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A social purpose brand is one whose enduring reason for 
being is to create a better world.  

It is an engine for good, creating social benefits by the very 
act of conducting business. 



CSR



We now live in a society where people demand transparency, authenticity, 
meaning and purpose    



Consumer activism
- Rising consumer activism
- The digital age created transparency
- Fake news causing distrust

Conscious consumers 
- Socially conscious
- Shared consumer / company values 
- Well informed and outspoken

Marketing shift to purpose
- Inspired not manipulated
- Storytelling not advertising
- Co-created consumer campaigns

Today’s consumers demand brands have a social purpose 



Nearly 2 in 3 people choose, switch, avoid or 
boycott a brand based on its stand on social issues.

65% will NOT buy a brand because it stayed quiet
on an issue it was obliged to address.



Today business leaders need to 
share their values... 

89%

58%

92%

Consumers would switch brands to one 
that supports a good cause
Cone Communication CSR Study 2017

Australians are likely to be more loyal 
to brands that support a cause
Edelman Trust Barometer 2017

Consumers have a more positive image 
of a company supporting a cause
Cone Communications CSR Study 2017

Global consumers believe building trust 
is the #1 job for CEO’s 
Edelman Trust Barometer 2018

69%



Today the only brands that will thrive are those with a bold social purpose 



Thank You 

A social enterprise teaching us 
how to communicate our purpose

Purpose: World without poverty

Cause: UNHCR Refugee Agency

RESULTS

- 55 products in 5,500 outlets
- $1.4million book sales in 4 weeks
- 270,000 strong FB tribe
- Since 2009 $5.8 million raised for 
safe water, sanitation, food, child 
and maternal health products



Ben & Jerry’s 
#Fightforthereef Campaign to 
protect The Great Barrier Reef

Values: Climate justice

Cause: World Wildlife Fund WWF 

RESULTS

80% consumers more likely to buy. 
Growing 35% faster than all brands 
at Unilever 

Over 20,000 petition signatures. 
Engaged in 500,000 conversations 



Yoobi 
For every school item purchased 
one is donated to a classroom 

Purpose: To give students a level 
playing field 

Cause: World Vision 
RESULTS

Given away school supplies to 
2.5million kids  

Every 2 mins Yoobi item sold. Each 
week 5,040 supplies donated 
Woolworths and Winc.



Zambrero
Fastest growing Mexican 
Restaurant chain Mexican with a 
Mission’ 

Purpose: To end world hunger

Cause:  Rise Against Hunger 

’

RESULTS

30 million meals through plate 4 
plate 

Has 190 restaurants worldwide. 
Founder now worth over 
$294million



TOMS SHOES

TOMS ‘one for one’ each time you buy 
a pair of shoes a pair goes to child 

Purpose: To put shoes on the feet of 
impoverished children’s feet

Cause: Save the Children

’
s

Cause: Save the Children

RESULTS
In one day engaged 3.5 million people 
27,435 shoes donated

#Withoutshoes got 62 million impressions. 
250 media placements 1,000% increase in 
sales

Worth $625million  - 60 million shoes 





DOPAMINE
A neurotransmitter 
that regulates our 
brains’ reward and 
PLEASURE centres 

CORTISOL
An adrenal hormone 
that helps focus our 

attention and 
facilitates MEMORY

OXYTOCIN
A hormone that is central 

to social building and 
affection, creates 

EMPATHY



How your brain 
responds to facts 



How your brain responds to 
stories 



SOCIAL 
PURPOSE 
BUSINESS

Creates a loyal tribe Attracts new customers  

Competitive advantage 

Happy staff = happy 
customers 

Increases engagement 

Your story = publicity 



Our Approach
Stand For Something Framework 

STEP 1: 
ASSESS STEP 1: 

ASSESS

Assess values & social purpose, cause partner, brand perception 
& PR

Integrate social purpose internally and communicate externallySTEP 2: 
ALIGN

STEP 3: 
AMPLIFY

STEP : 
ANALYSE

Use PR to share your social purpose story

Measure your social impact & PR



STEP 1: 
ASSES
S

VALUES & SOCIAL PURPOSE

6. What big problem do 
you want to solve? 

3. What are your 
values? 

1. Why was the 
company originally 
founded?

4. What impact do you 
hope to make?

5. What are you most 
passionate about?

7. What is your heart 
calling you to do?

7. What functional and 
emotional benefits do 
you have?

9. What will the world 
look like once you fulfill 
your purpose?

2. What legacy do you 
want to leave behind?



STEP 1: 
ASSES
S

CHARITY PARTNER

6. Does this cause 
support your business 
goals?

3. What cause do your 
customers and staff 
care about?

1. What cause brings 
your values to life?

4. Is this something 
your competitors own?

5. Does the cause 
relate to core products 
and markets?

8. How big of a social 
problem is this?

7. Can this be 
supported long-term?

9. Is this cause a concern 
in the community you do 
business in?

2. What cause supports 
your business goals?



STEP 1: 
ASSES
S

PUBLIC RELATIONS & BRAND PERCEPTION   

Do you gain media 
exposure for your 
social purpose journey 

Do you share your 
values? Is the founder 
vocal?

PUBLIC RELATIONS BRAND PERCEPTION STAFF & CUSTOMER 
ENGAGEMENT 

How is your brand 
currently perceived?

Do customers know 
what you stand for?

Do staff know what you 
stand for?

Are you seen as socially 
& environmentally 
conscious?



STEP 2: 
ALIGN

We fill all your social purpose ‘gaps’ to either align you with the ideal cause or 
communicate your existing support internally and externally

CORPORATE 
SPONSORSHIP
Sponsoring an 
event

CAUSE RELATED 
MARKETING
Donation % of sales

SOCIALLY 
RESPONSIBLE 
BUSINESS 
PRACTICES

CORPORATE 
SOCIAL 
MARKETING
Raise awareness 
for issue

CORPORATE 
PHILANTHROPY
Make financial 
donation

STAFF ENGAGEMENT

COMMUNITY 
VOLUNTEERING

CEO 
ENGAGEMENT External

Internal & External

Internal

Integrate social purpose internally and share externally 



STEP 3: 
AMPLIFY

Use PR & social media to share your social purpose story 

Profile founder raising 
awareness

Share social purpose 
journey

Show social purpose 
impact 

Use your social purpose to 
guide your marketing 
activities

Raise awareness for 
cause issues

Share WHY you 
support cause

Profile founder to share 
values 

Involve your tribe 



STEP 3: 
AMPLIFY Media release 

Write op-ed 

Launch event / 
campaign 

Influencer marketing Enter awards

Write article 

Thought leader

‘Ride’ the news



STEP 4: 
ANALYS
E

Measure your social impact and 
PR exposure 



Key 
takeaways



www.socialmission.com.au
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