
FROM MESSAGE TO 
MOVEMENT: 
BUILDING BOLD 
CAMPAIGNS ON A 
BUDGET



ABOUT



SET YOU UP
FOR SUCCESS

HELP CREATE 
CONTENT

ONGOING REVIEW, 
OPTIMISATION AND 
ACCOUNTABILITY



HOUSEKEEPING
Rename yourselves on zoom according to your company
(Name, company)
 

E.g. Coco, Social Change Nest

Take pictures / screenshots and please post!



THE NEXT 2 HOURS
Intro- 5 mins

The challenges – 5 mins

How to grow your movement, amplify your impact, and 
build lasting change- 1 hour 30 minutes (5 minute break)

Actions – 10 mins



My aim is for you to leave inspired to effectively 
communicate on a consistent basis. 



HOW DO YOU USE COMMUNICATIONS TO GROW YOUR 
MOVEMENT, AMPLIFY YOUR IMPACT, AND BUILD 

LASTING CHANGE?



 BE INTERESTING



“Great communities don't 
form around products—they 
form around shared values. 
If you want loyalty, start with 
belonging.”

— Charles Vogl, Author of “The Art of 
Community”

“People don’t buy what you 
do, they buy why you do it. 
And what you do simply 
proves what you believe.”

— Simon Sinek, Author of “Start With 
Why”



Your audiences life

That thing 
you do





Call to action



 

55% of people who engage with nonprofits on social media go on to take meaningful action—whether donating, signing a petition, or 

volunteering.

(Source: Nonprofit Source)

Charities that consistently post with a clear content strategy see up to 3x more engagement than those posting irregularly.

(Source: M+R Benchmarks Report)

43% of people attend or participate in charitable events in their community because they saw them promoted on social media.

(Source: HubSpot)

Organisations that invest in communications and storytelling are more likely to attract new funders, partners, and members—even 

if their budgets are small.

(Source: Stanford Social Innovation Review)

Supporters are 5x more likely to donate when they feel emotionally connected to a cause through storytelling, imagery, or 

behind-the-scenes posts.

(Source: Network for Good)

Email, WhatsApp groups, and social media remain the top three channels for mobilising communities, especially during campaigns 

or moments of crisis.



COMMUNICATION   
CHANNELS



THE CHALLENGES



WHAT ARE YOUR 
BIGGEST 
COMMUNICATION 
CHALLENGES? ?



THE 4 MAIN 
CHALLENGES

Unsure why, what 
and how to communicate 

with your audience

Risk (e.g. safeguarding)

Too time 
consuming

Not seeing results



SMALL ACTIONS 
BECOME BIG 

RESULTS



THE 4 MAIN 
CHALLENGES

Unsure why, what 
and how to communicate 

with your audience

Risk (e.g. safeguarding)

Too time 
consuming

Not seeing results



HOW TO BE 
INTERESTING

(AND INCREASE THE IMPACT OF 
YOUR COMMUNICATIONS)

PLAN

BE CREATIVE
SCHEDULE

ENGAGE

LEARN



PLA
N



Give me 6 hours to chop down 
a tree and I will spend the first 
4 sharpening the axe.
-Abraham Lincoln



CHOOSE 2
COMMUNICATION CHANNELS



WHAT IS YOUR 
OBJECTIVE?



Increase donations

Connect with possible partners

Build awareness

Retain members

Improve sentiment

Attract new funding 

Increase volunteers

Promote an event

Drive traffic to open collective page



WHO IS YOUR 
TARGET AUDIENCE?



What is the main challenge, 
need, or mindset of the people 

you're trying to reach—whether 
that's the community you 

support, potential donors, or 
wider campaign audiences?



THE 4 MAIN 
CHALLENGES

Unsure why, what 
and how to communicate 

with your audience

Risk (e.g. safeguarding)

Too time 
consuming

Not seeing results



Our audience’
main challenge, need, or mindset is…



So we communicate about 
how we can help…

Our audience’
main challenge, need, or mindset is…



THE COMMUNICATION TYPES

INSPIRATIONAL EDUCATIONAL ENTERTAININGATTENTION 
SEEKING



WHAT IS YOUR TONE 
OF VOICE



MAGICIAN
Bringing peoples wildest dreams 

to life

HERO
Inspire people to be all they can 

be

EVERYMAN
No glitz or glamour, just a 

reliable product that gets the 
job done

SPECIAL 
MOMENTS

Wants you to associate them with 
special moments in your life

CREATOR
Makes things of enduring value- 

building the perfect product

CAREGIVER
There for you and the people 

you love

EXPLORER
Explorer brands want to get 

you outside

WISE
Help people to better 

understand the world, provide 
practical information and 

analysis

INNOCENT
Happy and friendly

OUTLAW
Break the rules and disrupt

SILLY
Make you smile with 

light-hearted fun

LONGEVITY
Perceived as high-quality and 

having a clear long term 
reputation

BRAND IDENTITY - YOUR CHARACTER TRAITS



MAGICIAN
Bringing peoples wildest dreams 

to life

HERO
Inspire people to be all they can 

be

EVERYMAN
No glitz or glamour, just a 

reliable product that gets the 
job done

SPECIAL 
MOMENTS

Wants you to associate them with 
special moments in your life

CREATOR
Makes things of enduring value- 

building the perfect product

CAREGIVER
There for you and the people 

you love

EXPLORER
Explorer brands want to get 

you outside

WISE
Help people to better 

understand the world, provide 
practical information and 

analysis

INNOCENT
Happy and friendly

OUTLAW
Break the rules and disrupt

SILLY
Make you smile with 

light-hearted fun

RULER
Perceived as high-quality and 

expensive



BE CREATIVE



CURATE CREATE COLLABORATE



WHAT CREATIVE 
TACTICS HAVE YOU 

USED?



CURATE CREATE COLLABORATE



CREATE



RECOMMENDE
D READING



RECOMMENDE
D READING



TALK ABOUT 
WHAT YOU DO



STATISTICS



ANALOGIES



THANK YOUS



ACTIONING 
RESEARCH AND 

ASKING FOR 
COMMUNITY 

SUPPORT



EASY TO 
ACTION TIPS



INFOGRAPHICS/
ONE PAGER



CREATE 
EMPATHY



PLEDGES/
CHALLENGES



STORIES (WITH 
PERMISSION)



RESOURCES 
AND 

POSITIONING 
AROUND WHAT 

YOU DO



GIVEAWAY



SIMPLE 
EYE-CATCHING 
VISUALS AND 

POWER 
STATEMENTS



BEHIND THE 
SCENES



WEEKLY CONTENT 
COMMITMENTS



CALLS TO 
ACTION



EVENTS



HAVE A POINT 
OF VIEW



POSITIVE 
SOCIAL PROOF



THE CURSE OF 
KNOWLEDGE



IF I HAD MORE TIME
I WOULD HAVE WRITTEN 
YOU A SHORTER LETTER 



CREATE PILLAR 
CONTENT 



Image

Meme

Image

Quote

Short 
video

Quote

Short 
video

Image

Graphic

ArticleImage

Quote

GraphicShort 
video

CREATE PILLAR 
CONTENT 







CURATE



CURATE



NEWS WITH 
YOUR OWN 
OPINION



EMAIL / 
WHATSAPP

SAVE 
BUTTONS BOOKMARKS



WHAT DON’T 
YOU DO & SAY



COLLABORATE



Podcasts Interviews / 
Local NewsReports Events



LIVE 
INTERVIEWS



SCHEDULE



DAILY WEEKLY MONTHLY



1 day



1 day
1 week



1 day

1 month

1 week



1 day

1 month

1 week

1 year



TASK
DAILY. WEEKLY. MONTHLY. 



____________ COMMUNICATION TASKS

DAILY WEEKLY MONTHLY



ENGAGE



COMMUNICATION



COMMUNITY



It is a 
dinner 
party



LEARN



WHAT YOU CAN MEASURE



WHAT YOU  SHOULD  MEASURE



HOW TO BE 
INTERESTING

(AND INCREASE THE IMPACT OF 
YOUR COMMUNICATIONS)

PLAN

BE CREATIVE
SCHEDULE

ENGAGE

LEARN



HOW TO BE 
INTERESTING

(AND INCREASE THE IMPACT OF 
YOUR COMMUNICATIONS)

PLAN

BE CREATIVE
SCHEDULE

ENGAGE

LEARN



TEST & LEARN
TEST & LEARN
TEST & LEARN
TEST & LEARN
TEST & LEARN
TEST & LEARN
TEST & LEARN



ACTION POINTS



FIND A 
PROCESS , 
AND STYLE 
THAT SUITS YOU





____________ COMMUNICATIONS PLAN

Our audience is

The communications 
channels we use are

Their challenge, need, 
or mindset is

So we talk about 
how we

Our tone of voice is

We don’t talk about

Our objective



____________ COMMUNICATIONS PLAN

Our audience is

Their challenge, need, 
or mindset is

So we talk about 
how we

Our tone of voice is

We don’t talk about

Our objective

HAVE A ROSTER OF, AND SUPPORT UPCOMING TALENTED MUSICIANS

OUTLAW

THE SPECIFIC BACKGROUND OF THE MUSICIANS, CALLING OUT SPECIFIC RECORD LABELS 

MUSIC LOVERS

FACEBOOK & EMAIL

WANT TO SUPPORT UPCOMING TALENTED MUSICIANS

INCREASE DONATIONS

The communications 
channels we use are



COMMS LAB with JAMES

Session 1: Review Your Communications Plan
Co-working session to revisit the audience, objectives, tone of voice, challenges, and 
channel mix.

Session 2: Building a Strong Brand for Trust, Engagement & Funding
Focus: Brand values, identity, and how a clear brand builds credibility with communities 
and funders.

Session 3: Campaigning on a Budget – Crowdfunding & Calls to Action
Focus: How to use low-cost tools and storytelling to drive action—especially donations and 
community involvement.

Session 4: Content that Connects – Creating & Scheduling for Impact
Focus: How to work smarter (not harder) with content. Planning, batching, storytelling & 
visual tactics.



Register for our 
Comms Lab



?QUESTIONS   



Please take a few minutes to 
provide us with feedback (we’ll 
drop the link in the chat)




