
The 
GiveBack 
economy
Social Responsibility Practices  

for Business and Nonprofit

Peter Miller and Carla Langhorst
Self-Counsel Press

(a division of)
International Self-Counsel Press Ltd.

Canada    USA



Copyright © 2017 by International Self-Counsel Press Ltd.

All rights reserved.

No part of this book may be reproduced or transmitted in any form by any 
means — graphic, electronic, or mechanical — without permission in writing 
from the publisher, except by a reviewer who may quote brief passages in a 
review. Any request for photocopying, scanning, or information storage and 
retrieval systems of any part of this book shall be directed to Access Copyright, 
the Canadian Copyright Licensing Agency. To make a transactional permis-
sion request please use the online Title Search & Permission tool found on the 
website www.accesscopyright.ca.

Self-Counsel Press acknowledges the financial support of the Government of 
Canada for our publishing activities.

Printed in Canada.

First edition: 2017

Library and Archives Canada Cataloguing in Publication

Miller, Peter (Peter Armour), 1942-, author

The giveback economy : social responsibility practices for business 
and nonprofit / Peter Miller and Carla Langhorst.

(Self-Counsel Press business series)

Issued in print and electronic formats.

ISBN 978-1-77040-294-2 (softcover).—ISBN 978-1-77040-486-1 (EPUB).—
ISBN 978-1-77040-487-8 (Kindle)

1. Social responsibility of business.  2. Nonprofit organizations.  I. 
Langhorst, Carla, author  II. Title.  III. Series: Self-Counsel business series 

HD60.M55 2017 658.4'08 C2017-904975-5
  C2017-904976-3

Self-Counsel Press
(a division of)

International Self-Counsel Press Ltd.

 Bellingham, WA North Vancouver, BC
 USA Canada



   iii

CONTENTS

1 ThE NEw ECONOmy IS hErE 1
1. What Are Social Innovation and Social Enterprise? 4

1.1 What is social innovation? 4
1.2 What is social enterprise? 5
1.3 How are the definitions different internationally? 6
1.4 Why is the definition of social enterprise important? 6

2 COrpOraTE SOCIal rESpONSIbIlITy fOr EvEryONE 9
1. Corporate Social Responsibility (CSR) 10

1.1 CSR for large businesses (multinational corporations) 12
1.2 CSR for small and medium businesses 14

2. How Does CSR Work in Business? 16
2.1 Sponsorship  16
2.2 Fundraising 16
2.3 Customer base 17
2.4 Employee base 17
2.5 Corporate foundations 18
2.6 In-kind support 18

3. Social Investment  19
4. How to Start CSR in Your Business  19

4.1 Pick your CSR team  20
4.2 Gather resources 20
4.3 Understand the issues 20
4.4 Learn about the organizations 20
4.5 Theory of change 21



iv   The Giveback Economy

4.6 Choose how to get involved 23
4.7 Communicate 23

5. CSR in Nonprofit and Social Enterprises 28
5.1 CSR steps for social innovation and social enterprise 29
5.2 The key: Recognition and thanks 30

6. Relationship Benefits for Nonprofits, Charities,  
 and Social Enterprise 31

3 yOur SOCIal IdEa 33
1. Can Your Idea Change the World? 33
2. Where Do These Ideas Come From? 35

2.1 Your life and personal experiences 35
2.2 Work experience 36
2.3 Your knowledge  36
2.4 Hobbies 37
2.5 New information 37
2.6 New technology 37
2.7 New research 38
2.8 Feedback 38
2.9 New marketplace 39

2.10  Clash of life and new information 39
3. Identifying the Problem: Social Issues and Concerns 41

3.1 Types of social challenges 41
3.2 How to know if it is really a problem 43

4. Can You Solve This for the People to Whom It Matters? 48
4.1 Clients 49
4.2 Volunteers and staff 49
4.3 Donors and foundations 50
4.4 Community partners and other stakeholders 50

5. Proof of Concept 50
5.1 Get volunteers 52
5.2 Get partners 52
5.3 Get donors or investors 52
5.4 Get clients 53

4 markETING yOur SOCIal INITIaTIvE 55
1. Marketing Mix (The 4 Ps of Marketing) 56
2. How Is Marketing Different for a Social Initiative? 57



contents   v

2.1 Marketing Partnerships for Social Enterprises  58
2.2 Product: Social initiative offerings  59
2.3 Programs 61
2.4 Memberships/subscriptions 61
2.5 Events 62

3. Price: Social Enterprise Revenue Generation Sources 62
3.1 Fee for service (or product) 63
3.2 Cooperative/membership 64
3.3 Cross-compensation (partially/ fully subsidized models) 64
3.4 Skills development 65
3.5 Market intermediary/broker 65
3.6 Marketing 66
3.7 Administration 66
3.8 Distribution networks 66
3.9 Relationships 67

3.10  Sponsorship or corporate social responsibility 67
3.11  Blended models 68

4. Place: Social Enterprise Distribution Models 69
4.1 Direct to client 70
4.2 Resellers/channel partners 70
4.3 Overseas partnerships 71
4.4 Online store/direct access using technology 71

5. Promotion of a Social Enterprise 72
5.1 Advertising  73
5.2 Public relations  76
5.3 Sales team and channel partner sales 78
5.4 Promotions of various types 79
5.5 Other Marketing Strategies 81

5 yOur TEam 87
1. Recruit Volunteers, Staff, and Everyone in Between 87
2. Define Roles, Recruit, Train, Retain, and Recognize! 88
3. Who Is Your Team? 89

3.1 Management and support team 89
3.2 Board of directors  91
3.3 Patrons 92
3.4 Volunteer board of advisors  93



vi   The Giveback Economy

3.5 Committees 96
3.6 Ambassadors and community teams 104
3.7 Peers 106
3.8 Mentors and/or coaches 106
3.9 Paid advisors 106

4. Recruitment  107
4.1 The job description 107
4.2 Recruiting the core group 108
4.3 External recruitment 109

5. Training 110
5.1 Orientation training 110
5.2 Ongoing training 111
5.3 Training methods 112

6. Retention 112
7. Recognition 113

6 hOw ThE OrGaNIzaTION wOrkS 115
1. Start-up Tasks 116

1.1 Step 1: Space needs assessment  116
1.2 Step 2: Find space 116
1.3 Step 3: Equipment 117
1.4 Step 4: Monthly expenses 118
1.5 Step 5: Organization registration 119
1.6 Step 6: Banking  120
1.7 Step 7: Marketing basics 120
1.8 Step 8: Selecting paid advisors 121

2. Day-to-Day Activities 122
2.1 Governance 122
2.2 Administration 123

3. Technology 124
3.1 Telephone system 124
3.2 Email 125
3.3 Software 126
3.4 Website/online store  127
3.5 Payroll and bookkeeping  128
3.6 Security 128



contents   vii

4. Periodic Tasks 129
4.1 Banking  129
4.2 Insurance  129
4.3 Accounting  129
4.4 Legal arrangements 130

5. Operations Guide 130

7 fINaNCE IN ThE SOCIal SECTOr 133
1. Nonprofits and Social Enterprises Are Businesses  
 in Many Ways 134
2. Making Profit in the Nonprofit World 135

2.1 Donations 136
2.2 Fundraising events 136
2.3 Sponsorships 137
2.4 Granting 137
2.5 Membership fees 138
2.6 Sale of product and services  139
2.7 Investment 139

3. Financial Planning 142
3.1 The financial plan  143

4. Financial Sourcing 144
4.1 Grants 144
4.2 Loans 145
4.3 Philanthropic angel investors/venture capitalists 145
4.4 Community bond 146
4.5 Crowdfunding online 146

5. Monitoring 147
5.1 Record keeping 147
5.2 Banking reports 147
5.3 Investor reports 147
5.4 Stakeholder reports 148

8 aCTIONS SpEak lOudEr ThaN wOrdS 149
1. Introduction to Action Plans 150
2. The Strategic Plan 151

2.1 The vision 151
2.2 The mission 155
2.3 The future of strategy  155



viii   The Giveback Economy

3. The Action Plan 156
3.1 Implementation plan 156

4. Measuring Results 158
4.1 Inputs 159
4.2 Outputs 159
4.3 Outcomes  160
4.4 Impact 160

5. Bringing It Together 161

CONCluSION: ThE fuTurE Of SOCIal ENTErprISE  
aNd SOCIal INNOvaTION 163

1. A Focus on Growth 165
2. Collaboration and Partnerships 165
3. Top of Mind Awareness in the Media and  
 Society As a Whole 165

dOwNlOad kIT 166

SamplES
 1 CSR Model — Policy, Processes, and Procedures 21
 2 Researching & Assessing Organizations to Work With 22
 3 Forms of Involvement 24
 4 Proposal Development 25
 5 Benefits 26
 6 Agenda & Discussion Plan 27
 7 Implementation Plan 27
 8 Problem & Solution(s) 30
 9 Round Table Agenda 46
 10 Proof of Concept 52
 11 Advisory Board Details 57
 12 Committees Details 97
 13 Orientation Training 112
 14 Soup Kitchen SWOT 157

TablES
 1 Marketing Mix Comparison 57
 2 Vision to Mission 155



   ix

Notice to ReadeRs

Laws are constantly changing. Every effort is made to keep this publi-
cation as current as possible. However, the authors, the publisher, and 
the vendor of this book make no representations or warranties regard-
ing the outcome or the use to which the information in this book is 
put and are not assuming any liability for any claims, losses, or dam-
ages arising out of the use of this book. The reader should not rely on 
the authors or the publisher of this book for any professional advice. 
Please be sure that you have the most recent edition. 
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dedicatioN

To all of the changemakers out there: The difference that you make is 
like an iceberg. The real impact that you make, you can’t see as it is 
below the surface. It is how you get others to carry on your work that 
is the real changemaking. 
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Chapter 1
The New eCoNomy Is here

The world is changing, for the better.

For thousands of years people have had to focus primarily on being 
self-serving for survival. What separates humans from other animals is 
the ability to choose the other’s best interests over their own. We are 
able to resist our natural instincts.

Throughout the years, institutions have been created to help those 
in need. In the Middle Ages, faith organizations took on this role, with 
religious orders looking after everything from orphanages and hospi-
tals, to feeding the poor. Along with faith organizations, in the late 
1800s and early 1900s, large institutional charities emerged including 
The Salvation Army, The Red Cross, and The United Way. In many ways, 
the entire nonprofit sector emerged during that period.

Recently, though, this ethos has permeated society. The number of 
nonprofits that have incorporated in the last few decades has skyrocketed 
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and continues to grow. This trend is expected to continue as the psy-
chographics of people today has changed. 

People want to make a difference. They want their lives to be 
meaningful. The new way to do this is to support a social cause.

Millennials are a huge part of this. The New York Times identified 
that millennials are more interested in making a difference, not just 
making money, and working for organizations that demonstrate com-
munity giveback strategies. Many are actively choosing employment 
within the nonprofit sector rather than a higher salary in the private 
sector (“More College Graduates Take Public Service Jobs,” The New 
York Times, March 1, 2011). As millennials continue to emerge as the 
generation with the largest consumer dollars and take over the work-
force, companies are seeing this as essential in terms of strategies in 
the giveback economy.

This is the emergence of true social justice rather than charity. Peo-
ple and organizations recognize the value and the relationship of giving 
versus what they get in return. Both sides are important for the give-
back economy to work. Just giving or just receiving is not sustainable.

At the same time, we are seeing that the old paradigms of “profit, 
profit, profit” are no longer working. A giving back social responsibility 
strategy is becoming a necessity.

With the ethos of society changing, there is a trend that people 
don’t want to just give their money when making a difference in the 
world, they want to be part of the change. A whole generation of youth 
wants to spend summers overseas helping to build schools in a develop-
ing country. People want to know more about how their donations are 
being used or are considering how to make an in-kind donation.

Volunteering is part of the high-school curriculum in many places. 
Beyond that, volunteering is considered an important thing to do dur-
ing postsecondary education and even after graduation to improve 
one’s résumé. 

People are, however, not giving as much when it comes to money. 
Historically, giving 10 percent of one’s income was a societal norm. It 
was ingrained in people to give during the weekly church service, or it 
was something that the neighbors would talk about. With the booming 
economy and the growing middle class during the 1900s, this was some-
thing that was achievable financially for the majority and it was driven 
through social pressures. 
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Today it is increasingly difficult for people to make the income nec-
essary to live the middle class lifestyle, so there are and will continue 
to be a decreasing number of people who can afford to give 10 percent 
of their income to help others and an increasing number of people who 
need support. 

Given the number of areas across North America which are not 
considered affordable, such as San Francisco, New York City, California, 
Vancouver, and Toronto, fewer people can afford to give money. The 
societal norms of giving are simply no longer normal.

Maybe part of the reason people are giving less money is that there 
are simply too many nonprofits using direct mail, and telemarketers 
that irritate consumers.

A social innovator with an idea can simply launch. There often 
might be a similar idea that is done in another part of the country, or 
even in a neighboring municipality, but there isn’t a driving need to 
identify this in advance.

Why isn’t the social innovator pausing to join or help expand an ex-
isting initiative? Most social innovators that launch an initiative are do-
ing it for a personal reason, they are extremely passionate about it, and 
it is tied to their core values. They believe in it so much that they want 
to take personal ownership over it. When they do their research and 
see a gap in a single marketplace, it is natural to simply launch their 
own organization. They might see that other organizations are doing 
something about the cause, but it might be difficult to partner with 
an existing organization due to the work in getting buy-in or even the 
openness to work together. Rather than attempting to jump through 
hoops working with an existing organization, they launch. 

Government social services no longer necessarily need to be run by 
a government organization or a nonprofit, and for-profits are entering 
the space and being awarded contracts to perform social services in a 
more cost-efficient manner.

For decades, for-profits have optimized their operations and min-
imized their costs, which has made them more cost effective (even 
when delivering a social service). Why would a government award a 
contract to an organization that costs more, is less value-focused, and 
without collecting taxes when compared to a highly efficient, value- 
adding, and taxable organization?
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Garbage pick-up in many urban centers, a central service, has been 
outsourced to for-profit organizations that can perform the function at 
a fraction of the cost of the government itself.

In healthcare where there are nonprofits that provide the basics 
of care, there are for-profit organizations that provide supplementary 
services including blood tests or the logistics of managing medical sup-
plies. In the United States, for-profit healthcare providers are often 
better managed and more efficient than their nonprofit counterparts.

As time goes by, more organizations are invited to provide social 
impact.

With all these changing paradigms, it becomes obvious that there 
is a need for something different. And along comes the emergence and 
increasing need for social innovation and social enterprise.

1. What Are Social Innovation and  
 Social Enterprise?
The definitions of social innovation and social enterprise are still in flux 
as this important sector continues to emerge. In general, people are 
beginning to agree that the two are related, but they are only loosely 
associated. 

Social innovation has a much wider scope than social enterprise. 
Almost anything that creates a social good that is a new idea can be 
considered social innovation. Meanwhile there are more specific defi-
nitions that are emerging for social enterprise, which we will discuss in 
a moment. Both are designed to make the world a better place.

1.1 What is social innovation?
With a wider scope than social enterprise, social innovation is all about 
ideas that make the world a better place by contributing to solving de-
fined problems. Social enterprise can be a tool to create social innova-
tion, but social innovation is possible without using a social enterprise 
model:

	 •	 This	could	be	ideas	for	a	nonprofit	or	charity.	Example:	An	exist-
ing newcomer facility that starts providing legal support in im-
migration law.

	 •	 It	could	be	ideas	in	a	for-profit	that	will	make	a	social	impact.	Ex-
ample: The Beer Store in Ontario starting to recycle its bottles.
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	 •	 It	 could	be	an	 individual	or	 community	group	 that	decides	 to	
launch	a	project	that	makes	a	social	impact.	Example:	A	neigh-
borhood garage sale that donates to a local charity.

It’s great that the definition of social innovation is so wide that it 
allows more people and organizations to get involved to make a differ-
ence. The problem is that sometimes the scope is so large people and 
organizations don’t know if it is actually a good fit for them. This may 
dissuade them from getting involved.

1.2 What is social enterprise?
Social enterprise has a narrow scope compared to social innovation 
with a lot of debate about what the final definition should be. Vari-
ous organizations are defining this differently based on the personal 
outcomes they would like to see from the emergence of this type of 
organization, so the definition continues to evolve:

	 •	 Social Enterprise Alliance (USA): “A social enterprise is an orga-
nization or initiative that marries the social mission of a non-
profit or government program with the market-driven approach 
of a business.”

	 •	 Social Enterprise Council of Canada: “A social enterprise is a 
nonprofit that provides a product or service to generate revenue 
for a further social impact.”

Doing the right thing is becoming a strategy that is supporting the 
giveback economy. Might Starbucks through its fair trade program, or 
Walmart through its active involvement in fundraising, be identified as 
social causes and considered by some definitions as social innovation 
or social enterprise? Should it matter about the definition if an organi-
zation is doing the right thing?

In a recent survey by the Canadian Federation of Independent Busi-
ness (CFIB), 99.3 percent of respondents indicated that they would like 
to give back to their communities in some way. People want to help 
each other and holistically want to make a difference in their world or 
community. They want to give back when they feel grateful for what 
they have. 

One remarkable story is of a homeless person in Calgary who was 
struggling to save money after starting his first job in seven years. He 
was only able to bathe once a week, he didn’t have a permanent resi-
dence, and the local church saved his money for him in a safe as he didn’t 
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have a bank account. When Fort McMurray’s Red Cross fund was estab-
lished, he was one of the first people to donate $40 from his savings. 
This is how 7 more than billion people can live on this earth together.

1.3 How are the definitions different internationally?
Social innovation and social enterprise are more advanced concepts 
in some parts of the world, with the United Kingdom leading the 
way	in	understanding	and	advancing	this	sector.	Social	Enterprise	UK	 
(socialenterprise.org.uk) states: “Social enterprises trade to tackle social 
problems, improve communities, people’s life chances, or the environ-
ment. They make their money from selling goods and services in the 
open market, but they reinvest their profits back into the business or 
the local community.” When they profit, society profits.

Social enterprises should — 

	 •	 have	a	clear	social	and/or	environmental	mission	set	out	in	their	
governing documents,

	 •	 generate	the	majority	of	their	income	through	trade,

	 •	 reinvest	the	majority	of	their	profits,

	 •	 be	autonomous	of	state,

	 •	 be	majority	controlled	in	the	interests	of	the	social	mission,	and

	 •	 be	accountable	and	transparent.

International definitions don’t tend to be the same and will mostly 
trend towards how the government has decided to prescribe its policies. 
Here is another example of how it is being defined, this time by South 
Africa’s	Bertha	Centre	for	Social	Innovation	and	Entrepreneurship:	

“A good legal form for a social enterprise is generally one that al-
lows it to combine multiple sources of capital, private and public, phil-
anthropic and commercial, in order to advance and scale the impact 
of the enterprise. While South Africa does not have a dedicated legal 
structure for social enterprises, the current structures allow for signifi-
cant flexibility.”

1.4 Why is the definition of social enterprise important?
The various definitions and how they are applied now and in the future 
will have several impacts on social enterprises. Internationally, social 
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enterprise is a movement that is happening so how the local govern-
ments handle it from place to place could be different.

1.4a Taxation 
The definition will impact sales tax, income tax, property tax, and po-
tentially other taxes by determining if social enterprises are exempt 
or if different tax levels will be created. For example, foundations are 
often required to have zero income each year (to balance the books 
to zero and not show a profit). Nonprofits are able to receive sales tax 
rebates. Churches are exempt from property taxes. 

1.4b Granting
Granting by government organizations and related organizations will 
be impacted by the structure of an organization. Many types of or-
ganizations are not eligible for specific types of grants. As grants are 
extended to social enterprise, a more clear definition will be required.

1.4c Financing
Financing by organizations have a similar need to define social enter-
prises. World Vision seeks to create a social finance fund and would 
need to be clear on its investment strategies. Some credit unions are 
partnering with foundations to provide a blended grant and loan fi-
nancing product that must be clear on eligibility requirements.

1.4d Government Request for Proposals (RFPs)
Requests for Proposals (RFPs) will increasingly be changing their eligi-
bility requirements but may add in new ways for social enterprises to 
be included. This could involve a certification program or some other 
way to distinguish a social enterprise organization. One emerging ex-
ample is Buy Social Canada or the Social Purchasing Project, that is 
qualifying social enterprise for municipal RFPs.

1.4e Government Policies
Government policies are always being adapted in order to encourage 
sectors that are deemed promising, critical, or in danger. With the 
emergence of social enterprise, future government policies are to be 
expected.
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The definitions of social enterprise and social innovation have im-
portance. However, at the end of the day, if everyone is trying to do 
good, this might not be worth arguing over.
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