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About klessi

� Marketing and communication boutique dedicated to
helping the social economy thrive

� Network of experienced professionals committed to
clients’ business success & social resultsclients’ business success & social results

� A company passionate about using ‘business for change’

www.klessi.com
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Social aims in context...

� What does it mean? 

� Why are we doing it? Is it about responsibility? 

� Business for social aims or social aims for 
business? 
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CSR in context…

� ‘Corporate Social Responsibility (CSR) is a form of 
corporate self-regulation’ 

� Corporations regularly use CSR as a marketing and/or 
brand enhancement tool…

� ..but the focus remains on maximising shareholder value 

Critics argue that CSR: 

� distracts from the fundamental economic role of businesses 

� It’s nothing more than window-dressing

� It’s an attempt to avoid governments’ watchdogs
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So why are you different..?

�You are different because social aims 
are central to what you do...

� ..It’s not really a marketing tool...
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So why should it become one?



Social Aims Business Product

Social Enterprise: current trend…
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What’s your focus?



What are we marketing?

�Product

�Business/brand�Business/brand

� Social cause
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What are we trying to achieve? 

� Sell more products

� Increase reputation � Increase reputation 

� Endorsement of cause 
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Let’s look at your product…

� Is your cause helping you to be more 
profitable?

�Would people buy your product less if you �Would people buy your product less if you 
did not talk about your cause? 

� Is your product not good enough? 
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Why does this matter…

� The strength of your business is your dedication 
to a cause and your potential to make a real 
impact, but...

� ...your cause will not help to make your business � ...your cause will not help to make your business 
more profitable: your products and services will 

� ...and if you are profitable, you will make a 
bigger difference...
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More profits mean more social change!



So is there an issue…?

Using your cause to push your products could:

� Drive focus away from the quality and strength of your 
product

� Drive focus away from customers’ needs, ultimately 
pushing them away

� Reduce your cause to a sale tool, thus undermining it 

� Restricting your market audience: not everybody 

empathises with your cause! 
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Why do you buy a product… (more 

than once!)

� Taste

� Look

Feel  
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� Feel  

� Price

� Ethical connections

Big Brand vs Social Enterprise 



So, going back to our original question…

� As a Social Enterprise you are in strong position. You 
are using the power of business to make real change 
happen

� …but in order to remain sustainable and able to further 
your cause, you must have a successful business

� A strong business, supported by a strong product will 
help to feed a strong cause… 

� ...so your focus should be on using marketing to gain a 
strong positioning and having a great, competitive 
product 

© Copyright 2009 by klessi limited

Your product is your best marketing tool!




