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Introduction

Hello and welcome to this online do-it-yourself toolbox, full of practical tips and materials 
around starting your social business.

In this edition, you will be able to get to know social impact ideas, social businesses, and 
social connectors from different corners of the world and we hope that by sharing those, 
we will inspire different people, especially youngsters, to launch their social ventures.

In general, this toolbox is developed in order to help increase the capacities of the youth 
organizations from Armenia and Georgia to embrace socio-political and economic diversity. 
It is meant to help increase the knowledge, expertise, leadership, and sustainability of 
individual entrepreneurs or organizations working in the social entrepreneurship field.

By the time you check and use all elements of this toolbox, you will be comfortable in:  

 ⦁ Understanding of the value and purpose of social enterprise models;

 ⦁ Learning from real examples of social enterprises;

 ⦁ Identifying possible fundraising models and revenue models;

 ⦁ Understanding the need for a mindset shift to enable the successful transition to 
income generation models;

 ⦁ Learning the importance of community building

 ⦁ Take practical steps to use storytelling and branding for your organization or social 
enterprise

 ⦁ Learning and implementing the basics of impact measurement.

Additionally, the toolkit will provide you with inspiration to improve, adjust or change your 
organization or social business towards long-term sustainability. 

WELCOME AND HAVE FUN!

§



3

STORYTELLING & BRANDING

Storytelling and branding are a crucial part of your community-building as well. More and 
more in the overlapping online and offline world. 

Social-impact organizations, non-profits, social business, and similar must as any other 
organization or company establish their identity as a powerful and recognizable brand 
(among other organizations and the public).
Communication is very important for achieving this purpose. The survival of current 
nonprofits and social businesses depends on their ability to publicly sustain an issue and 
to be seen by those interested in processing and transforming the matter. 

To achieve this, the NGO must reach out to its audience in search of two objectives: 

A. to communicate the values, ideas, and beliefs that give meaning and entity to the 
organization. 

B. attract stakeholders to contribute to their mission.

ACTION PLAN: HOW TO ACHIEVE SUCH 
BRANDING? 
1. IDENTIFY YOUR TARGET PERSONA

You need to understand whom you need to talk to, in order to achieve your goal(s). You 
need to create profiles of your “ideal customer(s)“ - in Marketing, they are called Target 
Personas.

Note: For each goal, you should have 2-3 personas each. One target persona can apply to 
more than one goal.
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The way you can practice creating target personas is to be looking at it as seller (your 
organization) - buyer (your audience - beneficiaries, stakeholders, investors, etc.)
example: 

 ⦁ THE BUYER: Healthy Heather, a student, who we want to order food from the app;

 ⦁ THE SELLER: Healthy Food, a shop-owner whom we want to sell organic, plant-
based food/dishes via our app.

Note: On the next page we create profiles for 2 Target Personas (based on SMART goals)
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2. CREATE YOUR CONTENT MESSAGES

In order to start a conversation with your target personas you have to define content 
messages that will resonate and get the attention of your Target Persona.

 ⦁ Brainstorm (with your team and) based on your Target Persona Profile minimum 
5 content messages that will get the attention of your target persona. Also add 
formats, channels and an approximate timeline to your content messages. 

 ⦁ Repeat this exercise for each of your target personas. See below the examples for 
how to brainstorm content messages.

 
3. CREATE YOUR STORY

Storytelling is everything you tell to your target personas by creating a picture.
In other words: Storytelling is telling your content messages (from Step 3) in different, 
creative ways.

Note: Good Storytelling in Content Marketing is NOT creating the most creative stories 
all the time - but to find suitable and easy-to-understand ways to bring your Content 
Messages closer to your Target Personas.
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Tips for good stories about your brand:

1. Your personal story (how did you start, your personal motivation, etc.).
2. A story around your USPs/brand values. How does your target persona benefit?
3. The story of your product/service/business (from idea to development).
4. Behind the scenes, your travels, etc.

PRACTICAL EXERCISE: 

 ⦁ Create stories from content messages. Try to find 5 ways (=stories) how to tell this 
content message.
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4. FIND YOUR BRAND VOICE

Brand Voice is the way you talk to your customers and is defined by your brand’s style of 
communication. By using a unified Brand Voice your brand gets a consistent presence in 
the on- and offline world.

Define your brand voice by using the model on
the right.

Answers 4 questions:
1. How would you describe your personality? 
2. How do you sound to the outside world?
3. What kind of language do you use?
4. What’s the purpose of your brand?

5. BUILD YOUR VISUAL IDENTITY

Visuals make it easier for your target personas to create an emotional connection with 
your brand. For your visual identity use consistent brand colors, font, and style.

PRACTICAL EXERCISE: 

 ⦁ Fill out the questions to define your Visual Identity.
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6. BUILD YOUR COMMUNICATION CHANNELS 

It is important to follow trends in Social Media and Content Marketing BUT: The best 
answer to what channels you should invest in, you find in YOUR TARGET PERSONAS profiles. 
BECAUSE: the best channels for you are the channels, where you find your target personas.

 

PRACTICAL EXERCISES:  

 ⦁ Look at your target persona profiles and see what channels are most used by target 
personas. 

For example: 

 ⦁ Facebook

 ⦁ Instagram

 ⦁ TikTok

 ⦁ LinkedIn

 ⦁ Google Ads

 ⦁ Create your own content plan. A content plan is a strategic combination of timing, 
formats, the right content mix, and channels. The content plan not only becomes 
your calendar but also shows what journey you take your audience.
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