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“It has become like my
family; my community; a
second home.”
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Bernard Betel Centre Member



Introduction 

 

Some 50 years ago, the National Council of Jewish Women had the foresight to understand and 
respond to the emerging needs of Jewish seniors in Toronto by initiating senior specific 
programming. Eight years later, the Centre for Creative Living (later named the Bernard Betel 
Centre) emerged from those humble beginnings. The Centre (BBC) recently celebrated 50 years 
of caring and service to its communities. As we look ahead, we believe that the need for our 
services will continue to grow and change. However, the challenges we face in meeting these 
emerging needs have never been greater. 
 
Our Strategic Plan for the period 2017-2022, provides the Bernard Betel Centre for Creative 
Living with a framework for action. Through research, extensive consultations, and a better 
understanding of the current and developing environment in which we work, this Strategic Plan 
sets out our priorities for action. The Board of Directors through its governance responsibilities 
will steer the Plan’s implementation. Our staff through their operational responsibilities will 
provide the arms and legs to do much of the heavy lifting to move the Plan forward to fruition. 
Together, we will achieve the changes this Strategic Plan proposes.

A Note of Explanation

It is important to note that a Strategic Plan is not a comprehensive plan. All organizations, and 
the BBC is no exception, undertake many operational activities that are not formally included in 
the Plan’s strategic directions. This is both good and necessary. The purpose of this Strategic 
Plan is to identify and respond to critical needs and issues that must be addressed for the BBC to 
be sustainable and prosper in years to come. However, while pursuing our Plan’s directions, we 
must continue to address the day to day needs of our members and numerous stakeholders.

Evolution of the 2017-2022 Strategic Plan

Organizations are organic entities. Every organization must change and adapt if it is to 
remain relevant and true to its vision, mission and values. This 2017-2022 Strategic Plan 
has evolved from three key drivers:

• our previous Strategic Plan (2012-2017); 
• changes in the communities we serve; and 
• changes in the external environment in which we function.  
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Strategic  Direction

Driver 1:  Strategic Plan 2012 -  2017

Deliver services/programs in 
multiple locations

The previous Strategic Plan had 5 strategic directions.  Much of what we learned and accomplished 
from the previous plan has guided our current thinking.

Foster interagency 
collaboration/partnering

Design services/programs 
for ‘young seniors’

Maintain the essence of 
Jewishness in the provision 
of services/programs

Seek opportunities to 
augment the revenue base

Use the current Centre (on 
Steeles Ave.) as a head office 
and base for a distributive 
service delivery model in 
locations throughout the 
(Jewish) community.

Seek and enter into 
partnerships and collaborative 
arrangements with other 
agencies within and beyond the 
Jewish community. Pursue 
integration opportunities with 
other agencies for back office 
functions.

Build on past program success, 
and design and deliver programs 
aimed specifically at young 
seniors.

Ensure that Jewish practices, 
customs and traditions are 
inherent in program design and 
delivery, as appropriate and to 
the extent feasible.

Build a broader and deeper 
revenue base.

• Healthy at Home program 
  expanded to 15 locations
• Partnered with Miles Nadal Jewish
  Community Centre and the
  Schwartz-Reisman (JCC’s)
• Collective Impact partnership on
  poverty
• DoortoDoor program
• Partnered with other service and
  religious organizations

• Donor opportunities have been
  secured and future donors are 
  being sought
• Grant applications
• Catering expansion
• Beginning to build a culture of 
  "Giving"

• Healthy at Home
• DoortoDoor (21 agencies)
• Collective Impact Steering
  Committee
• Discussions have taken place
  with partner agencies

• Work is continuing on 
  development of age specific
  programs
• Successfully offered trips and
  travel programs for younger
  seniors
• Ceramics and lectures attract a
  younger senior

• Celebration of Jewish Festivals
• Cafe Europa
• Special lectures, concerts and
  programs

Intent Accomplishments
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Driver 2:  Changing Community 

 

The growing size of the over 65 population has hit a milestone as measured by the most recent 
census.  For the first time in Canada, the over 65 cohort has grown larger than the under 15 
population.  This trend has a general impact on overall government policy and potentially for 
funding and services.  

For BBC, the heart of our geographic community has been the area centred on the northern 
portion of the Bathurst Street corridor.  While this community remains a focus, the geographic 
distribution and composition of the Jewish community has shifted.  We have seen a growth in 
seniors that have emigrated more recently from other countries, particularly the former Soviet 
Union.  As well, the move up Bathurst Street and more recently Dufferin Street has brought in 
many new Centre Members from York Region.  The new Lebovic Campus in York Region is 
changing travel patterns for those living north of Steeles and seeking Jewish cultural, education-
al, and social services.

Research undertaken by UJA Federation of Greater Toronto from the 2011 National Household 
Survey reveals several important considerations for our planning and operations:

•  Jewish population of Toronto census metropolitan area (Toronto CMA) 
   reached 188,715 (3.4% of general population).

111,070 Toronto
47,135 Vaughan
7,960 Markham
11,735 Richmond Hill

•  Jewish seniors 65+ totaled 30,960 (16.4% of Toronto CMA seniors).   
   The Jewish 65+ population has increased from 24,885 in 1991 to almost 31,000 in 2011.
(Of special note is the 45-64 population which has increased from 30,570 in 1991 to 53,700 in 2011.)

•  Toronto CMA had a total  of  8,930 Holocaust Survivors (31.2% of Jewish seniors in 
  Toronto CMA).

•  Poverty among Jewish Holocaust Survivors 75+ reached 25.7% and for non-survivors 16.4%.

•  Jewish immigrants in Toronto CMA totaled 65,440.

Former Soviet Union – 22,440
Israel – 11,460
USA – 7,185 
Rest of Europe – 12,995
Northern Africa/Middle East – 2,815
South America – 1,580
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Zoomers

 

 

The geographic distribution of Jewish seniors is also worth noting. The Finch to Steeles area 
surrounding Betel has the highest concentration of Jewish seniors at 5,430 in 2011. This area 
east of Bathurst also has the highest median age of any Jewish population in Canada at 60.9.

Another change has been the potential number of seniors that can benefit from our services.  
The 2011 National Household Survey (NHS) revealed a population of 30,965 Jewish seniors in 
Toronto growing to 43,917 by 2021 and 49,213 by 2031. By that time, over 88% of the seniors 
will be 65 – 84 years. About 46% will be under age 75.

When services and programs of BBC are considered, a driving factor is the number of Jewish 
seniors living in poverty. This is the first time in two decades that Jewish poverty is on the rise.  
A Face of Poverty: A Jewish Community Study (2016) conducted for the UJA Federation of 
Greater Toronto revealed some startling facts:

•  The rate of Jewish poverty went from 11.1% in 2001 to 12.9% in 2011

•  24,315 Jews were living below the poverty l ine in the Toronto CMA

•  The rate of Jewish seniors l iving in poverty was 16.3%

Our previous strategic plan recognized the importance of addressing the needs of “young 
seniors” those 55 years plus. The Baby Boomers/Zoomers are looking for meaningful and 
relevant volunteer, social/recreational and health and wellness opportunities that are 
different from their parents. As this cohort retires and ages, we need to provide different 
kinds of membership opportunities. This cohort is 
far more mobile and demanding, and respond to 
available opportunities accordingly. This is 
discussed in more detail later in the plan.
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Driver 3:  Changing Environment 

 

As a charitable, not-for-profit organization, we are reliant on our key funders to ‘keep the 
doors open’. Like many community organizations the need to find other sources of revenue is 
becoming more critical as our funders’ resources are being stretched to meet the multiple 
needs of the agencies they support. As the saying goes, “there is ultimately only one set of 
taxpayers that serve as the source of all funds”. The BBC must successfully compete with many 
other worthy causes for those funder and donor dollars.  

Currently, the BBC’s most significant funders (in dollar terms) are:

•  The Central  Local  Health Integration Network 
•  United Jewish Appeal of  Greater Toronto
•  United Way of Toronto and York Region
•  City of Toronto
•  Ministry of Senior Affairs

We are very grateful for their generous support. However, the environment for these funders 
is also changing and this has a direct impact on BBC. For example:

Introduction

•  All  our core funders have virtually ‘flat-lined ’  funding for several  years with little 
  or no hope of receiving more than inflationary increases for the foreseeable future.
•  UJA, United Way and the City of Toronto have made poverty reduction their key 
  priority.  This includes a re-allocation of resources to address this priority.
•  All  funders are expecting more detailed accountability reporting for their funding.  
  This reduces flexibility of BBC funding to respond to changing needs or to introduce 
  new programs.
•  More accountability reporting takes staff  away from direct service to meet greater
  administrative requirements.

Our aging infrastructure puts significant pressure on our ability to maintain our level and quality of 
services. Our building at 1003 Steeles Avenue sits on land leased from the City of Toronto. While we 
are hopeful our lease will be renewed, we don’t know at what financial cost. As well, major capital 
investments are hard to justify when the detail of the future lease remains uncertain. That said, 
BBC must prepare for both facility upgrading and given the overcrowding of our space seeking 
additional program and administrative capacity. This will require new and additional sources of 
revenue.

Funding for capital improvements must come from charitable donations or from special grant 
programs that may be helpful. These issues compound our difficult financial environment.  
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Our Environmental Scan 

In preparing a strategic plan, it is important to hear from key stakeholders about what they 
see as our strengths and weaknesses, our opportunities and threats (SWOT analysis). The BBC 
has many stakeholders; many more than can be reasonably consulted given our timeframe 
and resources. The Board and Management spent considerable effort creating a stakeholder 
map and prioritizing those groups and individuals that must be consulted. The method of 
consultation was also debated. A list of stakeholders that were prioritized for this plan appears 
below:

To encourage an open and honest discussion, an independent consultant was retained to conduct 
the stakeholder consultations and analysis.  

Stakeholder Method Employed

• Central Local Health Integration 

  Network

• UJA Federation of Greater Toronto

• United Way of Toronto and York 

  Region

• City of Toronto

• Ministry of Senior Affairs 

Board of Directors

Staff

Members

Focus group/survey

Focus groups

One-on-one telephone interviewsFunders:

Focus group/survey

Volunteers

Partner agencies

Boomers/Zoomers

Survey

One-on-one telephone interviews

Focus group/survey
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What Our Major Funders Had to Say

What changes or additions can you suggest to help the Centre attract younger (55+) 
members?

• Look at community and recreation programs in municipalities.
• Recognize limited resources/staff while running high valued programs.
• Common issue among seniors’ agencies – need to run two streams.
• Not convinced that a huge effort to attract younger seniors is the best approach for BBC.
• Look to take programs on the road and collaboration with partners.

• Look for more partnerships.
• Frame programs and services to the new priorities of the Senior’s Strategy.
• Continue to learn about service users; participate on strategic networks.
• Can’t do everything so enter into collaborative activities.
• Strengthen the financial position of the agency – this will need to be done through fundraising.
• Don’t take on too much too fast.
• Important to focus on what you do best.

• Ministry of Health and Long Term Care (MOHLTC) coming out with a Dementia Strategy.
• Growth in number of seniors.  How do you balance funds with needs?
• Cities like the idea of community hubs where clients can be in touch with other services.
• Growing incidence of mental health, housing and transportation issues, poverty among seniors.
• Change in Funders’ priorities.
• Growing need for caregiver support programs.

• Important to engage with clients and caregivers and the local community.
• Constant outreach to where the most vulnerable reside.
• Strength through partnerships/eliminate silos wherever possible.
• Continue to collaborate within the community and other agencies.

• Provision of chiropody services.
• Provision of promotion and education through lectures and fitness programs.
• Services in various languages.
• Newcomer and multi-cultural services.
• Provision of services to the most vulnerable in terms of safety, language, accessibility, access to
  food.
• Responsive programs to the diverse groups served.
• Work to identify and prevent elder abuse.
• Does what needs to be done.
• Always trying and testing new things and has an enormous commitment to make their efforts work.

Most unique characteristics about BBC programs and services

Suggestions how the BBC might leverage their uniqueness to increase influence/
improve service offerings to their members

What trends do you see in the seniors ’  community that could assist the BBC moving 
forward or that they should take into consideration?

What changes or additions to their present offerings of services and programs would 
you like to see the Betel  Centre make?
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What we heard about our Strengths,  Weaknesses,  Opportunities and 
Threats (from Staff, Members, and Board of Directors) 

Strengths
• Place to make friends, be 
  educated and get entertainment
• Centre exceeded my expectations
  in what it offered
• Dignity and respect between
  clients and staff
• Free chiropody program
• Dedicated volunteers and lots of
  opportunities to volunteer
• Fitness programs
• Diversity in ethnicity, multilingual
• AODA accessible

Weaknesses
• Lack of finances limits capacity of 
  Centre; lack of space, staff, renovations
• More formalized metrics for 
  programs
• Outgrowing current technology and
  space
• Low profile in community in general
• Minimal capital available for renovations
• Security issues are becoming more
  prominent
• Accessibility issues for transportation
  for members living north of Steeles
  Avenue
• Competition among funders
• Nature of volunteerism is changing 

Opportunities
• More off-site program locations – get 
  into wider community
• Further develop social enterprise 
  initiatives
• Attract and plan for Boomers
• Become a leader in Jewish senior 
  service agencies
• More strategic collaborations
• Fund development
• Change content of programs to better
  meet needs of ‘younger seniors’

�reats
• Members going to the competition
• Funding instability
• Zoomers/Boomers expectation are
  higher for programming
• Physical surroundings are not as
  attractive as other places
• Uncertainty regarding lease of
  building
• Change in focus among funders
  (i.e. poverty)
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What Our Partner Agencies Had To Say

• Captures Jewish elements of life in a community setting
• Travel programs offer great opportunities at reasonable cost
• Helps relieve social isolation
• Centre is warm and welcoming
• Healthy at Home is unique and caters to seniors across the city
• Programs are accessible and offered in various locations
• BBC is always ready to partner
• Ability to solve problems and coordinate solutions
• Vibrant environment 
• Hub of Jewish community meeting place where people can engage
• Highly respected in the community

• Day trips to better address social isolation
• Increase number of Healthy at Home sites
• Continue partnerships
• Hub and spoke model to increase sites for programs
• Expand programming across the city (not necessarily through
  Betel), “No one has a calendar like Betel”
• Get outside the building: BBC is not just real estate but the ethos
  of the services and programs

Our consultant held telephones interviews with a number of our agency partners.  
�e following table summarizes the feedback we received.

BBC’s Unique 
Characteristics

• “Tsunami of seniors” has started
• Duality of older more frail seniors and younger seniors/older adults
• Requires programs suited to each cohort and diversity of staff
  training and development of responses
• More physically active programs
• Seniors are now active grandparents (multi-generational programs)
• Look to effective partnerships
• Funding levels may require specialization rather than generalists 

• Current building is old and tired
• Higher level technology programs
• Consider evening programs
• Better use of social media to communicate/advertise
• Rather than developing programs become a clearinghouse of 
  programs in the community
• Outward branding does not currently exude excitement

• Must do needs assessments to determine viability of each program
• What are Centre’s priority programs
• The go-to agency
• Try to be best in class offering programs and services at a cheap
  price point

Leveraging Betel’s 
Unique 
Characteristics

Trends in the 
Seniors’ Community 
Care Sector

Attracting 
Younger 
Seniors (55+)

Other Comments

Issue Comments Received
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Older Adults/Boomers/Zoomers Focus Groups

What is a ‘Zoomer’? Coined by Moses Znaimer a Zoomer is a “Boomer with zest”. 
Two focus groups were organized to listen to what the Zoomer group impressions 
were of the BBC and to seek their input as to what their expectations might be as 
members of the BBC. Although both groups were conducted in English, one group 
concentrated on the Russian-speaking community (seven participants). The 
English-speaking group had 10 participants. Below is a summary of what the 
consultant heard along with a follow-up clarification process.

There was a consensus that “everyone feels younger than they look”. What was 
important was not age but the individual’s physical and cognitive abilities. How ‘able’ 
one is, defines the category. Another important caveat raised was the need for social 
inclusion regardless of where a person was on the aging continuum.

Attending a seniors’ centre was not about the label but the content of the programs.  
Expectations were for high value programs with expert/gi�ed instructors. In 
discussion of what kinds of programs might be attractive to them, participants 
mentioned; laughter groups, dancing, walking, swimming, exercise with equipment, 
teaching and studying Tai Chi, part-time work, travel and many other programs.  
Timing of programs was also noted. As many may still be working, evening and 
weekend classes were desirable.

BBC is o�en seen as a place for ‘older seniors’ and Russian immigrants. Perceptions 
need to be changed and having ‘influencers’ is one way to achieve this along with 
social media and marketing. To help attract new members, some of the ideas 
provided were:

• Become more family focused – multi-generational;
• Pre-retirement focus for programs/speakers (e.g.; well-known chefs);
• Monthly open house with a high caliber speaker;
• Hold a bazaar and showcase some of the programs;
• Mentoring programs; and
• Trips and Travel program with pre-travel lectures and speakers.

Both Zoomer focus groups did not identify with the currently held perception of the 
BBC membership and both groups commented that the building was tired and 
needed refurbishing. The entrance with tables of card players was considered 
unattractive. The whole entrance needs to be made more active with a greater sense 
of energy.

While the notion of a ‘hub and spoke’ or ‘off-site’ locations was not fully explored, 
there were concerns raised about the current building and convenience of the 
location. 

Finally, the term senior is not well received! In fact, there was a caution raised to 
using the terms Boomer or Zoomer. Those in the ‘50ish’ range don’t see themselves 
as belonging to this cohort.
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Members ’  Survey

The final phase of the stakeholder analysis was an online survey of BBC members.  
The survey was conducted using Survey Monkey and 600 of the members with 
known e-mail addresses were invited to participate. About 80 respondents 
completed the anonymous survey. 

Of note, when asked if members would pay higher membership rates if the Centre 
were made more attractive and appealing 53% said no. Related to this answer, 45% 
stated that if there was a greater cost for ‘higher quality’ programs, they would 
attend.  

BBC’s greatest strengths:
        • Free chiropody
        • Free parking
        • Accessible, warm, and welcoming environment
        • A place to meet other seniors
        • Quality and range of programs
        • Excellent staff
        • Location
 
BBC’s greatest weaknesses:
        • Lack of evening classes
        • English and Russian members are serviced differently
        • Division between English and Russian members
        • Need more day trips
        • Image of very aged population
        • Centre is tired and outdated
        • Need more off-site programs
  
How could the BBC attract Boomers?
        • Free membership for year 1/discounts to attend events
        • More off-site programs/higher-end programs
        • Employ younger instructors
        • Include more 55+ photos in Monitor and elsewhere
        • More evening programs
        • Partner with Ryerson, etc.
        • More active programs such as hikes

Other comments/recommendations:
        • More art programs, hiking, painting
        • Better lunches/food improvements/cafeteria open more hours
        • Physical facility upgrades
        • More frequent chiropody appointments
        • Friday night dinners
        • More singles travel
        • More travel/programs around Toronto (theatre, opera, movies)
        • Advertise in CJN, Zoomers, and on Facebook
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OUR VISION, MISSION AND VALUES 

At the heart of every organization is its ‘raison d’etre’ which is expressed through its vision, 
mission and values. While this strategic plan has not changed our current vision, mission and 
values substantively, changes in wording have been made to better reflect our purpose.

The Centre for Creative Living began its life over 50 years ago. At its core has always been the 
underlying concept of “wellness”. For Betel this includes physical, mental and spiritual health.  
Our vision speaks to how this concept translates into enrichment of an individual’s life on an 
ongoing basis. Our mission speaks to the way we do this. Over time as our members needs 
change and evolve so do our mix of services and programs. Finally, our values speak to what 
drives us as an organization. While the values themselves may be consistent with other com-
munity organizations, what makes us different is our heritage which provides the lens through 
which we interpret who we are and what we do. The BBC grew out of the Jewish community in 
Toronto and it is still the defining feature of the “how” we fulfill our vision and mission. 

Our Vision: 
Enriching Quality of Life for All. For life!

Our Mission: 
Providing exemplary and multilingual educational, cultural and wellness 
programs in a safe and supportive environment to encourage healthy, 
active and creative living for individuals 55+.

Our Values: 
The Bernard Betel Centre for Creative Living was created by the 
National Council of Jewish Women to serve the needs of seniors in a 
way that honoured its Jewish heritage, beliefs, culture and principles.  
Our values continue to be guided by these principles.

Community, Compassion, Creativity, Dignity and Respect
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STRATEGIC DIRECTIONS: 2017 –  2022  

Strategic Direction Tactics

Work with our partners and 
funders to reduce the impact of 
poverty among Jewish seniors in 
the GTA.

• Align our efforts with UJA, City 
of Toronto and United Way in 
their focus on poverty reduction.

Ensure that our programs and 
services are aligned with the needs 
of current and future members

Increase awareness of the 
Bernard Betel Centre in Toronto 
and York Region to cultivate 
engagement with and fundraising 
potential among donors and 
funders.  

Continue to implement a hub 
and spoke model of service 
delivery that better serves our 
members and communities 

Align current and future 
services and programs with our 
skills and capacity 

Support the success of our 
sta�, volunteers, and Board 
Members 

• Focus efforts on needs of 
  vulnerable seniors and survivors.
• Increase evaluation of programs
  in meeting underlying needs of 
  our members.

• Strengthen marketing and 
  communication efforts to educate
  the broader community as well as
  our members, volunteers, and
  staff about our programs, services
  and outreach initiatives.
• Increase awareness of making
  BBC a charity of choice.

• Our staff and volunteers are the
  life-blood of the BBC.  Optimizing
  their chance for success requires
  that resources be available to
  support new learnings and skills.

• Ensure staff and volunteers’ skills
  are well matched to the programs
  and services we provide.

• Partner with a variety of other 
Jewish and community organizations 
off-site outside Betel.

1

2

3

4

5

6
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The Impact of the Strategic Directions 

Our strategic directions move the organization forward to meet the challenges documented in this 
plan. The directions, first and foremost, address our vision of enriching the lives of our community 
by recognizing that Betel has many partners – funders and providers – that share and contribute 
to our success.  

Strategic Direction 1 highlights that the most vulnerable are those who are living in poverty. 
Poverty is multifaceted and complex.  BBC best addresses such complexities through partnerships.
The strength of partnerships extends beyond the challenges of those in poverty. Discussion of the 
different expectations of current members and “Boomers” will require us to work and think 
differently. This can only be accomplished by working with others and by targeted programs 
running parallel with each other.

Strategic Direction 2 highlights that success also depends on ensuring our organization is known 
and respected by current and future users of our services. Our stakeholder engagement showed 
that this is not the case at present. Strategic Direction 3 addresses this situation. It also addresses 
the reality that new and additional funding sources are critical for continuation of the BBC.

Our research and our discussion with the 55 to 65 year old cohort identified two issues that are 
addressed by Strategic Direction 4. The Jewish community is continuing its shift to the north, while 
some retirees and ‘empty nesters’ are moving back into mid and downtown Toronto. We also 
heard that our building on Steeles is not attractive or welcoming to younger seniors. By partnering 
and using a hub and spoke model we can better serve current and future members.

Finally, our Strategic Directions 5 and 6, speak to a number of issues. Quality is the essence of 
success. Donors demand quality if they are to invest in an organization. Our members and 
especially our younger community demand quality as well. The program and service options 
available to younger, mobile seniors are considerable. By having expert staff and volunteers and 
providing them with the support and programs they require, BBC can be ‘centre of choice’.
Our strategic directions are connected and interdependent. Only through coordinating our efforts 
across the six directions can success be achieved.

From the research for this Strategic Plan, the Bernard Betel Centre has learned a great deal 
about the current and emerging challenges that all community services and seniors’ organizations 
will face over the next number of years. As well, the potential impact of these challenges and 
opportunities for the Bernard Betel Centre for Creative Living have also been raised and 
discussed through our stakeholder engagement. Our six Strategic Directions for the years 
2017-2012 will provide the foundation for action. This plan is a beginning. The operationalization 
of our actions will determine our success. With the development of outcome measures and 
metrics this success will be closely monitored and measured.

The BBC will conduct an annual review of progress made and adjustments required. We thank all 
those who contributed to the development of this plan and we look forward to working with all 
our partners – current and those yet to emerge – to make the next five years a positive and 
productive one for our community.

Conclusion
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Summary of Environmental Scan –  SWOT Analysis 

Warm atmosphere/ “home 
away from home”

Summary of Strengths

Jewish traditions observed Trips and Travel

BBC Members BBC Sta� BBC Board of Directors
Lack of finances limits capacity 
(staff/space/renovations )

Low profile in media/inaccurate 
external image

Not as innovative as we could be

More formalized metrics for 
programs

Outgrowing the physical 
centre/technology

Building is ‘tired looking’, 
renovations needed

Board needs to be more 
proactive in fundraising, 
marketing, metrics

Summary of Weaknesses

Some programs are 
not affordable

Target more programs 
to young seniors (55+)

Need to reduce time 
between class sessions

Need more space on trips

BBC Members BBC Sta� BBC Board of Directors

Lack of space, funding

Need more diverse funding
sources

No endowments/stable 
funding

Low profile/not enough 
marketing

Risk aversion

APPENDIX 1

Volume/cost/variety 
of programs

Provides lots of 
opportunities to become 
a volunteer

Health Fair twice per year

Trips

Hub and spoke model of 
services and programs

Russian Jewish programs 
and Hebrew programs

Warmth and good 
interpersonal communications 
throughout centre

Dignity and respect between 
members, volunteers and staff

Committed, multi-lingual 
staff/diverse in background 
and age

Supportive and flexible 
management

Lots of programs/some free

Breadth and depth 
of programs

Camaraderie/warm and 
friendly place to meet

Rich cultural foundation of 
Jewish heritage, programs 
and services

Volunteers

Chiropody

Dedicated experienced 
staff

Outreach programs: 
Meals on Wheels, Healthy 
at Home
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Security concerns

More memberships needed 
from young seniors

Insufficient space

Need more funding

Attract new members

Summary of Threats

Building lease expires 2022

Funding instability

Security within building

Concern about elder abuse

BBC Members BBC Sta� BBC Board of Directors
Better, more diverse marketing
 

More collaboration with other 
agencies; e.g. Alzheimer’s 
Society

More offsite programs

Niche marketing to specific 
demographics

Further develop ‘social 
enterprise’

Change content of programs to 
better meet client needs and 
younger members

Promote ‘Unique services’

Find untapped donors

More evening and Sunday 
programs/new and innovative 
programs

Summary of Opportunities

Better, more diverse 
marketing

BBC Members BBC Sta� BBC Board of Directors

Increasing senior 
demographics

Fund development – more 
fund raising

Build on our unique 
multi-service agency

Build on our reputation as 
trusted partner

Increase social enterprise 
(e.g.; catering)

Leverage Trips and Travel 
Program to raise revenue

Facilities rental

Becoming the leader in 
Jewish senior service 
agencies

Demographics; need to attract 
‘young seniors’

Security issues due to 
openness of building to public

Perceptions of lack of 
openness to new members

Competition from other 
agencies

Competition for funding/ 
change in funder priorities

Economic downturn/frozen 
funding limits
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Agency Stakeholders Consulted
 

APPENDIX 2

• Circle of Care

• Jewish Russian Community Centre

• Vaughan Community Health Centre

• Kehilla Residential Programme

• Jewish Family and Child Service

• JIAS Toronto

• Prosserman Jewish Community Centre

• Schwartz-Reisman Centre

• North York Seniors Centre
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