
Question: How can I 
harness 20+ years in 
the live events 
business for good?

(instead of abandoning it all 
and starting from scratch.)



What’s 
important 
to me

People


Teaching/Mentoring


Not being terrible


Understanding others


Authenticity


Vulnerability

Skills I 
already 
have

What I 
love to do

Ability to take complex 
topics and make them 
understandable and 
easily communicated


Basic Design Skills


General understanding 
of all aspects of the live 
events business


Deep understanding of 
content creation & 
technical design 


Ability to manage small 
teams and train 
individuals with no 
experience.

Adventure


Connect with people


Travel


Make things fun


Make fun things

What live 
events need

A backbone to say no to 
projects that don’t serve them 
or companies that don’t align 
with their values


Meaning and Purpose 


A way to sustainably produce 
events that have meaning


More focus on the message 


To create real connection


A focus on the people (both 
internal and external)


Clients to focus on their people


To give back to the community



Deep thought
What if…instead trying to change the industry by running my dad's company (not 
possible - the company is bankrupt and wasn’t going to change anyway) or working 
for his competitor any trying to change them (in progress- but is becoming clear no 
change will happen) I started my own company. 


It would be the company I always wanted my dad’s to be - a values-driven, human-
centered, socially conscious events/communications agency focused on people, 
process, communication and giving back.  



BRINGING OUT THE BEST IN EACH OTHER


YOUR PARTNER IN CONNECTION - IN WHATEVER FORM IT TAKES. 


BETTER MEETINGS |  BETTER RESULTS


CONNECTION IS GOOD FOR ALL OF US


SOLVING PROBLEMS THROUGH CONNECTION

KNEcT
Connection through 
Creative Communication

COMMUNICATION CONSULTANTS
CONNECTION CONSULTANTS

I don’t love 
THESE! I would 
love any ideas 
for company 

names!

Other ideas



Connecting humans 
while providing jobs 
and training to people 
in recovery.

THIS IS WHAT WE STAND FOR:



The opposite of 


is connection

We hire, train, and embrace people in 
recovery because we believe healthy 
connection is an important part of the 
healing process, and is important for 
all of us. 

addiction



CONNECTION is the key to

Everthing



WE CREATE CONNECTIONS*


Connection requires 3-way communication


Between you and your people


Between your people and your customers


Between our people and your people


Between your people


And back again.


THIS IS WHAT WE do:

*(Connections drive bold actions. Bold actions drive results)



By connecting with you 
to find the most 
effective way to 
communicate.


How do we do it?

Live Events


media


Video production


Communication


Gatherings


Presentation DESIGN


Speech coaching


Authentic Scriptwriting


Training development


Virtual gatherings


Virtual training


Individual COACHING for managers


Group connection coaching



What 
makes us 
different?



WE believe in 
the power of 
people. 

And we believe people working 
together is the most powerful of all. 

What makes us different?

OUR PEOPLE, YOUR PEOPLE, YOUR CUSTOMERS, AND ALL PEOPLE




WE ARE a 
certified 
b-corp

Certified B Corporations are leaders 
in the global movement for an 

inclusive, equitable, and regenerative 
economy. Unlike other certifications 
for businesses, B Lab is unique in its 

ability to measure a company’s entire 
social and environmental impact.

What makes us different?



WE DEVELOP 
GREAT TEAMS

Our people are in it together. 

Your success is their success, their 

success is each others success. We all 
succeed together, not separately. We do 

whatever it takes to build communication, 
teamwork and  collaboration .  

What makes us different?



Our teams 
are more 
creative

Better ideas come from a strong teams. Ideas don’t 
grow on trees, but we use a variety of methods for our 

strong teams to  create great ideas. 

All of us are better, more creative, more powerful than 

any one of us. (That goes for your team too)

What makes us different?



Our people 
are our #1 
priority

We take great care of them so they can 
take care of you. Everyone wins. (Let’s 

order a pizza to celebrate).

What makes us different?



WE THINK 
INSIDE THE 
BOX

Anyone can think outside the box. We think 
inside the box. The box is the needs of your 

audience, the needs of the planet, and the 
needs of your organization and ours. There are 

endless possibilities in the box, and we’ll help 
you find the right one.  

What makes us different?



We’re not 
going to sugar 
coat it

You’re hiring us to help you find the best 
solution. We’re usually full of positivity and 

rainbows, but we’re not afraid to tell you how we 
really feel, and how decisions will affect your 

ability to connect with your audience. 

What makes us different?



We value 
transparency

That’s what connection is. Transparency 
between you and us, transparency between us 

and our employees and we hope to help you be 
transparent with your people. 

What makes us different?



We leave 
communities 
better than we 
found them

We don’t show up, have an event, drop our garbage in the 
dumpster and leave.  We donate everything we can to the 

community, create as little waste as possible, and donate a 
percentage of the program to the community before we go. 

Every. Single. Time. 

What makes us different?



We are not right for 
everyone. And we’re 
ok with that. 
BUT IF we CHOOSE EACH 
OTHER, WE’LL MAKE MAGIC 
together.

THE TRUTH IS…



Key Stakeholders
WHO ARE THE PEOPLE THAT YOU HOPE TO SERVE? WHO ARE THE 
PEOPLE WHO WILL PAY FOR YOUR PRODUCTS & SERVICES? WHO ARE 
YOUR MOST IMPORTANT FUNDERS?

• People in recovery


• Other people in need of 
connection/community 
(Elderly people? 
Refugees? Recent 
immigrants?)

BENEFICIARIES CUSTOMERS

• Values-based 
businesses of all sizes


• Small to medium 
businesses looking to 
foster internal or 
external connection

FUNDING STAKEHOLDERS



SOCIAL VALUE PROP
HOW WILL YOU CREATE VALUE FOR YOUR BENEFICIARIES, CUSTOMERS 
AND FUNDING STAKEHOLDERS, THROUGH YOUR SOCIAL PROGRAMS, OR 
YOUR PRODUCTS OR SERVICES?

• Job training


• Fair Wage


• Being part of a 
community


• Social network of people 
in the program after they 
move on. 

BENEFICIARIES CUSTOMERS

• Creative services


• Event services


• Training / Coaching


• Network?

FUNDING STAKEHOLDERS



Social Impact 
Measurement Strategy
WHAT WILL YOU MEASURE TO KNOW YOU ARE ACHIEVING YOUR 
SOCIAL MISSION?

• The number of people in recovery that train with the company and either continue or move 
into other jobs. 


•



CHANNELS
HOW WILL YOUR BENEFICIARIES & CUSTOMERS RECEIVE YOUR 
PROGRAMS, PRODUCTS & SERVICES?

• Relationships with sober 
houses, and recovery centers 
for referrals of people that 
would be good candidates


• AA/NA meetings


• The internet

BENEFICIARIES CUSTOMERS

• Word of mouth


• Previous client relationships


• B-corp message boards


• Freelancer relationships and referrals 


• Speaking engagements


• Networking events


• The internet



RELATIONSHIPS
HOW WILL YOU REACH OUT AND COMMUNICATE WITH YOUR 
BENEFICIARIES, CUSTOMERS, AND FUNDING STAKEHOLDERS 
ON A REGULAR AND ONGOING BASIS?

BENEFICIARIES CUSTOMERS FUNDING STAKEHOLDERS



Key Delivery Partners
WHO ARE THE PARTNERS YOU NEED TO HELP YOU DELIVER YOUR

SOCIAL VALUE PROPOSITION?

SOCIAL PROGRAMS
SOCIAL BUSINESS:

PRODUCTS & SERVICES

• Financial partner


• A/V Vendors



Key Activities
WHAT ARE THE CRITICAL ACTIVITIES YOU NEED TO CARRY OUT FOR 
YOUR SOCIAL PROGRAMS, OR PRODUCTS AND SERVICES?

• Training programs


• Mentorship

SOCIAL PROGRAMS
SOCIAL BUSINESS:

PRODUCTS & SERVICES



Key Resources
WHAT ARE THE KEY RESOURCES THAT YOU WILL NEED TO DELIVER 
YOUR SOCIAL PROGRAMS, AND PRODUCTS & SERVICES?

SOCIAL PROGRAMS
SOCIAL BUSINESS:

PRODUCTS & SERVICES



Competitors & 
Coopetition
WHAT ORGANIZATIONS ARE WORKING TOWARDS A SIMILAR 
SOCIAL MISSION TO YOU? WITH SIMILAR BENEFICIARIES, 
CUSTOMERS & FUNDERS? IS THERE AN OPPORTUNITY TO 
COOPERATE WITH COMPETITORS ON ASPECTS OF YOUR WORK?



Macro-Environment/ 
PESTEL
WHAT CHANGES IN THE EXTERNAL ENVIRONMENT DO YOU 
NEED TO BE AWARE OF? POLITICAL, ECONOMIC, SOCIAL, 
TECHNOLOGICAL, ENVIRONMENTAL, AND LEGAL CHANGES 
THAT YOU SHOULD SEE COMING ON THE HORIZON?



Revenue: Funding (grants/
donations/awards) & Tradable 
Income, etc.
CAN YOU PROVIDE AN OVERVIEW OF 
THE INCOME YOU WILL HAVE FOR YOUR 
SOCIAL BUSINESS? WHAT PERCENTAGE 
OF YOUR INCOME WILL BE FROM 
GRANTS, AWARDS, OR DONATIONS? 
WHAT PERCENTAGE OF YOUR INCOME 
WILL COME FROM CONTRACTS & 
TRADABLE INCOME?

PRODUCTS AND SERVICES

SPONSORSHIP
DONATIONS

GRANTS



Costs - Programs, Products/
Services, Fundraising, etc.

CAN YOU ESTIMATE THE OVERALL 
COSTS YOU WILL INCUR DELIVERING 
YOUR PROGRAMS, PRODUCTS AND 
SERVICES?


REMEMBER TO INCLUDE COSTS LIKE 
RECRUITING & TRAINING VOLUNTEERS, 
FUNDRAISING COSTS, NETWORKING, 
ETC.

OTHER

MARKETING
PRODUCTS/SERVICES

SOCIAL PROGRAMS



Surplus - Reinvestment / 
Donation, etc.
HOW WILL YOU DISTRIBUTE ANY PROFITS THAT YOU GENERATE, 
ONCE YOU'VE COVERED YOUR COSTS?



Notepad 



LEAN INTO 

THE WARM FUZZIES, 
straightforward language, 
transparency, heart


LEAN AWAY FROM 

snark, ego 



People over profit


Authenticity and 
accountability


Transparency and partnership

VALUES



DIALOGUE

DUOLOGUE

Compassionate

Authentic

COMMUNICATION

CONVERSATION

Values-driven

Human-centric

2-way communication



How do we apply creative 
leadership to not just our 
Organization but to our 
clients? 


We are leading by example. 
we help our clients to do 
the same.   


