
However, smaller communities would likely be open to 
publishing information if it relates to their community or 
regions. For instance, an announcement about an upcoming 
exhibition featuring one of their local artisans, or an exhibition 
coming to their community. This list should be a living 
document, updated at regular intervals.

Build Media Contacts 
Throughout the Province

Begin Creating a Culture/
Identify for Craft in Ontario

In addition to the industry research, creating a culture/identity 
for craft in Ontario will help condition and drive the market. 
Currently, there lacks a common understanding around craft 
and Craft Ontario is uniquely poised to show leadership in this 
area. By creating a definition or common understanding of what 
craft is, it gives those interested or involved in craft something 

to attach to and embrace; and the stronger that attachment, 
the more people will recognize the value of craft products. This 
is essential for members as currently, there is a disconnect as 
to why maker products are more valuable than similar products 
that are mass produced.

To create this culture, Craft Ontario must develop a definition 
(and additional materials) to express the concepts and market 
place. These can be housed online and used in marketing 
materials to condition the market to take up this language. 

Share Industry Knowledge 
Through Content Creation

Utilizing the industry knowledge that has started to be collected 
as a result of the Phase 1 initiative, Craft Ontario can begin 
developing articles and white papers to share with members (in 
some cases only for select membership levels). By sharing this 
knowledge members will gain a deeper understanding of the 
industry in which they work, and possibly obtain tips and tricks 
on how to better navigate some of its challenging aspects. 
It also further establishes Craft Ontario as the go-to for all 
things craft, driving more traffic to the site and store, and thus 
broadening the potential exposure for members.

This will require a plan and set effort to analyze the data 
gathered and then distill the findings down in the form of 
content. This content could go online, in the magazine, or in 
some cases in a press release. 
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Re-imagine Content Plan 
for Studio Magazine

Currently, the studio magazine is published twice a year and is 
comprised of high-level content from members. There may be a 
benefit to broadening the content to include information on the 
industry, as well as adding a small section for an up-an-coming 
member. This way members can see a path to the master 
level, and see Craft Ontario as supporting a broader subset of 
makers.

Develop Online Member 
Community

One of the common challenges professional crafters face is 
losing access to their peer communities. Another is how remote 
they often are from peers who share the same medium or can 
mentor them to help develop their skills. By developing online 
member communities such as a forum or Facebook group, Craft 
Ontario can help connect members and keep them engaged as 
they develop and hone their practices.

Conduct Deeper Member 
Research

Aside from a 2001 study by the Canadian Craft Federation 
there is little to no data on the size, scope or breadth of the 
craft market in Ontario. One of Craft Ontario’s core mandates 
is to condition the market for craft in Ontario. By researching 
and developing market reports Craft can inform their own 
decision-making, help members decide where to open new 
studios or pursue sales channels, use data to communicate the 
value of investing in or funding craft to members, governmental 
agencies and private companies, and drive traffic to their online 
channels.
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PHASE 3
Expand Volunteer Network 
Outside Toronto

All across Ontario there are dedicated crafters, hobbyists 
and supporters who are willing to contribute their time to be 
connected to craft. It is unlikely that Craft Ontario will ever 
have the capacity to run full exhibitions and workshops all 
across Ontario solely through internal resources. Recognizing 
this, there is a opportunity to draw on these dedicated craft 
volunteers to help with running and managing province-wide 
pop-up shops and exhibitions. Using a franchise model with 
consistent brand and style guidelines, central onboarding and 
support from Craft Ontario, self managing groups who run their 
own events and activities can be created or harnessed within 
communities. This builds on earlier activities such as developing 
onboarding materials, creating province wide networks of 
partners and revamping processes to facilitate this sort of 
collaboration. To move on this initiative a plan would need to 
be created to identify the approach and retention strategy. 

Expand Programmes and 
Workshop Content

Many hobbyists and emerging craft professionals often lack 
access to additional craft training — beyond their school or 
existing experience — as well as to maker spaces and studio 
space. This can either be because purchasing the tools/space is 
beyond their budget or because they have recently lost access 
to the spaces their schools provided. Craft Ontario can look to 
offer these types of spaces to specific members. By drawing on 
previous work in redesigning craft operations, and

through expanding their industry partnerships Craft can lead in 
this area and utilize member/volunteer resources. To make this 
feasible, Craft could partner with other organizations such as 
the Toronto Tools Library, the focus being to ensure that access 
to education and tools is not a barrier for people pursuing craft. 
The recommendation is that through member and industry 
research, Craft Ontario identify focus areas for new programmes 
and workshops looking six months to a year ahead, and build a 
plan to begin piloting new initiatives.

Expand Exhibitions 
Across the Province

Currently, Craft Ontario only offers exhibitions within Toronto. 
This means that members from other areas must ship their 
work to Toronto for it to be displayed, and potentially come to 
Toronto as well to run their exhibition, speak with visitors, and 
stage and tear down the display. This can be time intensive 
as well as costly which create barriers for many members. 
Inevitably many members may choose not to participate in the 
exhibitions. By drawing on the previously established provincial 
volunteer networks Craft Ontario can begin staging and 
operating exhibitions all across Ontario. With the profile of Craft 
Ontario more prevalent, communities could start to view this as 
an opportunity, and ultimately begin asking to become hosts. 

Offering this will dramatically increase the value of a 
membership to craft professionals outside of Toronto, as it 
greatly increases their exposure. This provides an opportunity 
for Craft to reshape memberships and fees. It also encourages 
an ecosystem of craft collaborators which raises awareness 
of craft, and enhances the prestige of Craft Ontario outside 
of Toronto. Again, the first step would be to create a plan to 
identify the approach, as well as metrics for success.
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Expand Programmes and 
Workshops Across the Province

Similar to expanding exhibitions across the province, Craft 
Ontario can begin to offer programmes and workshops all 
across Ontario. The current online courses, and the Citizens of 
Craft initiatives are good first steps towards creating content, 
and material that members outside Toronto can benefit 
from. The network of volunteers can assist with planning and 
executing these sessions, while the masters crafters who 
are looking to give back can teach the next generation their 
techniques and skills. 

This provides an opportunity for members and Craft 
Ontario to gain a new revenue stream. Craft could offer 
select members reduced prices for access to these classes, 
adding value to certain levels. There is also an opportunity 
to offer a certification program to licence instructors. The 
recommendation is for Craft to begin building a network of 
students and teachers across Ontario who would like to be 
involved, and then develop a plan to roll out some initial pilot 
programs.

Develop Business 
Incubator Tools

To be a successful craft professional or master, individuals 
must also be small business owners. This means they need 
to understand business practices, processes, and how to 
thrive in their market. This can be challenging as many do not 
study business, and therefore lack some of the fundamental 
knowledge. As an industry leader and provincial association, 
Craft Ontario is uniquely positioned to offer guidance in this 
area. Developing an incubator program where emerging or 
interested crafters can learn how to turn their creative practices 
into businesses together offers great value to members. This
is a more transformational initiative for Craft Ontario, but 
with increased networks, a raised profile, expanded member 
network and additional partnerships, Craft could easily move 
into this space. Drawing on the knowledge of established 
professionals, programs and documents could be created and 
made available online, and as part of larger workshops. To 
begin Craft would need to identify possible member leaders 
who would be interested, and develop a plan for how to roll 
forward in an efficient and sustainable way. Again, starting with 
a pilot is recommended.
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Pilot Pop-up Craft Shops in 
Other Locations

One of the challenges Craft faces in their retail store is that 
there is only one location. The online shop attempts to 
remedy that, but craft often involves a relationship to the 
piece that is hard to convey through an online image. Pop-up 
shops where the consigned crafts are taken on the road could 
help to bridge that gap without the capital investments that 
another physical shop location would require. When paired 
with other initiatives such as the Ontario wide programming 
and exhibitions Craft could have an inexpensive, but powerful 
channel for promoting their members work to patrons all 
across this province. To accomplish this, the recommendation 
is to draw on volunteers and community in kind resources 
around the province, which can be more readily available 
once the Craft brand and industry profiles have been raised.

Re-examine Toronto 
Office Space

The current layout of the Craft Ontario office space allows staff 
to engage with shop patrons while simultaneously working 
on their project tasks. The current layout arose from the 
constraints of the current space, as well as the needs of the 
shop. However, when pursuing deeper work such as revamping 
the technological systems it can be challenging to multitask 
by both doing the task and being a part of the shop. Once 
Craft has moved into Phase 3, it may be beneficial to consider 
a redesign for the working space to reflect the focus required 
to engage with many of the tasks their organizations requires. 
This could be achieved through an entirely separate office 
space, redesigning the shop with a back partition that separates 
the two areas, or reclaiming the upper floor studio. Although 
Craft is currently under a 10 year lease, there are methods for 
addressing that constraint if beneficial to the organization. 
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FOCUS AREAS

In creating the recommendations the team 
looked to develop several themes. These were 
then aligned with the Craft Ontario strategy 
focus areas to demonstrate the alignment of the 
initiatives. Shown here, each focus area has been 
addressed to varying degrees. 

The chart on the following page seeks to show 
each of the individual recommendations which 
themes they address and the alignment with each 
of these focus areas.
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VALUE OF CHANGE
Ambition Matrix

CORE

ADJACENT

TRANSFORMATIONAL

PH
AS

E 
1

PH
AS

E 
2

PH
AS

E 
3

Nagji, B., & Tuff, G. (2014, July 23). A Simple Tool You Need to Manage 
Innovation. Retrieved June 19, 2019, from https://hbr.org/2012/05/a-
simple-tool-you-need-to-mana

** means 'Craft has to do this" 
* means 'should do' 
nothing means 'nice to do'.
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MEASURING CHANGE

Key metrics 
to track your 

success

Membership levels

Geographic spread of 
membership

Types of craft represented

Renewal rates (churn/
drop-off)

Revenue to expense ratio

Size of revenue

Turnover in retail

Web traffic

Web sales

Workshop attendance

Funding and labour 
mix (proportion of 
volunteers or ratio 
funded by external 

sources)



40 

BARRIERS TO CRAFT CHANGING

Outdated
Technology

Systems

Pervasive 
Funding 

Struggles

Members 
Rarely 

Involved

Little to No 
Industry 

Information

Held Back By 
Technology

Too Much For 
Too Few People

Limited Value 
For Members

Hyper-focus 
on Revenue 
Generation

Few Actionable
Member Insights

Limited Member 
Voice

Limited Human
Resources

Minimal 
Capacity For 

Change
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Too 
much 
to do

Systems 
are not 

improved

Everything 
takes 
longer

1

2

3

OUTDATED TECHNOLOGY SYSTEMS
Symptomatic of the limited staff hours and limited 
financial resources, Craft Ontario’s technical systems are 
outdated and lack functionality.This can limit member 
capacity to get involved, and can create friction internally, 
drain resources and lead to lost data. 

LIMITED MEMBER VOICE
Craft Ontario is a member service organization whose 
primary constituents are craft professionals in Ontario. 
However, with the limited revenue and human resources, 
coupled with the outdated technology and narrow reach, 
the focus has been mainly on survival and revenue as 
opposed to member value. Currently, the tools utilized 
for member engagement include the membership 
management platform, occasional calls from the 
development officer, and the annual survey. The research 
has shown that, however, that this may not be enough. 
Members feel a lack of value; that their voices are not 
being heard. In some cases Craft Ontario is partially 
competing with them in the retail market. 

TOO MUCH FOR TOO FEW PEOPLE
As a result of the continued funding challenges and 
revenue declines, Craft Ontario has had to reduce the 
staff down to minimal levels. At present there are only 
12 employees, most of which are part-time. Together 
they operate the online and physical retail store, print 
magazine, membership services and programming, 
fundraising, and business development. With minimal 
staff for all of these functions it strains the system. 
Staff are over-loaded and have little time to recognize 
organizational challenges.

4

5

PERVASIVE FUNDING STRUGGLES
Many not-for-profits receive over 90% of their funding 
from governmental or grant-based sources. In keeping 
with other arts organizations Craft Ontario receives 
approximately 12% of their funding from grants. The 
remainder must be generated through membership fees, 
or the sale of craft related goods or content. This puts 
Craft Ontario in a constant push-pull struggle between 
fulfilling their mandate of championing craft and 
generating the revenue needed to sustain themselves.

LIMITED VALUE FOR MEMBERS
Craft Ontario’s mandate is to champion Ontario craft. 
Yet, as of 2001 there were over 7,000 crafters who identify 
as craft professionals. With a fine craft membership of 
700 Craft Ontario is serving only 10% of its possible 
audience. The remaining 600 of Craft Ontario’s 1,300 
members are craft hobbyists or advocates. Further, 
Craft Ontario’s membership is primarily in Toronto, with 
members outside of Toronto reporting a perceived lack 
of value of attention in the membership.The Canadian Craft Federation. (2001). Study of the Crafts Sector in 

Canada. Retrieved June 6, 2019, from https://canadiancraftsfederation.ca/
wp-content/uploads/2015/09/study-of-the-crafts-sector-in-canada.pdf
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PRINCIPLES OF CHANGE

EMBRACING 
CRAFTS

Listen to 
Your 

Members

Tell 
Stories

Build 
Partnerships

Remember
Who You

Are

Think 
Ahead

Respond, 
not 

React
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1
Craft Ontario would benefit by involving members 
in some of the decision making process. As one 
member mentioned, “it feels like they are an 
enclosed community.” To connect with members and 
gain further insights on Craft Ontario could utilize 
workshops, deeper consultations, and opportunities 
for co-creating decisions. The current survey is helpful, 
but it is limited in its ability to engage on a deeper 
level.

2 The Citizens of Craft initiative demonstrated Craft 
Ontario’s ability to tell powerful stories. However, when 
visiting the shop in person or online, the information 
and displays are impersonal. In one members words, 
“Craft should highlight the making process because 
that is what distinguishes us apart from factory made 
mass produced stuff.” 

3
Craft Ontario exists in a complex ecosystem of 
businesses, institutions, governmental bodies and 
stakeholders who share similar goals. To encourage 
culture and creativity, to grow a thriving economy and 
to celebrate this province and it’s diverse peoples. 
Yet, too often organizational barriers or misaligned 
incentives obstruct these potential partnerships. 
Alternative approaches such as craft exchanges, 
where Craft Ontario exchanges an artist with one from 
another craft institution, could help circumvent these 
barriers.

4
Craft Ontario exists to champion craft first and foremost 
through supporting crafters. Activities like the Craft 
Ontario Shop and Studio Magazine at best provide 
secondary value to crafters, or as a former member puts 
it, “being in a bricks and mortar store was incredibly 
helpful as it gave my brand some sense of legitimacy.” 
Craft Ontario must stay focused on their true mandate, 
and only pursue additional activities if they reinforce that 
mandate.

5 Craft is changing. Etsy has reshaped the craft 
marketplace, while many creatives are turning to the 
digital realm to create and share. Any craft professional 
can open and run an online shop with the same 
technology Craft Ontario uses to run theirs. Craft Ontario 
must be mindful of the long term trajectory of these 
changes, rather than just dealing perpetually with the 
present. 

6
Craft Ontario has overcome extremely challenging 
times. They’ve rebounded from the reduced revenues 
and demonstrated how dedicated their members are 
to keeping them around. However, nows that they’re 
stabilized it’s time to slow down and take stock of their 
situation. They have caring supporters, passionate 
members, and a network of funders that all want them 
to succeed. Embrace and utilize that strategically rather 
than rushing into a hurried change initiative.
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Photo by Annie Spratt on Unsplash
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IMAGINE CRAFT IN 5 YEARS….
Janna sips her morning tea, peering out of the window of the 
van. She smiles at some vibrant graffiti she sees etched onto a 
wall, which says, “Citizens of Craft Tour. London. June 22, 2024.” 

It’s the third leg of Craft Ontario’s month-long community 
tour. For the past three years, the Craft team has traveled 
across Ontario, holding co-creative workshops with local 
crafters and craft-lovers. On day one the Craft team trains 
the local volunteers to facilitate an open storytelling session 
with the local community. The second day is “Crafters’ Talk,” 
an interactive session with the communities emerging craft 
practitioners, followed by an open exhibition of craft items 
created by local makers. Craft Ontario discovers new talent for 
their professional’s incubation program through these sessions. 
The last day is open for community members to craft with the 
professionals. The three-day program ends with participants 
adding their painted palm print to the graffiti wall, representing 
the hand’s role in shaping beauty.

Janna gets a notification from Craft’s app “Craft-e,” which 
means the volunteers have started to check into the community 
hall. She grabs a bundle of the 2024 print of the annual Studio 
magazine and steps out of the van. Survey data and member 
interviews showed that most members love more frequent 
content from the community online, but that they still love 
skimming through a physical copy. 

The visual story team has started setting up equipment in the 
community hall. They’re preparing to create a series of images 
and videos for the website and YouTube Channel. Thanks to the 
dedicated digital team, all these digital stories will be shared 
across Craft’s interlaced digital spaces. The team will also

videograph selected crafts from the open exhibition and upload 
them to the online shop. The online shop takes a load off the 
physical store and allows Craft to focus on the indigenous 
gallery and maker’s studio in Toronto. 
 
The hall fills with volunteers, many wearing t-shirts with “Citizens 
of Craft” on the back. They come from a Facebook group. 
Some sell craft materials, while many are curious members with 
an eye for creative work, but they all share a deep passion for 
craft. The volunteers lead a professional networking workshop 
which helps reinforce the communities spirit and culture. Janna 
beams, thrilled to see Craft Ontario’s role as the champion 
of fine craft all across Ontario, inspiring people from all walks 
of life to understand and practice craft. The focused and 
dedicated team tends to the entire system, which allows Janna 
the time to focus on expanding and sustaining Craft’s work in 
Ontario. 

Still musing on Craft’s progress over the last five years, Janna 
sees two young members photographing themselves with the 
rotating holographic logo of Craft Ontario. It’s a circle with 
an opening on the side, representing their community with a 
window open to exploring creativity.

The hall buzzes with joy and enthusiasm. Janna sees some 
members crafting, others speaking with peers or teaching 
others some new techniques. Different styles of craft from 
glassblowing to ceramics mix and meld demonstrating the 
fusion of cultures and techniques that make Ontario craft 
known around the world. Janna hears laughter and turns to see 
her team approaching from the van. Over their heads, they’re 
carrying a banner that reads, “THE FUTURE IS HANDMADE.”
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APPENDIX

PURPOSE
To champion craft in Ontario by celebrating and supporting 
craft professionals, cultivating craft culture, and collaborating 
with craft advocates and institutions to build and maintain a 
viable market for the industry.

PHILOSOPHY
• Community and inclusivity: Access to craft. 
• Stability and integrity: Transparent communication, financial 

responsibility and sustainable management. 
• Foster diversity: Promote cultural and contextual richness. 
• Excellence: Supporting the growth and development of craft 

and craft practices. 

PRIORITIES
Provide exceptional member value.
• Exhibitions and awards.
• Professional development opportunities.
• Improve member facing digital platforms.
• Bring craft to all of Ontario.
Stabilise and redirect.
• Simplify membership levels.
• Improve backend technology systems.
• Streamline current programs and services.
Community-driven craft.
• Provide opportunities for members to contribute.
• Expand craft to practitioners of all capacities.
• Community success stories and the voice of the member.

INTERNAL PRACTICES
• People: Members, staff, board and volunteers.
• Processes: Backend technology, inventory management, 

members services, online content, and magazine publishing.
• Structure: Hierarchy beneath executive director.
• Planning: Board meetings, 2019-2024 strategic plan, annual 

reports, audits, and budgeting.

EXTERNAL PRACTICES
• Communication: Newsletter, Studio Magazine, in-person, 

online presence and community events.
• Revenue: Sale of advertisements, sale of consigned craft, 

fundraising and member fees.
• Partnerships: Educational institutions, member discounts, 

craft organizations, government agencies, and grant 
providers.

PROJECTIONS
• Brand: Craft Ontario, the Guild Shop, new 

logos, oldest indigenous partner in Toronto, 
history and legacy.

• Physical store: Storefront aesthetics, 1106 
Queen St W. location, interior design and 
layout, storage and amenities.

• Online presence: Joomla website, Shopify 
store, Squarespace magazine and ads.

• Perceptions: Limited to fine craft, isolated 
to Toronto, limited membership value, and 
cherished legacy of service. 

In order to broaden the understanding of Craft Ontario the team utilized the 5P’s Model. Using input from the team at Craft Ontario 
as well as a review of their documentation and website the team was able to identify and summarize each section starting from the 
purpose at the centre and moving outward towards projections. 
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