
Page  , BOOST Academy                                                        Copyright 2014, theSedge.org1

Module 4

COMMUNICATION 
Rallying Interest for Your Cause
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Introduction to Module 4: 
COMMUNICATION 

In this fifth module of BOOST Academy we will be learning about the art of 

marketing and pitching your social enterprise. Essentially, the terms 'marketing' and 

'pitching' can be boiled down to one core meaning, which is practicing smart and 

effective communication with all of your stakeholders. Essentially, the goal in all 

communication efforts is to send a message to the listener that is received with all 

meanings as intended by the sender. 

Marketing is not just communicating with your potential customers to encourage 

them to purchase; it's also communicating with existing customers, funders, 

employees, and beneficiaries. Marketing is how you position your brand in the 

marketplace; it helps you showcase your unique organizational perspective and 

offering to those around you. 

In the same way, pitching means much more than just "pitching" to potential 

investors (as it might be typically interpreted in the traditional for-profit world). 

Pitching is the art of communicating how you deliver value in an exciting and 

concise way that entices action. Remember the other tool we used to 

communicate how we deliver value? It was the business model canvas!  The 

business model canvas adapted for social enterprise is the tactical tool we use to 

outline how a social enterprise delivers and captures value. Pitching uses 

techniques like storytelling to share this same message in a way that inspires the 

listener to take the action you desire them to take. Of course, the way you present 

the story and the action that you request of your listener will likely result in a 

different "pitch" for each type of audience. 

By the end of this week's material, you will have: 

Outlined Your Unique Selling Proposition 

Outlined Your Product/Service Marketing Mix 

Defined Your “Why” 

And Created a Message Map  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Foundations of Marketing 
One of the core concepts in marketing is the ‘4 P’s of Marketing’. This is a simple 

framework that helps you start to articulate how to best market each product or 

service you offer. In other words, how to communicate the value your provide to 

the audiences that need to hear it. The combination of the 4 P’s of Marketing 

makes up what is called the Marketing Mix. Outlining your marketing mix is the first 

step in developing communications and messaging that resonates with your 

audience. By understanding your Marketing Mix, you will be better able to build a 

congruent brand that people relate to and interact with. 

As with the Social Business Model Canvas, you can think of the Marketing Mix for 

both the commercial and the social impact layers of your social enterprise. Similar 

to the Social Business Model Canvas, looking at both the commercial and the 

social impact scenarios allows you to see where they reinforce each other, or 

where there may be conflicts in your marketing messaging. 

The 4 P’s of Marketing are: Product, Price, Place (Distribution), and Promotion. Each 

are covered in more detail below. Each ‘P’ will be discussed using the example of 

Spud.ca, a social business that provides customers with fresh, organic, sustainable 

produce.  
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Product 

Product, or service marketing, encompasses everything to do with the product or 

service itself. For a product, this will include the look and feel of the packaging, 

which in-turn is dependent on who you are targeting. Is it marketed as a high-

priced prestigious product, exclusive to a small group? Or, is it an inexpensive 

product marketed to thrift-savvy consumers? For services, we can again look at 

who we want as our consumer, and market as best we can to them. Do we offer a 

high level of service like in a 5-star restaurant, which requires a high price to make 

profitable? Or, do we market a less-involved service at a lower price to capture a 

larger audience, like a fast food restaurant? 

With Spud, their product quality is really important to the customers. Mainly, 

customers want assurance that all of the products Spud sources and sells are 

sustainably grown, ideally organic and sourced from local farmers. Since these 

factors are very important to Spud’s customers, in their marketing efforts they are 

forthcoming and transparent with detailed information about each of the 

products, including where they came from and how they were grown.

Price 

Price marketing encompasses anything and everything to do with the price of a 

product or service. This includes the decision of where to price your product or 

service in comparison to similar options provided by competitors.  

As you have likely noticed in your life, customers do not necessarily chose the 

cheapest option. In fact, there are many examples where pricing above the 

average market rate can lead to your customers perceiving your product is higher 

quality (which may be the case if you are pricing higher than the market, but is not 

always the case!). You can also choose whether or not you want charge different 

prices to different groups of people. Price is a very important consideration, and 

goes hand-in-hand with product marketing. 

Spud prices their products above grocery store prices, but this premium is 

counteracted by added value because consumers receive organic, sustainably 

produced food delivered right to their door. 
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Place (Distribution) 

Place, or location as it is often referred to, can be a very important consideration, 

depending on your product or service, and who you are targeting. You’ve 

probably heard phrases like “location, location, location” or “location is 

everything”. For a traditional business, this is certainly true. Location is easy to 

understand. It is the physical location of a shop. You can quickly understand that a 

store in a high-traffic location will do better than one in the middle of nowhere. 

For an online-based company, a high page ranking on Google could be the 

virtual equivalent to having a great location. Location is a huge consideration 

when marketing products or services to consumers. When marketing to other 

businesses, it could be less important. 

The less obvious consideration within this ‘P’ is Distribution, which can be another 

version of location, especially when selling a physical product without a physical 

storefront location.  

Here, consider how the marketing impacts distribution and vice versa. For 

example, with Spud, they realize that their ideal customers are very busy urban 

folks whose time is considered precious. Spud understands that the task of heading 

to the local farmer’s market (which may not be that close to their neighbourhood) 

within operating hours is a barrier to purchasing sustainable food. So, part of Spud’s 

Unique Selling Proposition is delivering groceries to customers’ doors. Not only is this 

a great value-add for customers, but Spud showcases this perk for buyers in all of 

their marketing messages.  

"
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Promotion 

Finally, we have Promotional marketing. This one is often the most talked-about of 

the 4 P’s. When many people think of the word marketing, they usually think of 

sales and promotion. TV and radio commercials, online advertising, billboards, 

newspaper ads, and social media are some of the more common ways to 

promote a business in consumer marketing.  

In business to business marketing, advertising is usually restricted more to trade 

magazines and websites, or other areas where specific business clientele frequent. 

For businesses to sell their product or service to other businesses, Promotion is 

generally far more effective a using professional sales effort, such as cold-calling, 

attending networking events, and participating at trade shows. 

Spud’s promotion efforts include coupons and half off deals for new customers. 

They realize that if they can get one delivery to a customer, that customer will be 

more likely to keep purchasing. Spud partners with local events to give away great 

promotions. For example, one event they have partnered with in Calgary is a local 

annual marathon where the attendees are health conscious. They are also 

involved with various organizations in the local community which helps spread the 

word to like-minded people about their products. 
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Unique Selling Proposition 

Now that we covered the 4 P’s of the Marketing Mix, it is useful to begin by 

outlining your social enterprise’s specific Unique Selling Proposition (USP). A unique 

selling proposition is a statement that not only describes your product or service, 

but more than that it describes the unique value you deliver that is sought by your 

ideal customers.  

The Unique Selling Proposition takes your Value Proposition (from the business 

model canvas) one step further to describe not only what is received by the 

customer, but what makes your offering really unique and appealing to them. It 

starts to articulate how you stand out from your competition. And remember, this 

could be more than just features of your product, it could be a feeling, an 

intangible or tangible result, or a change in the customer’s life that they are 

seeking. 

The Unique Selling Proposition should really highlight what makes your product or 

service unique. It answers the “what’s in it for me?” question that customers (or 

stakeholders or partners) ask themselves every time they make a buying decision 

(or a partnership decision). It describes exactly what is attractive about your 

offering to your ideal customer.

You can think of the USP as the short ‘hook’ that will immediately pique the interest 

of your listener and leave them asking for more. Your ideal customer should hear it 

and be thinking to themselves, “wow, this person really understands my point of 

view and my needs”. 

Remember everything we learned in the last module about lean methodology 

and getting out to interact with your ideal customer? The Unique Selling Proposition 
that you create can be tested out on a few of your favourite customers. Test a few 

variations of your short USP and pay attention to what resonates or ‘speaks’ to your 

listener. 

With your USP nailed down, all marketing messages, communication material, and 

imagery can be created to best connect with the audience and showcase why 

they should chose your product or service over others.  
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Exercise 1: Your USP 

Sample Format to Articulate Your USP:

[Social Enterprise Name] is the only [provider in this product category or industry] 

that [delivers these unique results] by [providing this specific service] for [this ideal 

customer].
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Exercise 2: Your 
Marketing Mix 

Social Impact Activities Commercial Activities

Product 

Price

Place 

(Distribution) 

Promotion
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Exercise 2:

Your Marketing 

Mix

Instructions: 
In the chart below, jot down your notes 

for each of the 4 P’s of Marketing as they 

relate to both Social Impact Activities 

and Commercial Activities. (Note: If you 

have more than one product or service 

you would want to do this for each.)



Online Marketing 
In today’s world, online marketing is increasingly important to take into account in 

your marketing strategy. With things like Google Ads or Facebook Ads, online 

marketing can also be a very affordable alternative to paid traditional print or TV 

advertising. That said, even better is that an organization can have an incredibly 

successful online marketing campaign entirely for free.  

Two main tools that every social mission project should get to know for their 

marketing efforts are Social Media and Content Marketing. 

 
Social Media 

With our ever interconnected world, Social Media can be an excellent tool in 

reaching out to like-minded social innovators. These connections sparked in Social 

Media can vastly grow support for your cause and may even result in meeting 

potential collaborators. The most common platforms for social media are Twitter, 

Facebook, LinkedIn and more recently Google+ is gaining traction.  

While Facebook does have its place, it can be restrictive in that the network is 

somewhat closed compared especially to Twitter.  One of the best ways to expand 

your network with like-minded audiences and followers is using Twitter and Google

+.  With these platforms you can connect with people based on interests and 

groups without necessarily having a prior connection via existing connections 

(which is the case for Facebook and LinkedIn). There are tons of resources on how 

to use social media in your marketing, so in this course we will just outline the 

basics. 

Twitter 
As mentioned Twitter is great because you can instantly connect 

with people from all over the world who are interested in the same 

topics that your organization works in. The fastest way to do this is 

using their hashtag system. You can easily search for keywords and 
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common terms that have to do with your social enterprise project using the search 

box on the top of the Twitter page. Right away you will get the list of all of the 

tweets that contain this hashtag (search term). From there you may notice certain 

people seem to be very active in your topic area. These are the great people to 

follow and interact with personally on Twitter. Once you have identified various 

champions in your space on Twitter you can appeal to them directly to support 

spreading your message.  

For example, you may find someone who is very active on Twitter who has built a 

reputation for providing excellent content on the same social cause that you work 

in. In this case, they have probably built up a strong and loyal following of like-

minded people. If you can appeal to this person on Twitter to retweet your 

messages to their followers, the reach of your message is instantly spread in front of 

potentially thousands of readers already interested and ready to hear about your 

cause and your work. 

Google+ 
Google+ has grown to be the second largest social media 

platform after Facebook. Given so many online users are 

already connected to Google products (like Gmail) it has 

made the transition into using Google+ very smooth.  

One of the best features of Google+ is that groups that can be formed and joined 

to engage in ongoing discussions and meet like-minded people. You can search 

for groups based on any variety of keywords and guaranteed you’ll find some 

groups that interest you. In many, you’ll find engaging and thought-provoking 

discussions; you never know where you might meet your next collaborator, partner, 

or champion for your cause! 

Another great feature of Google+ is their Hangouts tool. It is a video conferencing 

tool similar to Skype but allows up to 10 people in a video conference at a time. 

On top of that, Hangouts can be broadcast live so listeners can tune in from 

around the world to watch the Hangout. These Hangouts can be Private or Public 

and also recorded for later viewing. 
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LinkedIn 
While LinkedIn is somewhat of a closed network, it does offer 

some great opportunities for social innovators. One is the 

professional focus of the platform which automatically sets the 

tone for the type of interactions to be had.  

The second opportunity is the high level of engagement on the platform, 

specifically in group discussions. Again as with Google+, you can search for groups 

on relevant topics and join into the discussions. This is a great place to gather 

feedback and perspectives from your potential partners or customers. Part of your 

Lean Methodology market testing could be gathering feedback from your ideal 

customer by simply asking a provoking question in a LinkedIn group. 

The other great thing about LinkedIn is that you can actually set up searches for 

people based on their job title and other related information. This means that you 

could use LinkedIn as a lead generator tool to start building a list of people who 

might be interested in your product or service based on their job or role. 

Additional Resources 

If you would like to learn in more detail how you can leverage social media for 

your cause, one great online resource is Non Profit Tech for Good. 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Content Marketing 

Content marketing is the practice of using great online content to drive visitors to 

your website. Another benefit of content marketing is that it can help position an 

organization or person as an expert on a certain topic or subject area in the eyes 

of the readers.  

The most common form of content marketing is simply having a blog (short for the 

term Web Log). Essentially a blog is an online collection of writing in the form of 

daily or weekly posts. What is written in a blog post can then be shared in many 

different ways to spread the information to a variety of readers. In social media, 

you can share other blogs and articles that your readers will find useful and 

relevant. This curated content of other people’s work can supplement the original 

content that you write.  

For example, let's say you wrote a blog post about a recent event you hosted in 

your community. Writing an engaging blog (which could include stories, pictures, 

testimonials, etc) and sharing it through your Social Media channels can 

accomplish two things. First, it gives your social media followers something to read. 

In fact, they probably like the fact that they're reading something written by you. 

Second, it helps to build original content on your website. This means that people 

searching on Google for the topics that you're writing about are more likely to be 

directed to your website and learn about exactly what you are doing. This is a 

great way to grow your following of champions and supporters of your project.  

Some examples of content you could produce are: interviews; top 10 lists; and 

reviews of products, events, or services. You can also use “guest blogs” where your 

content is posted on a different blog (which will have different regular readers, 

some of which may jump over to follow you). Or, you could post a guest blog 

where somebody else writes an article that is posted on your own blog. This is a 

great way to “cross pollinate” and gain readers and audiences from different 

organizations. 
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Pitching to Rally Support 
The Art of the Pitch 

As mentioned in the introduction, pitching is the art of communicating how you 

deliver value in an exciting and concise way that entices action. The action could 

be many different things, like simply “liking” your page on Facebook, or giving you 

their email address on your website so you can reach out to them later.  

Or, when pitching to someone in person the action you want the listener to take 

could be simply to ask you more about what you are doing. So, instead of 

planning to pitch your entire story in great detail right at the beginning of the 

conversation, the goal of a great pitch is actually to get the listener so interested in 

what you are doing that they are eager to learn more. 

Below is a great video by Simon Sinek on how to engage your audience using the 

“Power of Why” (18 minutes). Instead of leading a pitch with what you do, lead 

with why you do it, and you’ll instantly draw people into your story.

(If you are short on time check out this 2 minute version instead.)  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Exercise 3: Defining Your Why 
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Exercise 4: Create a Message Map 

This short video offers a great method for building a Message Map that will help 

guide your marketing and communications work. 

To summarize, first write a “twitter-friendly” headline. “Twitter-friendly means 140 

characters or less - but essentially the point is this core message should describe 

your offering (value proposition) concisely. This headline summarizes the core 

message you are trying to communicate.  

Next, think about the most important three or four supporting points that are great 

examples of the Twitter headline core message. This supporting points should 

demonstrate or reinforce your offering as written in the headline. 
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http://youtu.be/phyU2BThK4Q
http://youtu.be/phyU2BThK4Q


Use this space to draw your Message Map.

Stories vs. Facts 

One of the benefits of communicating in the world of social good is that many 

inspiring and provoking personal stories can be shared about the social impact 

work that is being done. There are countless stories of individuals overcoming 

obstacles where lives are completely transformed, and this can be an amazing 

piece of your marketing. On the other hand, the more logical thinkers do 

appreciate the cold hard facts and figures. So the question is, in social enterprise 

marketing and pitching, should we focus just on stories, just on the facts, or 

balance both? 

As with many things, it depends. In this case, you want to consider who your 

audience is and whether they are more appealed by emotions or logic. Here’s an 

interesting read on the balance of story versus reasoning and logic when 

appealing to the public with your message. The takeaway here is that when 

communicating your social impact message to others, both stories and facts have 

a place. To make the most of both, illuminate the facts and figures of your cause 

through personalized experience and storytelling. 

Page  , BOOST Academy                                                        Copyright 2014, theSedge.org18

http://www.truth-out.org/news/item/24833-is-social-justice-driven-by-emotion-or-reason


Last But Not Least - Don’t Forget The Ask 

Whether marketing online or offline, or having a conversation at a networking 

event, building a Crowdfunding campaign or even a traditional fundraising 

campaign, The Ask this the most important part of your pitch!  When 

communicating a message that you hope will resonate with someone and inspire 

them to spread it, you need to say explicitly what action you would like them to 

take. This simple step is so often missed and it’s easy to add in. 

The Ask does not have to be an intensive request - it could be as simple as saying, 

“please forward this email to those in your network who might be interested in 

hearing our story.” 

Examples of types of Asks in marketing communications: 

Pass on this email 

Like this post (Facebook) 

Retweet this message (Twitter) 

Donate to our Crowdfunding campaign 

Come out to our upcoming event 
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Social Enterprise Pitch Examples

Good Spread Peanut Butter 
Even though this video takes on a bit of a goofy style, it is a creative and 

entertaining way for potential supporters to get excited about their project and 

potentially support the cause.  

During the first fifteen seconds of the Good Spread video the founders of the 

company explain the pain and solution they are trying to solve with their business. 

Moreover, they explain the general social enterprise business model they are using, 

which is buy one, give one. During the video they also explain their processes, 

product, packaging, distribution and main partners; all of these being key 

components of an elevator pitch. The Good Spread founders also show in the 

video the current status of the business and how far they still need to go. 

To end their pitch, Good Spread outlines to potential investors their ask and 

explains how the funds will be used. After just one month after they started raising 

money, the owners of Good Spread were able to raise the funds needed to start 

their business. 
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Crowdfunding Specific Example - SMAC Monkey’s Against Cancer 

This campaign is an example of a very successful Crowdfunding campaign on 

StartSomeGood.com.  

You’ll notice they talk about the story of how SMAC! monkey’s started, as well as 

the specific goals and objectives of what they are trying to achieve. The 

campaign also clearly outlines how the funds will be spent. From this example, you 

can generate ideas for possible rewards that could be given as incentive for 

supporters to donate to your campaign.  

(For more examples of great crowdfunding campaigns, keep reading!)  

Strategyer Business Model Canvas Video - Telling Your Story 

For an example of how you might go about pitching to potential investors, watch 

the business model canvas video below.
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http://startsomegood.com/Venture/smac_sock_monkeys_against_cancer/Campaigns/Show/bring_smac_sock_monkeys_against_cancer_to_life?__vid=e39dbec05b550131b0ad22000ab2058a


BONUS: Making the Most of 
Crowdfunding 

Over the last few years, Crowdfunding has developed into a popular way of raising 

funds for a wide range of projects.  The essence of Crowdfunding is that a 

campaign or project can raise funding for their goal from a large number of 

people who each contribute a small amount. This is included in this module’s 

material because a huge part of running a successful Crowdfunding campaign is 

the marketing and promotion. 

Probably the most well known Crowdfunding platform is Kickstarter.com, but 

unfortunately it doesn’t allow charity or cause related projects on the site. 

However, there is a Crowdfunding platform that was designed to showcase social 

good projects specifically; it is www.StartSomeGood.com. Another popular site is 

www.Indiegogo.com, which also allows community based campaigns. 

There is a great 9-part email course you can sign up to take for free from 

StartSomeGood.com. It’s called Crowdfunding 101 (look for the green banner at 

the bottom right hand side of Start Some Good website).  

Here are a few quick points from the Start Some Good Crowdfunding 101 course: 

1. Funding is not passive - it takes a lot of time and promotion to do well. 

2. It's about finding others who believe in what you doing and rallying their 

network and community. You can’t assume that everyone visiting these 

websites well be interested in donating to your project. 

3. There are five social change stories that they have seen work well for 

Crowdfunding. 

1. The issue story - talk about the social issues that your project 

addresses. 
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2. The place story - Talk about who will benefit from your project and 

where they live. 

3. The innovation story - Talk about what is different about the way that 

you tackle this social issue. 

4. The community story - Talk about the communities that will be 

inspired and impacted by your project. 

5. Your own story - Talk about how you got started working on this 

initiative. What has your experience been while starting this project? 

What kind of people do you have on your team? 

6. (Of course you can mix and match any of these five types of stories 

but it is important that your funding campaign has some great 

stories that will speak to others!) 

4. Be sure your landing page has a lot of detailed information and pictures 

that speak to and reinforce your story. 

5. The ideal campaign length to both allow time for all of your supporters to 

donate while keeping the excitement and momentum going is 25 to 35 

days. This time frame allows you to build a sense of urgency for those 

who encounter your campaign so that they will take action right away. 

6. Offer great rewards. Rewards are the perks that you set up in your 

campaign to provide incentive for your supporters to go donate. It also 

gives supporters more reason to continue sharing your campaign to new 

people outside of your network. The best type of rewards are tangible 

and could be things like hand written notes or post cards, recognition on 

your website or an experience. Start Some Good recommends between 

six and 10 rewards all at different price levels. 
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Crowdfunding Pitfalls 

Not having an incredibly clear and concrete goal and objective for the campaign.  
Someone should be able to take 5 minutes to quickly look over your campaign 

page and then be able to easily describe to a friend what your project is and how 

the money will be used. 

Not putting in the necessary time up front and during the campaign to build the 
foundation for a successful campaign.  
Like social enterprise, crowdfunding is not a magic bullet. Like other fundraising 

strategies it still takes time and effort to implement. And when this part is skipped 

over, it can lead to a failed campaign. So remember to reserve lots of resources to 

support a successful crowdfunding campaign. 

Crowdfunding Possibilities 

To help kick off the inspiration below is a listing of several socially entrepreneurial 

crowdfunding campaigns that successfully raised the funds they were looking for. 

You’ll some commonalities between the campaigns.  First off, they all have a mid 

to high quality video that concisely shares their story and why they are seeking 

funds. In an age of information overload (especially online) it appears crucial for 

crowdfunding campaigns to quickly and effectively share the key messages of 

their initiative via video. 

Bureau Skateboards - Recycling ocean plastic waste into skateboards 

Mathbreakers - A math-based video game kids don't want to stop playing 

Kids Map - Fun world geography learning for kids 

TOHL- Innovative water infastructure 

Kinyei Coffee and Cycling - Employment social enterprises in Cambodia 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