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THIS HANDBOOK'S GOAL

ANY TIMES
PEOPLE GET
IDEAS




WHAT THE HECK IS
A SOCIAL ENTREPRENEUR OR
“CHANGE CREATOR™?

Social

Change

business or organization with purpose.


http://www.changecreatormag.com/
http://www.changecreatormag.com/

STARTING ][}

CRATCH

BUILD A STRONG FOUNDATION

We all know the story of the 3 little pigs, so, put in the
time now to build your house out of bricks.

If you are not familiar, you should get familiar.
You can watch the original classic from the 1930’s
which offers an essential learning lesson. It’s noted
as one of the top cartoons of all time.



STARTING FROM SCRATCH

Before you start, let’s be
clear, this iIs HARD WORK.

However, it’s well worth
it. The more clarity you
have about what you’re
doing, the more you
improve your chance of
success.

Working through this
process develops your
skills and improves your
ability to bring ideas to
life successtully.

There is a reason

we emphasize that you
actually write these
things down.

Every entrepreneur tends

to think they know this
information in their head and
that’s a HUGE mistake.

Once you start to write it down
you will find that it’s not so easy
to do and you don’t know as
much detail as you thought.

This process forces you to think
through these things the right
way.

In addition, by putting things
down on paper, you are now
beginning to actually manifest
your business. It makes

it more “real”.


https://www.youtube.com/watch%3Fv%3DvM47onzkGek

STARTING FROM SCRATCH

hese are not exercises you can breeze through

on a Saturday afternoon. They each take time,
research, and lots of thought. A particular section
may take you a week to complete. That’s OK.

- WHYS

BEFORE DIVING INTO THIS ANY FURTHER,

EXERCISE:
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LOOKING AT
GHALLENGES AS
OPPORTUNITIES

eeeeeeeeeeeeeeeeeeeeeeeee
challenges around the world as




1l you have to do is look
around. There is room for
change everywhere to help
people or animals in need or
innovate a product or process
to be more sustainable for
the world.




STARTING FROM SCRATCH

WHAT OTHERS ARE DOING

GET

Here are some JAKE ORAK,

examples that may
offer you inspiration.

SCOTT HARRISON,

BILLY PARISH,




STARTING FROM SCRATCH

JOSHUA TETRICK,

NEIL BLUMENTHAL, ANDRE
W HUNT, DAVID GILBOA, AND
JEFFREY RAIDER

DAVID SIMNICK,

DALE PARTRIDGE,

GREENPEACE,



IDEATION &

REATION

WHAT IF YOU DON'T HAVE AN IDEA YET?

That’s OK. We all start somewhere.
You just need to start thinking about it.
Finding a niche for your business starts

with a thoughtful process
of self-discovery.

As mentioned earlier, there are many
reasons people decide to start their own
meaningful business. Some people come out
of college or graduate school and can’t find
work. Or they have a job that gives them
no sense of fulfillment or meaning. It can
be taxing on the soul but the good news is
that with the wonderful age of the internet
the work paradigm is shifting in a different
direction. You don’t have to be part of
another company’s plan whose values you
don’t share, you can make your own, on
your terms, doing something
you care about.



LET'S START

PLEASE BE HONEST WITH YOURSELF,

EXERCISE 1: EXERCISE 3:

EXERCISE 2:




- IDEATION & CREATION

EXERCISE 4:

Answer the following
questions as you can

and write them down.

Do any of

the challenges
the world
faces make
you very
angry?

Have you
ever been
asked for
advice? If
SO0, what
were they
asking for
advice
about?




- IDEATION & CREATION

WHAT PROBLEM DO YOU WANT T0 SOLVE?

“what do I want to be when I grow up?”

DEVELOPING
A NICHE ALLOWS:

+ PEOPLE TO GAIN A CLEAR
What problem UNDERSTANDING OF
co L want (o WHO YOU ARE AS AN
ORGANIZATION.

- YOU TO BECOME AN
AUTHORITY IN THE AREA

- YOU TO BUILD A STRONG
AUDIENCE BASE



https://youtu.be/N8LVa9pb-n8

WHEN YOU ARE CLEAR

ON YOUR NICHE YOU WILL

BE CLEAR ON WHO YOUR
MARKETING EFFORTS
WILL ADDRESS.

EXAMPLES:

1. I want to help
reduce deforestation
in Indonesia by
encouraging new
policies for sustainable
palm oil production.

2. I want to improve the
quality of academics at
Inner city schools

3. I want save children’s
lives by bringing soap
to struggling families
in Africa (ie. soapbox
example discussed
earlier)

EXERCISE:

Answer the question
What niche problem do
[ want to solve?

What if you still don’t know
what niche to address?

EXERCISE:

If you still don’t know a
problem you want to solve,
make a list of anything
that comes to mind. The
problems are endless so you
should have quite a few. If
not, do a little research for
inspiration and then make
your list. When making the
list, don’t think deeply, just
start writing whatever
comes to mind.

Review the list and

start looking for trends and
qualities that align with your
selfinventory results. It’s ok
to take some time here but
don’t dwell on it too long. Set
a time that you need to make
a decision hy.

If you reach that time, pick
something and keep moving.
The most important thing

1S to start.


results.It

IDEATION & CREATION

WHAT WILLYOU
PROVIDE?

EXERCISE:

WRITE A SHORT PARAGRAPH THAT DESCRIBES THIS:
EXAMPLE:

’m a very empathic person and I have a passion
for learning about how people relate to the world.




BUSINESS
DEVELOPMENT

UNDERSTAND YOUR AUDIENCE,
REALLY WELL

The very first step in any communication or
marketing strategy is defining your target audience

SO you can tailor your message or pitch appropriately.
For businesses, this is usually your typical potential
buyers of a product or service. For a nonprofit, it could
be potential clients for a program, volunteers for an
initiative, advocates to spread a message, or donors to
support a cause.

TIP: If you try to reach everyone, you will likely appeal
to no one.

It’s important to have focus. Try to keep it to one target
audience per product or service.

Different products may often have different target
audiences. In the same way a nonprofit might want to
define target audiences for clients, volunteers, and
donors separately (even if there is some overlap).



BUSINESS DEVELOPMENT

n other instances a single product or service
might have multiple customer niches that require
completely different marketing.

WHAT IS THE DESIRED ACTION OF YOUR
TARGET AUDIENGE?




YOU GET THE IDEA. IT'S WHAT
YOU NEED TO APPEAL TO.

EXERCISE 1:
WRITE A SHORT PARAGRAPH

nvironmental activists

and conscious consumers that
are interested in protecting
our world’s rainforests.




EXERCISE 2:

Let’s dive into the
demographics and
psychographics of
your audience.
Why? Because this
will help you get a
clear and complete
picture of who they
are, exactly.

If you don’t

have a detailed
understanding of who
you are targeting then
everything you do will
be guesswork and your
house will be made of
straw which will easily
be blown down later.
Entrepreneurs believe
they know this stuff in
their head, but when
asked to write it down,
they have a real hard
time. Write it down,
think through

it!

DOWNLOAD WORKSHEET

DOWNLOAD WORKSHEET
FOR GOOGLE DRIVE

NOTE: Must be logged into Gmail



http://changecreatormag.com/downloads/Demographics%20&%20Psychographics_Change%20Creator.xlsx
http://changecreatormag.com/downloads/Demographics%20&%20Psychographics_Change%20Creator.xlsx
http://changecreatormag.com/downloads/Demographics%20&%20Psychographics_Change%20Creator.xlsx
https://drive.google.com/previewtemplate?id=1DecJxYJaEs3teviYbUoF6NCN7BlqANIpmiebuc-6_PM&mode=public
https://drive.google.com/previewtemplate?id=1DecJxYJaEs3teviYbUoF6NCN7BlqANIpmiebuc-6_PM&mode=public
https://drive.google.com/previewtemplate?id=1DecJxYJaEs3teviYbUoF6NCN7BlqANIpmiebuc-6_PM&mode=public
https://drive.google.com/previewtemplate?id=1DecJxYJaEs3teviYbUoF6NCN7BlqANIpmiebuc-6_PM&mode=public
https://drive.google.com/previewtemplate?id=1DecJxYJaEs3teviYbUoF6NCN7BlqANIpmiebuc-6_PM&mode=public

BUSINESS DEVELOPMENT

VALIDATE

t’s a safe bet

to say there’s
no perfect
sclence to this,
especially if
you’re creating
something that
1s disrupting

a market.




BUSINESS DEVELOPMENT

AS COMMONLY SHARED, YOU CAN USE TODLS LIKE:

Google Keywords | Google Trends

Using those tools you can get an idea of how many people are
searching for specific terms each month, where they’re from and if
it’s a growing trend or not.

With keywords, look for results that have more than
40,000 or even 50,000 average monthly searches. If it’s has 25,000 and has
high competition, look for an alternate or related idea that has better results.
This is all very highlevel and directional. It’s not the end all be all.

Screenshot of our search for “deforestation, Indonesia”

A Goog|e AdWords Home Campaigns Opportunities  Reports  Tools char

A Your account isn't active - To activate your account and start running your ads, enter your billing information. Fix it | Learn more

Your product or service

Keyword Planner

Add ideas to your plan deforestation, indonesia Get ideas Modify search

4«

Targeting |7
Al locations Search volume trends 3
English Average monthly searches
&M
Google
4.5M
Negative keywords
3M
Date range 7
1.5M
Show avg. monthly searches 4
TorLastdZmonts Sep 2014 t Mo Dec dan Fab Mar Apr Jun Jul Aug 2015

High average monthly searches and low competition!

Customize your search |7 A aroun s i il Columns v | 4 Download Add all (802)
Keyword filters
Search terms Avg. monthly searches 7 Competition 7 Suggested bid 7 Ad Impr. share 7| Add to plan
Keyword options
Show broadly related ideas indonesia 12 823,000 Low $1.40 -
Hide keywords in my account
Ciceke MO S L rien deforestation L 135,000 Low $2.20 =

Keywords to include
Showrows: 30 v 1.2 of2 keywords

Keyword (by relevance) Avg. monthly searches 7| Competition » Suggested bid 7 Ad impr. share 7| Add to plan

lombok indonesia L 14,800 Low $0.70 -

bandung indonesia L2 14,800 Low $0.75 -


https://adwords.google.com/KeywordPlanner%23start
https://www.google.com/trends/

BUSINESS DEVELOPMENT

EXAMPLE:
LET'S SAY WE WERE PURSUING

Next, you want to confirm some of the following:
For your niche, are there:




UNDERSTAND

IT'S ALWAYS GOOD TO DO SOME RESEARCH ON YOUR COMPETITORS.

EXERCISE

USE THIS WORKSHEET T0

ASSESS YOUR KEY GOMPETITORS
AND FIND YOUR ANGLE

OOOOOOOOOOOOOOOOOOOOOOOOOOOOOOO


http://www.changecreatormag.com/downloads/Finding%20an%20Angle_Change%20Creator.pptx
http://www.changecreatormag.com/downloads/Finding%20an%20Angle_Change%20Creator.pptx
https://drive.google.com/previewtemplate?id=16ggfbzAIQnJoPyshIPCsfdSrW3nUmxdAJGU_GcUoAGM&mode=public
https://drive.google.com/previewtemplate?id=16ggfbzAIQnJoPyshIPCsfdSrW3nUmxdAJGU_GcUoAGM&mode=public
https://drive.google.com/previewtemplate?id=16ggfbzAIQnJoPyshIPCsfdSrW3nUmxdAJGU_GcUoAGM&mode=public
https://drive.google.com/previewtemplate?id=16ggfbzAIQnJoPyshIPCsfdSrW3nUmxdAJGU_GcUoAGM&mode=public

BUSINESS DEVELOPMENT

A vision is a clear picture of what success will
look like in the future.




Below,
we share 2 amazing articles
from ZingTrain’s cofounder, Ari Weinzweig.

Article 1: Why and How Visioning Works
Article 2: The Power of Visioning: 8 Steps

EXERCISE

WRITE THE FIRST DRAFT OF
YOUR VISION


http://www.zingtrain.com/content/why-and-how-visioning-works
http://www.zingtrain.com/content/power-visioning

BUSINESS DEVELOPMENT

PICK
A RELEVANT

BRAND
NAME

Now that you have an idea

of who you can help and how
you might do it, you need to
find an appropriate name for
your business. This can be a
stressful process but try

and have fun with it.



GET THE CREATIVE
JUICES FLOWING.
IT ALWAYS HELPS
TO FIND BOOKS OR
OTHER SOURCES OF
LITERATURE ABOUT
YOUR NICHE TO GET
INSPIRATION FOR
KEYWORDS AND
HOW THINGS MIGHT
BE DESCRIBED.
YOU'LL PICK UP
BITS AND PIECES
THAT YOU WOULDN'T
HAVE THOUGHT OF
OTHERWISE.

HERE'S 4 THINGS
T0 CONSIDER WHEN
THINKING OF IDEAS
FOR YOUR BRAND
NAME:




BUSINESS DEVELOPMENT

Hello my Name is
Awesome: How to Create Brand Names That Stick

CLICK HERE TO THE READ THE CHAPTER

Click here to check domain availability

Click here to check for trademarks


http://www.godaddy.com
http://tmsearch.uspto.gov/bin/gate.exe%3Ff%3Dtess%26state%3D4806:8i4v39.1.1
http://awesomebook.eatmywords.com/wp-content/thesis/skins/mobile-first/images/sample_chapter.pdf

EXERCISE 1:

ow that
you’re
inspired,
think
about
what
your
brand
stands for
and does.
Without
pausing,
just start
writing a list of any names
that pop into your head
based on those thoughts.




EXERCISE 2:

S you
come

up with
names
you like,
start
testing to
see if the
domain
1S free or
if some
variation
1s free.
Again,
reference the free chapter
from Alexandra Watkin’s
book for ideas on how to
land a domain.
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INCORPORATE YOUR BUSINESS

Depending on what you’re doing, you’ll
need to determine the business model you
want to adopt. This could be a nonprofit or a
forprofit model.

TIP: if you don’t already have a certified
accountant and financial advisor, please set
yourself up. A Financial Advisor will help you

get set up to manage money as you grow. Your
accountant can help you understand the different
business incorporation types and their tax
implications. This will help you decide how to
establish your business.



BUSINESS MODEL

NONPROFIT - FOR PROFIT ARE:




BUSINESS MODEL

EXERCISE

Find a certified FOR PROFIT
accountant if you

don’t already have

one. If you have

one, you can skip

that step.

Next, talk to them about
what you’re doing and see
if they can share insights
about what approach for
Incorporation might be
most suitable for you.
Lastly, incorporate your
business.

NONPROFIT

CLICK HERE TO SEE ALL FORMS



http://www.dos.pa.gov/BusinessCharities/Business/RegistrationForms/Documents/RegForms/15-5306_7102%2520Art%2520of%2520Inc-Dom%2520Nonprofit.pdf
http://www.dos.pa.gov/BusinessCharities/Business/RegistrationForms/Documents/RegForms/15-5306_7102%2520Art%2520of%2520Inc-Dom%2520Nonprofit.pdf
http://www.dos.pa.gov/BusinessCharities/Business/RegistrationForms/Documents/RegForms/15-8913%20Cert%20of%20Org-Dom%20LLC.pdf
http://www.dos.pa.gov/BusinessCharities/Business/RegistrationForms/Documents/RegForms/15-8913%20Cert%20of%20Org-Dom%20LLC.pdf
http://www.dos.pa.gov/BusinessCharities/Business/RegistrationForms/Documents/RegForms/15-5306_7102%20Art%20of%20Inc-Dom%20Nonprofit.pdf
http://www.dos.pa.gov/BusinessCharities/Business/RegistrationForms/Documents/RegForms/15-5306_7102%20Art%20of%20Inc-Dom%20Nonprofit.pdf
http://www.dos.pa.gov/BusinessCharities/Business/RegistrationForms/Pages/default.aspx%23.VjOJDlWqpBe
http://www.dos.pa.gov/BusinessCharities/Business/RegistrationForms/Pages/default.aspx#.Vk48SBCrTFy
http://www.dos.pa.gov/BusinessCharities/Business/RegistrationForms/Pages/default.aspx#.Vk48SBCrTFy

BUSINESS MODEL

BRAND STRATEGY CANVAS

This is a great tool that helps you  Every product and/or marketing
think through your customers and decision you make regarding your
brand in more detail. brand should align with and support
your positioning statement.

It’s an essential step to take which
will also help you develop your A good positioning statement is a
brand positioning statement. guidepost for your marketing efforts.
It helps you maintain focus. Your
team should all be on board with
this statement.

A positioning statement is a
concise description of your target
market as well as a compelling
picture of how you want that

market to perceive your brand. Watch The Video
This is an internal tool, not a
marketing asset. Dowdload The Template

THE ONE-PACE BRAND

a strategy for starus

archer» malmo ventures

e

| ]



http://brandstrategycanvas.com/
http://www.changecreatormag.com/downloads/Brand Strategy Canvas 5.0.pdf
http://brandstrategycanvas.com/
http://brandstrategycanvas.com/
http://brandstrategycanvas.com/
http://brandstrategycanvas.com/
http://www.changecreatormag.com/downloads/Brand Strategy Canvas 5.0.pdf
http://brandstrategycanvas.com/
http://brandstrategycanvas.com/
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Don’t waste


http://brandstrategycanvas.com/

SKIP THIS STEP!

THERE ARE 9 BLOCKS THAT MAKE UP THE BUSINESS MODEL CANVAS.

Here, we will define each one for your reference in
the order that you should fill them out.

VALUE

CUSTOMER




CHANNELS

These are the
channels you use
to communicate
your proposition
to your segments
and sell product or
service customers.




CUSTOMER

REVENUE

KEY




KEY RESOURCES

The key resources are

the strategic assets you
need in place to make your
business work. If you were
building a physical product
a key resource would be a
manufacturer of the
product.




KEY

COST




CLICK HERE TO DOWNLOAD THE INTERACTIVE CANVAS TEMPLATE TO YOUR GOOGLE DRIVE

Note you must be logged into Gmail to use this interactive template. Don’t have Gmail? Download a static copy here

The Business Model Canvas

Text
Text

The Business Model Canvas |
Customer Segments

Customer Relationships

Key Partners Key Activities Value Propositions

TO USE THIS

TEMPLATE: 1. You need to

Visit and click get a copy of
'Use this template' this template 2. Double
https://docs. click on a
google. section, or
com/a/weboo. Key Resources use the sticky Channels
biz/previewtempla notes.

te?

id=102mOZQmM
xs0CsImNsPZ5K _
CNQwAIh9rh4ba 353?3% Shtgzy

YgTOVWNAA&mMo ‘ctrl' when you
de=public release to create
a new one.

Cost Structure Revenue Streams

www.businessmodelgeneration.com



http://www.changecreatormag.com/downloads/Business%20Model%20Canvas.pdf
https://docs.google.com/drawings/d/1M5abZ9l2Ivf_lbChEkAvPK5G0__o0DL6_D57Tl0xums/edit
https://www.youtube.com/watch%3Ft%3D3%26v%3DG1lHCP3gTQc
https://drive.google.com/previewtemplate?id=1sxhHE0WucQ4raeh-9BfJxdFmqzXpXOx-f-HzbZXb7-Y&mode=public
https://drive.google.com/previewtemplate?id=1sxhHE0WucQ4raeh-9BfJxdFmqzXpXOx-f-HzbZXb7-Y&mode=public
https://drive.google.com/previewtemplate?id=1sxhHE0WucQ4raeh-9BfJxdFmqzXpXOx-f-HzbZXb7-Y&mode=public
http://www.changecreatormag.com/downloads/Business%20Model%20Canvas.pdf
http://www.changecreatormag.com/downloads/Business%20Model%20Canvas.pdf

ORGANIZATION
BUSINESS

JOOLS

8 TOOLS TO PREPARE YOUR BUSINESS
T0 SCALE UP

However you want to do it, get organized.

From the start you want to keep everythmg
organized and labeled right. It will be a life-
saver later when things pick up.

This is emphasized because it’s essential for
building a strong foundation and successful
business.



TOOLS =

GOOGLE

You need a gmail account but Awesome customer

this offers endless cloud based relationship management
organization from plugin for gmail. It has an
any device app for mobile and is an

easy way to keep track of all
your leads, discussions,

> and projects.
q EVERNOTE
EVERNOTE ’ - \ BOOMERANG FOR Gmail
Cloud based BOOMERANG
Z;gyagéf]?éleon from Boomerang is a Gmail

plugin that helps efficiently
manage your emails. You can
schedule when you want to
OO ito send emails, get reminders
"“i suite for follow ups, and tons more.
You can set up your Gmail
boomerang plugin so that you

An industry staple . .
. y . b receive the same email back
for social media . ,
to yourself if you haven’t
management

heard back from someone in
a certain amount of time.



https://www.google.com/drive/
https://evernote.com
https://www.streak.com/
https://www.google.com/drive/
https://evernote.com
https://hootsuite.com/
https://www.streak.com/
https://hootsuite.com/
http://www.boomeranggmail.com/
http://www.boomeranggmail.com/

Inveiceable
INVOICEABLE

ORGANIZATION
BUSINESS
TOOLS

o wWwaQve
KashFIow

g Softwar

KASHFLUW

*slack
SKYPE SLACK



http://invoiceable.com/
http://www.skype.com/en/
https://www.kashflow.com/
https://slack.com/
http://invoiceable.com/
https://www.waveapps.com/invoice/
https://www.waveapps.com/invoice/
http://www.skype.com/en/
https://www.kashflow.com/
https://slack.com/
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ChangeCreator

FEEDBACK

WE TRULY HOPE YOU FOUND THIS TO BE HELPFUL.

JUST CLICK HERE TO SEND US AN EMAIL AT CHANGECREATOR.FEEDBACK@GMAIL.



mailto:changecreator.feedback%40gmail.com?subject=Feedback
mailto:changecreator.feedback%40gmail.com?subject=Feedback
mailto:changecreator.feedback%40gmail.com?subject=Feedback%20-%20Strong%20Foundation%20Handbook
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http://www.twitter.com/change_creator
http://www.changecreatormag.com
mailto:http://www.facebook.com/changecreator?subject=
http://www.twitter.com/change_creator
https://www.facebook.com/changecreator
https://twitter.com/Change_Creator
mailto:changecreator.feedback%40gmail.com?subject=
mailto:info%40changecreatormag.com?subject=
mailto:changecreator.feedback%40gmail.com?subject=
https://instagram.com/change_creator/
http://www.instagram.com/change_creator

THAN

rUR YOUR SUPPOR[!

ADAM AND THE REST OF THE CHANGE CREATOR TEAM.



http://www.changecreatormag.com/

