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CONTENT OTHERSHOME ABOUTSWOT
STRENGTH WEAKNESS

THREATOPPORTUNITIES

Culinary Authenticity: Specialised in
Middle Eastern and  Mediterranean cuisine

Younger generation is focusing on healthy
eating and wellness trend

People are exposed to modern
technology and expansion in multimedia

Lack of unique customer experience causing
low differentiation in the food chain industry.

y

Intensive Competition: There are a lot of well
established fast food chain with high brand’s
loyalty

Providing high-quality, nutritious meals that
align with modern dietary references.

Economic factor such as inflation etc
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A significant absence of customer involvement has been caused by the lack of
personalized customer care, which has quickly solidified Osmow's status as simply
another generic fast-food chain and fostered negative perceptions of fast food that
tarnish its unique brand identity. 
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Jade Anna
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Jade

Jade values quick, healthy meals, transparency in vegan options, and brands that
prioritize convenience and sustainability.

Jade is frustrated by the lack of clear vegan options and affordable meals that suit
her busy lifestyle, feeling overlooked by uninspiring fast-food menus.

Jade seeks affordable, healthy meals between classes or work, favoring brands
with clear, appealing options. She enjoys unique food experiences, sharing them

on Instagram and with friends, while advocating for inclusive, health-conscious
brands.

Age: 20
 Gender: Female 

Occupation: University student with
part time job 

Location: North York
 Salary: $1300/month



Anna is frustrated by the lack of personalized options and transparency in fast
food, making it hard to meet her family’s dietary needs. Generic menus and

impersonal dining experiences fail to resonate with her values of health,
sustainability, and family-friendliness. She feels disheartened by brands that

neglect quality and authenticity in their offerings.
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Anna

Anna seeks fresh, customizable meals from family-friendly restaurants with a healthy
image. Influenced by reviews and social media, she shares positive experiences

with brands that align with her values of sustainability and authenticity.

Anna seeks convenient, healthy, and kid-friendly meals with customizable options
for her family. She values fresh ingredients, engaging dining experiences, and

brands committed to sustainability, quality, and cultural authenticity.

Age: 30 
Gender: Female

 Occupation: Software Engineer
Location: Downtown Toronto

 Salary: $8000/month



THREE-PRONGED
STRATEGY

THREE-PRONGED 
STRATEGY

CONTENT OTHERSHOME ABOUT



ALTERNATIVE SOLUTIONS
HOME

DIGITAL ADVERTISING 

ALTERNATIVE SOLUTIONS CONTENT OTHERSABOUT

OSMOW APP 
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Cost Effectiveness

Brand Alignment

Personalization

FOCUSING ON ROI AND UTILIZING RESOURCES EFFICIENTLY

REINFORCE OSMOW'S UNIQUE IDENTITY AND DIFFERENTIATE
FROM COMPETITORS

ENHANCE CUSTOMER EXPERIENCES WITH TAILORED OFFERINGS
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DIGITAL 
ADVERTISING

Digital advertising emphasizing fresh
ingredients, leveraging KOLs and UGC, hosting
seasonal events, and the second alternative is
launching an app for meal customization based on
customer preference. 
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Ads Campaign

Community Engagment 

Collaboration and UGC



VIDEO ADVERTISING

ENGAGING CAMPAIGNS CONTENT OTHERSHOME ABOUT

POSTER
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FRESH INGREDIENTS TABLE
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SCAN
HERE
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SCAN HERE
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COMMUNITY
ENGAGEMENT

Participate in local food festivals like Taste
of Lawrence and Taste of the Middle East to
showcase fresh offerings. Launch an interactive
online event celebrating Mediterranean culture
with games and quizzes, offering discounts as
rewards.
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COLLABORATION
& UGC
Partner with influencers to promote Osmow’s
clean and healthy image, while encouraging
customers to share their experiences
through branded hashtags.
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QUARTER 1 QUARTER 2 QUARTER 3



TOTAL ESTIMATED COST
FOR THE CAMPAIGN

$1,150,000 $9,600,000 735%

ESTIMATED SALES

TOTAL REVENUE

ESTIMATED OPERATING
EXPENSE

PROFIT 

$308,700,000

$309,332,914

$92,834,670

$216,498,244

CONVERSION VALUE ROI
KEY ASSUMPTIONS

FINANCIAL PROJECTIONS CONTENT OTHERSHOME ABOUT

FINANCIAL PROJECTIONS

$309M
Revenue by 2025



15 FESTIVALS

VIDEO PRODUCTION &
POSTER AND WEBSITE

DESIGN

MEGA INFLUENCER & UGC

ADS ON TTC$195,000

$71,000

$104,000

$647,000
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COST FOR CAMPAIGN

ADS ON SOCIAL MEDIA $116,000

FREE GIVEAWAY $17,000
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Overwhelming volume of ads
on digital platforms

Creating visually captivating,
story-telling driving content

Precise audience segmentation and
retargeting

Explore emerging platforms 
Carefully select influencers

Skepticism of
"greenwashing"

Provide transparent, verifiable
information on practices like

sourcing and packaging
Share behind-the-scenes farm-

to-table content
Partner with reputable

certifications to validate
claims and reinforce

credibility



Apply the greater emphasis on image of
clean and healthy destination as well

as preserving Mediterranean
authenticity

CONCLUSION CONTENT OTHERSHOME ABOUT

- -

Key Takeaways

Rebuilding Osmow's brand presence with
a digital focus and expanded

omnichannel reach

Enhance the personalization and
customer involvement 

Highlighting the farm-to-table journey emphasizes Osmow’s commitment to quality, fostering consumer
trust in the brand’s culinary expertise.

Digital ads and strategically placed posters ensure widespread exposure, reinforcing the Mediterranean
authenticity and clean image at key locations.

Prioritize seamless integration between digital and in-person services to meet customer expectations, foster
loyalty and stay aligned with evolving market trends.

Build on the strong legacy of the Osmow brand, emphasizing the exceptional quality, authentic
flavors,clean, healthy ingredients and versatility of their menu offerings to attract a wider audience and

deepen customer loyalty

Partnering with influencers to promote Osmow’s clean and healthy image increases brand credibility
and broadens its reach across diverse audiences.

Encouraging customers to share their experiences through branded hashtags and rewarding top
entries with discounts or features strengthens brand authenticity and fosters community engagement.
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THANK YOU!

CONTENT

Q&A
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APPENDIX

Decision Matrix Gantt chart



In the end of June 2023, the systemwide
sales  were  $80,5M, which represents a

36.6% increase year-over-year

"We’re opening up about
30 to 40 new restaurants

per year"- Ben Osmow

The average cost of UGC
at the mid-level



Osmow with 179++
franchisis in 2024

Projected statement of an
Osmow's franchise



The average cost of
building a website

The average cost of
Youtube ad



The average cost to begin operation
Osmow's franchise

The cost of TTC ads





Estimated detailed allocated cost for campaign



REFERENCES
Hitchcock, J. (2024). Influencer Pricing: The Cost of Influencers in 2025. Shopify. https://www.shopify.com/blog/influencer-pricing

General Pricing on creative, design and web development. (2018, May 22). McIntyre Communications | Graphic Design | Logo Design
Calgary and Area. https://www.mcintyrecommunications.ca/pricing/ 

Pratt, L. (2023). 2023 Company of the Year: Osmow’s Shawarma. FoodService And Hospitality. Link 
Toneguzzi, M. (2022). Ontario-Based Osmow’s Expanding with Plans to be the Largest Mediterranean Fast-Casual Chain in North

America: Interview. Retail Insider. Link
Clarke, M. (2024). How Much Does It Cost to Advertise on Youtube in 2025?. Fiverr Guides. Link

Cvetkovic, A. (2024). How much does a website cost in 2025?. WIXBlog. Link 
The Cost Breakdown of Producing a Two Minute Video. (n.d.). Mustard Productions. https://www.mustardproductions.ca/post/2-

minute-video-cost-breakdown 
Growjo. (n.d.). Osmow’s: Revenue, Competitors, Alternatives. https://growjo.com/company/Osmow%27s#google_vignette 

Choros, J. (2024). Here’s What TTC Advertising Costs…. Little Dragon Media. https://littledragon.ca/ttc-advertising/ 
Osmow’s 2024 FDD – Franchise Information, Costs and Fees - The FDD Exchange. (2024, March 28). The FDD Exchange. Link
Rawat, S. (2024, August 28). UGC pricing in 2024: Everything you need to know. UGC101. https://ugc101.com/blog/ugc-

pricing/#:~:text=UGC%20pricing%20can%20vary%20greatly,%24500%20per%20piece%20of%20content 
YouTube. (n.d.). Midwest Whole Foods Market Commercial: Food From A Happy Place | Store Opening | Whole Foods Market.

YouTube. https://www.youtube.com/watch?v=Vagc5qqm1_o
YouTube. (n.d.-a). Branding Ad - Agriculture Solutions. YouTube. https://www.youtube.com/watch?v=FsINQAIHUzg

YouTube. (n.d.-d). Transporting Fresh Produce. YouTube. https://www.youtube.com/watch?v=dtvZk07pKEA
YouTube. (n.d.-a).  Osmow’s 2024 Superbowl Commercial. YouTube. https://www.youtube.com/watch?v=bNdiU-nrKgQ

YouTube. (n.d.-d). Osmow’s - Our Story. YouTube. https://www.youtube.com/watch?v=P5z_bNtOpAs


