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1. Microentrepreneurs
Description:

Leaders of companies which have five or less employees, especially female, minority or economically disadvantaged entrepreneurs 
Motivation: 

Find timely business advice and benefit from the counsel of more experienced business people

Solve a pressing business problem

Meaningful use of their time (worth the investment)

Emotional – create a relationship with an experienced business person

Pragmatic – free business advice from an unbiased source.
Avoid -  “reinventing the wheel”


Most requested expertise: (based on Salesforce stats)


Goal setting/action plans



Developing a Financial Strategy



Accessing New Markets



Distributing Products/Services



Stabilizing cashflow


Industry Specific Help


Other expertise Microentrepreneurs look for:

Learning how to make business decisions

Getting a loan

Start-up issues

2. Mentors 


Description: 

Experienced people with business skills, especially women and baby-boomers
Motivation:  (top three messages: meaningful, convenient, pragmatic)
Find a place to share expertise and to contribute to the success of emerging entrepreneurs
Solve a pressing business problem

Meaningful use of their time/skills
Use of skills while unemployed (economic crisis)
Resume building (economic crisis)
Help rebuild the economy by helping small businesses (economic crisis)
Convenience – location independent, local or virtual, set your own hours

Emotional – create a relationship with an emerging microentrepreneur, altruism, sense of community, legacy, possibly reputation building

Pragmatic – avoid wasting time, reinventing the wheel, encourage distribution of lessons learned
Pay it Forward

Most offered expertise: (based on Salesforce stats)


Planning/Goal setting



Business Plan Development



Project Management



Employee Management



Marketing Strategy


Industry Specific Help

Other expertise Mentors stats:

Telemarketing – many mentors list this as a skill (211)

Opening new markets – few mentors list this as a skill (88)

MM could use more Mentors with expertise in:

Clothing/Jewelry/Accessories

Cosmetics/Hair/Beauty

Artisan/Craft Work

*female mentors


3. Affiliates

Description: 

A. Primary Affiliate: Organizations whose clients include microentrepreneurs
B. Dual Affiliate: Organization whose clients include microentrepreneurs and that also has a volunteer mentor pool available (like MCNW)

Motivation: 

Low or no cost business advising resource for microentrepreneur clients
Efficiency – affiliate saves time and money by leveraging the expertise of MM and adding mentoring to its service offerings
Ability to direct a client RE: solving a pressing business problem 
Clients (vs. the organization) take responsibility for mentoring relationship
Meaningful use of time – little time commitment required from Affiliate

Emotional – affiliate is able to offer services they otherwise wouldn’t be able to afford or which are outside of their core competency, trusts MM to take good care to their clients, maintains “ownership” of their clients

Pragmatic – expands their program offerings with little to no investment or risk, could potentially attract more clients based on expanded services, establishes potentially beneficial relationship with MicroMentor, provides meaningful volunteer opportunities if the affiliate is a dual affiliate like MCNW (dual meaning a source of entrepreneurs and a source of mentors)

Affiliate statement from fact sheet:

MicroMentor helps organizations expand and enhance mentoring and advising services for their clients, including support with program planning and management, and performance and outcomes measurement.

4. Corporations

Description: 

Organizations whose employees or members can provide MM with a (steady?) source of volunteer mentors.
Motivation: 

Meaningful volunteer opportunity
Low commitment of time/resources – online access with expectations outlined
National presence – no geographic restrictions or limitations

Mentors (vs. the organization) take responsibility for mentoring relationship

Meaningful use of time – little time commitment required from Providers
Emotional – provider is able to offer volunteer opportunities that leverage the skills of their employees/members and support economic development, adds meaning/value to participants professional and personal lives
Pragmatic – expands their volunteer offerings with little to no investment of risk, relatively easy way to help meet social responsibility goals, tracking and reporting support provided by MM (level of support TBD), skills based alternative to direct service (Habitat for Humanity being an example of direct service that is not skills based)

Additional info based on research by Jeff and Patrick:

The more compelling selling points to both IBM and Amex were:
a) MM has the potential to offer a skills-based employee volunteer opportunity to nearly any employee anywhere in the world
b) MM is a multi-faceted offering that can engage employees, consumers, and philanthropic constituents
c) MM is very flexible and can be customized and co-branded in any number of different ways (e.g., feeding opportunities into an employee intranet; producing a branded small business support or community engagement campaign either inside or outside the MM.org website, etc.)
d) MM has the potential to offer detailed activity and impact measurement and customized reporting
Employee Engagement: MM offers a virtual, skills-based, business-focused volunteer opportunity that can be customized to work in nearly any environment (e.g., hosted on the MM site, integrated with employee intranet or volunteer management system, etc.). In addition to the technology, the package includes program planning and management services, and impact measurement and reporting.
- Cause Marketing Channel: MM can power co-branded, consumer-facing campaigns that support entrepreneurs and/or engage skilled volunteers. This would most likely take the form of a sponsored entrepreneur network on MM (e.g., Green Business) or a wholly separate site.



5. Funders

Description: 

Organizations willing to fund MM activities and expansion.

Motivation: 

Support the growth and development of microenterprises

Meaningful investment that results in positive business outcomes
Emotional – funder is able to support the unique needs of microentrepreneurs, supporting microentrepreneurs has a positive, proven impact on communities  

Pragmatic – low cost per client, appropriate use of technology, measurable results based on advanced reporting tools & methods,
ROI, increased business revenue, increased employment, increased business survival rate, and increased household income

What kind of funders are most likely to be attracted to MM and why?


MicroMentor can appeal to a number of different funders including those who:

· support economic development in the U.S.

· support entrepreneur development

· focus on alleviating poverty

· use technology for social good

· support skills-based volunteering

· support international economic development and microfinance

In the past, our funding has come mostly from funders interested in economic development (specifically microenterprise development) on a national scale in the U.S.

Efficient Social Investment for Economic Development: MM's positive client outcomes and low costs-per-client make it an efficient and effective philanthropic investment in the area of community economic development.

*Advocates
It is important to attract business and nonprofit executives who are willing to champion our mission by encouraging their employees to volunteer and supporting their employees in their volunteer efforts. Attracting well known organization also increases the “bandwagon” effect. Organizations might include alumni associations, professional groups, corporations, and nonprofits, and especially retirees and baby boomers. Groups do not want to waste their time or risk endorsing a volunteer opportunity that is not meaningful and does not produce positive results. They expect support at the individual and group level. As they review volunteer opportunities to recommend; they are very sensitive about endorsing volunteer opportunities that benefit the volunteer and the recipient as well as associating their company's name and reputation with quality volunteer programs. 
