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Assignment 3, MSI 5305 Resource Models for Social Impact 

To house my social impact projects I will be creating a sub-brand of my business that 

focuses on branding and design for nonprofit organizations. At this current stage I can state the 

mission of the social impact brand as follows: To provide branding, design and educational 

services to nonprofit organizations so that they can communicate and promote their cause. My 

vision to provide quality, affordable design and branding services focused on those organizations 

that are driven to improve the community but have limited access to such services. There are 

several initiatives that I am considering that can be housed under the brand: 

1. Lowered cost design and branding services – this effort would be focused on 

organizations that are driven to improve the community but have limited access to 

such services. 

2. Create educational workshops and how-to webinars to nonprofit organizations that 

allows them to learn how to create and maintain their own brand and marketing 

strategies.   

3. A volunteer initiative – create and mobilize a volunteer group in the design 

community that would provide their skills pro-bono in a short-term, controlled 

environment. 

The overall structure of this brand will be a for-profit business with a clearly defined 

social impact purpose. The elements of for-profit and social cause will be mutually reinforced by 

each other and work seamlessly throughout the business. With the aid of the Mission Model 

Canvas, I hope to gain large insights on how to make this brand successful. This paper and 

assignment will focus on the resource plan for this brand – addressing the areas of financial, 

human, intellectual and social resources.  

https://claremont.instructure.com/courses/192
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The Mission Model Canvas 

The Mission Model Canvas is adapted from Steve Blank’s original Business Model 

Canvas and helps to define the organization model. It sets out how an organization can plan for 

success when the goal is to fulfill a mission rather than revenue (Blank, 2016). In the Mission 

Model Canvas nine blocks cover four main areas of the business – customers, services offered, 

infrastructure and financial viability (Osterwalder & Pigneur, 2011). The mission model canvas 

referred to in this section is attached at the end of this paper (Figure 1). 

The customer segment for my impact brand is important as it will allow me to make sure 

my business remains financially viable. This segment includes nonprofit organizations and social 

enterprises that are or will be clients. The niche that I would like to focus on are those medium 

sized organizations that are established in their mission and funding models, but not so large that 

they have an internal marketing team. For the aspect of creating event and education based 

programs within my brand, I can include nonprofit organizations that are newer and will benefit 

greatly from free services and self-know-how education. For the organizations looking to 

participate in the volunteer-based program, the mission that they are pursuing in the community 

will be a key factor in determining their eligibility.  

The combination of services offered will relate closely to my overall value proposition of 

providing access to affordable, high quality branding and design services to nonprofits with 

limited budgets, helping them fulfil their social mission.  

Key Partners 

Since there is a wide range of items I would like to accomplish with my social impact 

brand there are three distinct categories of partners that I have identified:  
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1. Creative talent and outsourced partners – these are professionals in the creative and 

branding world that have skills and talents outside of my expertise, for example web 

developers, creative writers, photographers, etc. Their services would be paid and 

covered by the client’s project cost. 

2. Design volunteers – this group of partners would be for the specific purpose of the 

design-a-thon, community volunteers with special talents and passion to help 

nonprofits with their branding, design and marketing needs in a controlled, team 

collaboration, 24-hour event environment. 

3. Online education partners – these are online entrepreneurs that I have identified that 

provide marketing and PR education to nonprofit organizations via webinars, blogs 

and online platforms. My vision is that we could cross promote each other, providing 

services to the common group of nonprofit development team members as our areas 

of expertise are complimentary. 

Key Activities 

The key activities on the Mission Model Canvas are the activities that must be performed 

in order to make the business model work (Osterwalder & Pigneur, 2011). In my case these are: 

1. providing branding and design services to nonprofit organizations; 2. providing education to 

nonprofits on how to manage and promote their own using the resources already available to 

them. These activities help in creating the value proposition described.  

Key Resources 

These are the assets that are required to make the business model work (Osterwalder & 

Pigneur, 2011). For my business these resources are a combination of physical, financial, human 

and intellectual. The physical resources includes equipment and software that is required to 
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perform the services needed. The financial resources will be generated through sales revenue 

from the impact brand initiative as well as some overflow from the primary business sales 

revenue. As much as possible I would like to establish structure to the client revenue stream by 

creating structured packages.  

Human and intellectual resources include a small internal team that will be built slowly as 

well as the freelancers and outsourced professionals mentioned in the key partners section. 

Aligning my brand with social impact organizations might also be a useful intellectual resource.  

Volunteers are an additional human resource and will be particularly valuable for the 

design-a-thon initiative. As explained in The Social Change Model, a leader is one who is able to 

effect change for the betterment of others, the community and society (Komives & Wagner, 

2012, p. 45). This combined with my understanding of higher purpose leadership as defined by 

Ridley-Duff and Bull (2011) is the type of leader I would like to be within the construct of this 

volunteer program and my overall social impact ventures. 

Value Proposition 

As mentioned earlier I define my value proposition as: to provide access to affordable, 

high quality branding and design services to nonprofits with limited budgets to help them fulfil 

their social mission. This value proposition is what sets the business apart from other companies 

– many companies provide services but few do it with the intention of affordable access 

combined with high quality output and a focus on educating the client. In short, this value 

proposition is more encompassing and an enhancement to what is already offered in the design 

world.  

Buy-in and support 
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I will begin with gaining the support of my current clients – sharing my social impact 

idea and passion with them. Potential clients can also be reached directly through a growing 

email list – learning how to share my ideas with them through email marketing, social media 

outlets and in person will help to strengthen the impact sub-brand as well as grow the business 

network. Attaining the support of key nonprofit executives and organizations will be helpful too 

in spreading the word and creating a strong foundation of industry support.  

Part of my plan is to start with the executives I have already established a professional 

relationship with and ask them to introduce me to others that may benefit from these services or 

interested in the direction of the brand. Increasing my involvement in social impact and 

professional organizations is also important as these will be industry backing as well as staying 

in the know on changes and new trends.  

I have begun to put together an initial timeline for this: 

Jan – Feb 2017: Actively establish relationships with nonprofit executives and key 

development staff. Look into joining social impact and additional organizations. 

Mar – Apr 2017: Attend events in the local nonprofit, social impact and design 

professional community. 

Deployment 

To deploy the three initiatives outlined in the introduction (lowered cost design and 

branding services, educational workshops, and design-a-thon volunteer initiative) technology 

tools will need to be utilized – these include design software, video production tools, webinar 

systems, etc. Creating and attending in-person events will help to get the word out regarding the 

new brand’s initiatives. Social media will also play a big role in establishing and growing a 
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brand following. Having a strong volunteer base will be key in deploying the design-a-thon 

initiative. 

Beneficiaries 

The primary beneficiaries of this social impact brand are nonprofit organizations – they 

will be receiving high quality services at more affordable prices (or free if they are participating 

in the design-a-thon). Secondary beneficiaries are the community members – these members will 

have greater knowledge and access to the programs that the nonprofits provide. My main 

business may also be a secondary beneficiary as the goodwill and relationships established 

through the social impact brand will fuel the for-profit aspect of the business. 

Mission Budget/Cost 

The sub-brand will have a lot of shared costs with the main business – everything from 

workspace to equipment and software will be shared. Costs that will be incurred primarily to 

support the social impact initiative will be online system costs, fees for networking organizations 

and events and lastly costs incurred to expand my knowledge base. Once the areas of key 

partnerships, key resources and key activities are solidified these costs will be clearer to calculate 

(Osterwalder & Pigneur, 2011). 

Mission Achievement/Impact Factors 

The sub-brand will be considered to be successful when it reliably and effectively 

improves the output of nonprofit communications and their brand presence. This will be the 

measurement of its social impact mission. Other impact factors are how much the design 

volunteer community grows – the more creative that are able to connect with their passion of 

using their talents for good, the greater the impact in the community.  
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An important aspect of the mission model is that it is adjusted as the project evolves. 

What begins as an initial idea can change in the real world as it is tested and implemented. In 

Osterwalder and Pigneur’s article, they caution: “We strongly advocate mapping and assessing 

the business model environment, and reflecting on what identified trends mean for the future of 

the enterprise. A good understanding of the environment allows better evaluation of the different 

directions in which the model might evolve” (Osterwalder & Pigneur, 2011).  

After expanding the mission model canvas through this assignment I have realized what 

areas of my social impact business I need to spend more time exploring. Setting initial timelines 

is always helpful to get started on some of the key elements of the business. I look forward to 

seeing where this process takes me.  
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Figure 1 (PDF attached) 
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