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1. Introduction 

The common thread connecting diverse community actors in the food services industry is 

entrepreneurial spirit – the motivation to meet local needs through sustainable, culturally-

appropriate food provided by community cooks. However, the entrepreneurial potential of 

Toronto’s food system is unmet, as community organizers struggle to find space in the city’s well-

established, competitive business landscape. In the context of the COVID-19 pandemic, when 

chain and large restaurants are outliving local caterers and food providers, developing strategies 

to restore and enliven entrepreneurship is vital to fulfill the varying food needs of Toronto’s diverse 

population. While entrepreneurship as a response to food insecurity is garnering greater attention 

and support, there is inertia in creating the physical spaces and circumstances to host it. Market 

707, a unique example of physical space for entrepreneurship, is an outdoor market using a 

shipping container business model entitled “Business out of the Box (BoB)” which has expanded 

to other ventures in Toronto including Thorncliffe Park Women’s Committee Café.  

This paper explores the social conditions in the years preceding 2011 when Market 707 

was created as well as the relationships built between Scadding Court Community Centre (SCCC) 

and community and professional stakeholders to analyze the factors contributing to Market 707’s 

success. Ultimately, this research culminates into a clearer understanding of how cross-sectoral 

collaborations can help food entrepreneurship thrive in underserved communities. 

2. Background Information 

Market 707 is a street food and retail market created by Scadding Court Community Centre 

in Downtown Toronto. From its creation in 2012, the market has expanded beyond food vendors 

to non-food start-ups, and it has hosted vendors supported in partnerships with institutions such as 
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X University (previously known as Ryerson University) and Immigration Canada. It uses the 

Business out of the Box model which transforms shipping containers into affordable and quick 

vending stalls that can be located in any underutilized location to create vibrant and productive 

spaces. Market 707 is placed next to the SCCC, near water and waste facilities as well as Scadding 

Court’s commercial kitchen. During the COVID-19 pandemic, 19 vendors opted to operate 

throughout 2020 as public health recommendations dictated and the state of emergency enacted 

on a provincial level allowed, and events are being hosted as public health measures allow1. 

Food systems are culturally, temporally, and geographically specific, making it difficult to 

develop academic theory. Furthermore, literature regarding entrepreneurship has tended to 

spotlight the Silicon Valley perception of entrepreneurship, focusing on the impacts of innovation 

and market competition. Therefore, this research uses Market 707 as a case study to identify the 

contributions of multi-sectoral actors that may be transferrable to future instances of 

entrepreneurship incubators or food markets. Many case studies have paid attention to individual 

entrepreneurs whose stories are vastly different and demonstrate the complex factors dictating 

successful small business emergence, but few amalgamate those experiences with archival data to 

discern the influence of internal organization and external institutions that are responsible for the 

construction of retail environments. This paper investigates the combination of resources and 

supports that can be provided by different actors to achieve efficiency and thoroughness. The 

intention is not to inform a long-term city-planning scheme, but to develop guidelines for multi-

sectoral collaboration that will be non-specific to location and ethnic background.   

 

 
1 Yuan, Serena, and Jake Rutland. Personal, March 25, 2022.  
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3. Conditions at the time of creation 

In the years surrounding the creation of Market 707, there was growing attention regarding 

inadequate food provisioning, healthy and local food options, and international food shortages. 

The social conditions likely lent public motivation and interest in innovative solutions for 

affordable and accessible local food options. 

3.1 Government Programs Targeting Food Provisioning 

In 2008, Toronto City Council implemented three pilot projects, including Toronto A La Cart, 

addressing a lack of diversity and high barriers in street vending due to strongly restrictions 

implemented by major municipalities in response to food safety concerns in years prior2. The pilots 

drew from many examples of large urban centres with successful and attractive street food scenes 

such as Portland and Vancouver, rightly believing that Toronto had much to offer as well3. These 

projects attempted to “[attach] social development goals to an entrepreneurial model” but 

ultimately failed due to major miscalculations in execution that strayed from the original 

framework4. This shows that there was political will to make long-standing changes in the food 

system, particularly in methods such as street vending that simultaneously addressed needs for 

employment and culturally appropriate foods. There are limited public news articles surrounding 

A La Cart, suggesting that it was not widely advertised or recognized as a step forward for food 

access. In a report reviewing the Toronto A La Cart, Cameron Hawkins & Associates Inc. 

concluded that street food entrepreneurship “cannot be institutionalized” in the strict, one-size-

 
2 Cameron Hawkins & Associates., City of Toronto: Review of Toronto a La Cart Pilot Project (Toronto: Cameron 

Hawkins & Associates, 2011). 
3 Ibid. 
4 Ibid.  
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fits-all manner that the project originally prescribed5. By the end of these projects, it is clear that 

the City has some recognition that highly supervised, rigid programs are not a valid avenue for 

food industry development. It is reasonable to extrapolate that there was positive sentiment toward 

non-governmental actors to expand the food industry, which may have supported or at least curbed 

resistance to ambitious projects such as Market 707. 

3.2 Newspaper Articles 

From 2009-2011, historical archives of the Toronto Star newspaper have mentions of food in 

relation to several issues. Firstly, there were many advertisements alongside the news stories that 

promoted nutrition and health-related products such as supplements, indicating a new and active 

interest in healthy eating among readers6. Secondly, there is significant reporting on the local food 

movement which was rising during this period when Market 707 was being created. Many articles 

provide advice on how to seek local food, detail the activities of “locavores,” and the importance 

of promoting local Ontario farmers7. Similarly, there was an interest in healthy eating and smaller 

column pieces that specifically raised awareness for high sodium and sugar content in fast and 

junk foods8. Thirdly, Torontonians were experiencing the effects of international food shortages 

combined with a growing world population and severe weather conditions in Russia, Pakistan, and 

Australia that noticeably reduced wheat imports. The public was also witnessing revolution in 

countries such as Egypt and Tunisia that were in part sparked by unaffordable food prices9. This 

 
5 Ibid. 
6 Appendix A. 
7 Appendix B. 
8 Appendix C. 
9 Appendix D. 
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information in the media suggests that there was growing concern around sustainable food access 

and affordable, nutritious meals10. 

These three issues being explored in the news is an indication that the public was gaining 

interest in the food system and had more information than in the past regarding where their food 

comes from, how it is produced, and what they should be concerned with. While there are no 

concrete linkages between growing awareness and the public and political support displayed in the 

creation of Market 707, it is plausible that the general public concern surrounding food created a 

fertile ground for Scadding Court to propose a new and innovative market model. 

Past Toronto Star articles present evidence that there was increasing reliance on food banks 

that was also a concern in the political sphere, with the Liberal Party promising funding towards 

food programs that addressed the need for local produce11. This means that not only was their 

general interest in exploring new food options, but that people were personally and intimately 

affected by shortcomings in the food system. This supports the previous postulation that public 

support was enhanced by current events and the material conditions at the time. 

3.3 Scadding Court Food Programs 

Scadding Court Community Centre (SCCC) is a long-standing pillar in Alexandra Park that 

offered a range of activities designed to meet the needs of the local community including many 

food programs, suggesting that there was local interest in food development infrastructure before 

the creation of Market 707. The SCCC had been running an Urban Agriculture Program since 

1997, along with other food-related projects such as the Diversity Garden, Greenhouse Café, and 

 
10 Appendix E. 
11 Appendix E. 
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Community Kitchen Program12. After Market 707 was initially launched in 2010, the SCCC 

continued to add new initiatives such as A Kitchen Away From Home and Noninna’s Table, 

indicating that the support for food development in the community was deep-seated and 

persistent13. 

Importantly, the volume and success of food programs at the SCCC meant that there was well-

established food infrastructure and experienced staff who had knowledge on the community’s food 

needs, the local food demographic, and the complicated puzzle that is food distribution. Besides 

skills and knowledge, the SCCC had existing community connections such as mailing lists, 

newspapers, and other communication platforms that may have been useful for launching Market 

707. This is noticeable when comparing Market 707 to other entrepreneurial spaces such as the 

Scarborough Farmers’ Market presented by Red Onion Events, which required completely new 

marketing plans, Instagram and social media pages, and other materials14 . The difference in 

existing infrastructure likely manifested in time delays between creation and launch of the markets. 

However, it is important to note that other Scadding Court Community Centre food programs are 

not directly related to the success of Market 707. As Jake Rutland, the current market manager, 

describes, Market 707 is curated with respect to the community demographic and its needs without 

intentionally privileging businesses that participated in other initiatives such as the Newcomer 

Entrepreneurship Hub or the Women’s Entrepreneurship Hub. This means that prior 

entrepreneurship programs were not direct determinants of the market’s success15. 

 
12 “2011 Annual Report,” Scadding Court Community Centre, accessed April 10, 2022, 

https://scaddingcourt.org/wp-content/uploads/2018/04/ar2011_web2a.pdf. 
13 “2012 Annual Report,” Scadding Court Community Centre, accessed April 10, 2022, 

https://scaddingcourt.org/wp-content/uploads/2018/04/annualreport_2012_web.pdf. 
14 YouTube (Jackman Humanities Institute, March 9, 2022), https://www.youtube.com/watch?v=FRpg0W1oJ_w. 
15 Yuan, Serena, and Jake Rutland. Personal, March 25, 2022.  
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4. Building Relationships 

4.1 Community Engagement 

A large part of Market 707’s commercial success can be attributed to the extensive community 

engagement that the SCCC has continually invested in since the market’s creation. Beginning in 

2011, Friday Night Markets were hosted weekly with extended hours, family-oriented activities, 

artist performances, and other attractions to strengthen presence and engagement16. A partnership 

with the University Hospital Network helped the market reach more people and gain attention from 

the broader Toronto Public in addition to the regular patrons of the SCCC17. Market 707 has 

continued to host free community events, both to stimulate interest in the market and to fulfill its 

mandate to meet local need for engaging public spaces and business activity. Past events have been 

in partnership with groups such as Projexity, Schizophrenia Society of Ontario, Foodies on Foot, 

and Johnnyland18. 

Interestingly, as opposed to being centred solely on food, Market 707 engages with a variety 

of causes that may be distantly or completely unrelated to the issue of food entrepreneurship. This 

leads to two conclusions. Firstly, this suggests that the primary objective of short-term community 

engagement initiatives should be to garner attention and reach a wider audience. Secondly, this 

indicates that food spaces should, to a certain extent, be an amalgamation of community interests. 

 
16 “2011 Annual Report,” Scadding Court Community Centre, accessed April 10, 2022, 

https://scaddingcourt.org/wp-content/uploads/2018/04/ar2011_web2a.pdf. 
17 Ibid. 
18 “2013 Annual Report,” Scadding Court Community Centre, accessed April 10, 2022, 

https://scaddingcourt.org/wp-content/uploads/2018/04/annualreport_2013_web2.pdf. 
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This would be true of permanent infrastructure such as vending stalls rather than food trucks or 

seasonal farmer’s markets given the larger temporal and geographic presence of constant physical 

food spaces. 

The case of Market 707 also demonstrates how community engagement can be used to do work. 

In 2013, a new public patio prototype named Patio 707 was designed via a public competition and 

assembled by a team of volunteers who were largely community members19. The prototype was 

crowdfunded, receiving $6,500, and constructed using reclaimed shipping pallets from a recycling 

facility in Brampton, Ontario20. The SCCC takes an overall holistic approach to community 

engagement by involving community stakeholders in the use as well as the creation of the market, 

ensuring commercial success and public utility. 

4.2 Professional Partnerships 

Scadding Court involved a range of professionals and employed industry expertise to ensure 

insightful, foresighted design and operation of Market 707. Notably, this occurred in the 

refinement and dissemination of the Business out of the Box model created by Scadding Court and 

employed in Market 707. In January 2013, the SCCC partnered with The Working Habitat to host 

a design Charrette to envision the potential for shipping containers in underutilized spaces and 

underserved communities in Toronto. The over 35 participants included architects, urban planners, 

community members, and members of the City of Toronto’s Parks, Forestry and Recreation 

Department, engaging a diverse range of experts that added a variety of perspectives to the 

Business out of the Box model. Subsequently, the final BoB Toolkit published by Scadding Court 

 
19 Bernstein, Marisa. “Orange Is the New Patio.” Projexity, September 30, 2013. 

https://web.archive.org/web/20150908023434/https://blog.projexity.com/orange-is-the-new-patio/.  
20 Ibid. 
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Community Centre was designed in partnership with X University and Levitt Goodman 

Architects 21 . The SCCC credits many other partners such as Pro Bono law services from 

McMillian LLP and KPMG as well22.  

The majority of these professional partnerships were forged to accomplish one goal that would 

support Market 707 in a distinct manner. While these collaborations took place over a long period 

of time in some cases, they were not long-term partnerships in that the parties did not share 

responsibilities or interests in the market. These collaborations often did not repeatedly undertake 

large-scale tasks. In addition, work conducted together by the SCCC and City Council and other 

government departments were procedural necessities when adhering to regulations and City 

policies. The pre-determined mandates for these partnerships may have made the work more 

efficient given the clear objective and timelines. Furthermore, the partners did not act on tasks that 

fell outside their expertise – instead of making up for missing human resources in terms of labour, 

they offered specific skills and knowledge. 

4.3 Methods for Successful Partnerships 

The research done in this paper looks broadly at the collaborations that lead to Market 707’s 

success, but there is little data on the specific details and methodology of partnerships. This means 

that there is no clear picture on how these partnerships were carried out, how often meetings were 

held, how responsibilities were shared, and other such elements. While this is missing information, 

it is not a weakness in the research. This is because specific partnerships cannot be closely 

replicated in future instances of food entrepreneurship because they are rooted in context. As seen 

 
21 “A Guide to: Business out of the Box,” Scadding Court Community Centre, accessed April 10, 2022, 

https://scaddingcourt.org/wp-content/uploads/2018/11/bob_toolkit.pdf. 
22 Ibid. 
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with the SCCC, there were particular conditions that lead to the formation, maintenance, and 

effectiveness of collaborations – for example, with regards to working with the City Council, the 

SCCC was already involved and represented in the Association of Community Centres. This 

means that while certain best practices may be discerned, the utility and applicability of them 

would be highly dependent on the project and actors who are carrying it out. Furthermore, if details 

were accessible on conducting these partnerships, it would be speculative and unreliable to attach 

a qualitative assessment of strengths and weaknesses to them. This is because it is difficult to link 

the broad outcomes of the market such as steady growth and community embeddedness to specific 

aspects of the collaborations. Overall, the lack of information regarding the process of 

collaboration means that it is difficult to extract lessons that may be used for other similar projects 

but does not diminish the value of this research. 

5. Conclusions 

5.1 Conceptualizing Cross-Sectoral Support 

Based on the case of Market 707, cross-sectoral support contributes to success in a limited 

capacity. As Rutland reflects, community drive is the most important factor in the long-term 

stability and growth of the market23. A large volume of continuous support is vital to outweigh the 

pushback that might exist against ambitious and unprecedented projects such as Market 70724. In 

comparison, discrete partnerships are valuable to accomplish tasks and overcome resource or 

expertise barriers, especially during initial development stages. It is important to note that the value 

and method of collaboration depends heavily on the goal of the space. Because Market 707 is 

heavily rooted in representation, diversity, and local community needs, the heavy involvement of 

 
23 Yuan, Serena, and Jake Rutland. Personal, March 25, 2022.  
24 Ibid. 
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community members facilitated information-gathering and guided decision-making. However, for 

example, if the space incorporates an educational aspect as a core tenant of operations, then it 

would be more logical to partner with educational institutions than in the case of Market 707. The 

takeaway from this research is that an amalgamation of social conditions, existing infrastructure, 

and partnerships led to the success of Market 707, but this is dependent on the goal of the space. 

It is prudent to frequently re-evaluate and defer to one’s goals when executing the work, especially 

as market spaces are continually growing and evolving based on public feedback and commercial 

performance. 

5.2 Further Research 

 This research contributes an understanding of the specific circumstances that influenced 

the success of Market 707, a unique example of food entrepreneurship in Toronto. Further research 

may focus on particular aspects such as the involvement of immigrant cooks who are numerous 

and strongly represented at Market 707 or the dissemination of knowledge from the SCCC to other 

implementations of the Business out of the Box model. A clearer understanding of how distinct 

organizations communicate and support each others’ operations may reveal a weakness that may 

be remedied via research into communication platforms, designing official boards, or other such 

possibilities. Furthermore, Market 707 is a commercial space that supports entrepreneurs by 

offering opportunities and lower costs – ultimately, other supports such as ideation and training 

hubs or financial management programs are also necessary to ensure entrepreneurial success. 

Research into these solutions, as well as how to facilitate connections between them, may be 

valuable in crystallizing the role of various organizations and enabling public access. 
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