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Background Information
■ Founded
– 2003 in Melbourne, Australia
– 2011 Movember Canada receives official charity 

status (had been active in Canada since 2007)

■ Vision
– “To have an everlasting impact on the face of men’s 

health”

■ Mission
– No official mission, the following excerpt is extracted 

from the Movember website:

“The Movember Foundation is uniquely placed to 
address the crisis at a global level. We’re funding 
ground-breaking programs all over the world, 
engaging with men where they are, to understand 
what works best, and to help make change happen 
sooner.”

Adam Garone Travis Garone

Photo credit: http://www.smh.com.au/national/health/how-movember-
conquered-the-world-and-what-comes-next-20141021-119qoy.html



Positioning

■ “To be the Face of Men’s Health”
– The Movember Foundation believes that men are dying too young, 

and they will no longer take a back seat. Through global innovation 
and collaboration Movember looks to put an end to some of the 
biggest health issues facing men around the world. 

■ Approach 
– Have discussions that make people uncomfortable. 
– Find new ways to transform the health structures put in place to support men



Services Provided 

“Foundation” Influence:
–As a foundation, Movember does not do its own research, but looks to distribute donor 

income through various charitable partnerships and grants.  

Grant and Partnership Areas of Focus:
■ Prostate cancer
– Eg - Prostate Cancer Exercise and Metabolic Health Study (Effects of intense fitness)
■ Testicular cancer
– Eg - Testicular Cancer Translational Research Project (Understand biology of relapse) 
■ Mental health
– Eg – Mind The Heart Project (To prevent, detect early and treat mood disorders, anxiety, depression and post-

traumatic stress among men living with heart disease)



Services Provided 

Photo credit: https://ca.movember.com/  



Global Foundation Structure 

• Marketing is handled by individual arms of the Movember Foundation with 
strong emphasis on third party thrown events and social media presence. 



National and Local Structure 

Photo credit:  http://www.cbc.ca/strombo and 
cdn.movember.com/uploads/images  



National and Local Structure 

■ Movember Canada is comprised of approximately 27 employees, headquarters 
located in Toronto. 

■ Movember’s marketing strategy is shaped by community and corporate interaction, 
with little defined structure. 

– Eg. If something Movember Australia is doing is working well, the Global team will 
recommend the Canadian team copy Australia's tactics. 

■ Social media engagement and third party events are the current focus of Movember
Canada’s marketing strategy. 



Resource Allocation
• Employees 

• Full Time – 16 (2016)
• Part Time – 11 (2016)

• Compensation for all positions
• $1,392,407 (CAD)

• Total Revenue 
• $32,797,000 (2014)
• $23,439,000 (2015) 

• -28.53% from 2014
• $16,791,000 (2016)

• -28.36% from 2015
• -48.80% from 2014

Movember Canada 2015 Revenue Breakdown



Volunteers/Fundraising 
■ 2 ways to become involved with 

Movember Canada
1. Volunteer at third party events
2. Become a Mo Ambassador 

■ Sign up online

■ Start growing moustache 

■ Collect donations from your Mo Bro’s 
and Mo Sista’s

■ Donor funds are funneled directly to Mo 
Bro’s and Sista’s Photo credit: 

cdn.shutterstock.com/shutterstock/videos/8762893
/thumb/1.jpg?i10c 



Situation Analysis

■ Movember Canada has attempted to brand themselves as the face of Canadian 
men’s health, focusing their resources in 3 main areas: testicular cancer, prostate 
cancer and men’s mental health, the first two tend to be identified as male health 
issues, while the concern for men’s mental health is growing. This positioning 
allowed them to build strong relationships within Canada’s non-profit sector, and 
capitalize on an under tapped donation stream (young males). However, the growing 
scope of Movembers objectives, combined with the high turnover of social relevance 
in popular culture, has left many Canadians wondering what Movember now does.  



Market position

■ It is apparent in the imagery, branding and content displayed by Movember that 
they are looking to capture the fundraising potential of young, male professionals 
from the ages of 25-39. They have been quite successful at penetrating this 
market, and the results are apparent when comparing the social media account 
of Movember vs some of their competitors. 



Competition 

■ Canadian Men’s Health Foundation is Movember’s most 
established competitor.

– CMHF has looked to establish a men’s health week, an 
event that is going into its third year. 

■ Major brand and influencer partnerships
– Trevor Linden 
– Simon Whitfield
– Sun Life Financial
– Sportsnet
– Prime Minister Justin Trudeau

Photo credit: http://www.proteinatlas.org/learn/dictionary/cancer/testis+cancer+5 

Photo credit: https://menshealthfoundation.ca/



Justin Trudeau - Don’t Change Much

Competition 

Photo credit: https://menshealthfoundation.ca/



Communication 

YouTube:

■ 6,667 Subscribers
– Newest video is 2 months old, and very little posted in the last year. Most recent 

video’s focus on the stories of real Canadians, and the affects cancer had on their 
lives. 

– A few “promotional” videos, that are about a year old, which look to demonstrate 
the value of the Movember movement. 

Social Media



YouTube



Communication 

Facebook:

■ 66,495 followers

– Most active platform, seems to be good interaction between followers and website 
content

Social Media



Communication 

Instagram (Movember Foundation account, no 
Canadian specific account):

■ 78,200 Followers

■ 588 posts
– High quality content that is definitely relevant to the 

crowd it looks to interact with on Instagram, 
however not Canadian specific.

Twitter:

■ 19,500 followers

■ 5,527 total tweets

– Little to no activity in the last two months

LinkedIn:

■ 16, 543 Followers

– Worldwide account 

– Little content shared outside of November

Social Media



Fundraising 

There are 2 ways to donate to Movember:

■ Online, on the Movember website

■ To a volunteer fundraiser
– Fundraisers register on the Movember website, where their information is 

put into a database, so donors can search for specific people. 
– Movember has created brand associations within that community that 

allow them to leverage the imagery and social currency surrounding 
mustaches. These associations have allowed Movember to capitalize on 
word of mouth and social media within smaller communities.

– Movember fundraising occurs almost exclusively in the month of November.



Volunteer 

Movember Canada uses volunteers in 2 essential ways:

- Being event staff for the local events thrown across Canada.
- There is only three scheduled for this year, so this method only uses a small 

fraction of Movember’s volunteer man-power (human-power now?).

- Using volunteers as the face of Movembers cause and donation stream.

- Mo Bro’s and Mo Sista’s are recruited to accumulate donations, while 
growing their perspective facial hair. 

More than 115, 000 Canadians raised money in 2015 for Movember Canada. These 
115,000 Canadians work not only as fundraisers, but as brand ambassadors, and this 
structure allows Movember to reach Canadians in very personal ways.



Corporate partner
Movember foundation has partnered with companies such as EA Sports and Microsoft 

(Xbox) in order to increase brand awareness and reach its target market. Despite 
being a men’s brand, the foundation has done a great job working with sponsors to 
reach its tertiary target market, as shown below:

- Lululemon



SWOT Analysis
Strengths
• Recognizable brand name
• International organization
• Strong social media following
• Own month of November

Weaknesses
• Causes unclear
• Losing revenue/popularity
• Too closely associated with month of 

November
• Low social media activity

Opportunities
• Millennials earning and donating more
• Cause marketing partnerships
• Engage with secondary target markets
• Year-round programming

Threats
• Perception as a gimmick
• Competition
• Economic climate



Gap Identification

■ Marketing strategy:
– Common perception is that Movember is just a month-long event that happens once 

a year, even though the foundation operates year round.

– The foundation needs to close the gap between how the public perceives it and its 
own vision, mission, and values.

– Moving Movember beyond just November will encourage donors and prospective 
sponsors to support the foundation year-round.



Rationale

■ The majority of Movember’s revenue currently comes in the month of November

■ Organization does not run any of its own events, only lending its brand to third 
parties and collecting donations

■ The organization suffers from high brand recognition but low year-round 
engagement

■ Growing income levels for Millennials offers potential for growth due to alignment 
with existing target market



Objectives

1. Shift donations outside of November to constitute 50% of revenues

2. Own at least 4 events throughout the year, one for each quarter

3. Increase knowledge of the cause amongst people who are aware of the brand by 
50%

4. Increase donations by women to 30% over the next year



Target Market Profiles



Primary

Greg

27 years old

Recent university graduate

Working in financial services

Participated in Movember every year as a student

Supports the organization because he has friends and family 
affected by men’s health afflictions



Secondary

Dave

60 years old

Nearing retirement

Knows about Movember but has 
never participated, is unaware of its 
cause

Survived testicular cancer and has 
friends with testicular and prostate 
cancer



Nicole

28 years old

Working in Toronto and living with 
her boyfriend, Greg

Loves her dad, boyfriend, and all 
the other men in her life

Lost her uncle to prostate cancer

Understands the impact that men’s 
health afflictions can have on the 
whole community

Tertiary





The Big Idea

■ We recommend Movember Canada 
reposition their brand by changing their 
name to the “Mo Foundation”

■ It will be imperative to activate the new 
brand through year-round programming

■ It is important that the rebranded Mo 
Foundation does not lose the stake it 
currently has on the month of November

Photo: http://howtogrowamoustache.com/movember-
to-kill-the-stache/



Rationale

■ This repositioning will allow the brand to improve their reach and awareness, move 
away from the month of November, and retain current donors and attract new ones

■ The strategies we recommend include:
– Forming a cause marketing partnership with Sport Chek
– Creating their own events throughout the year 
– Stewardship with current donors and cultivation of new donors



Cause Marketing Partnership
■ The Mo Foundation should form a cause marketing partnership with Sport Chek

■ Official Mo Foundation merchandise can be sold in Sport Chek stores with a portion of the 
sales going back to the foundation

■ The Mo Foundations new live events can be sponsored by Sport Chek

■ It is still important that the Mo Foundation keeps a strong hold on the month of November 
so a transactional campaign should be run during this month where customers can add a 
donation to their purchase to be matched by Sport Chek

■ This partnership makes sense because there is overlap between primary target markets



Benefits to the Mo Foundation

■ The Mo Foundation can improve their brand 
awareness through the partnership with Sport 
Chek

■ Can rely on Sport Chek’s marketing power to 
raise awareness and interest in the new 
events

■ Provides the opportunity to receive in-kind 
donations from Sport Chek for equipment at 
the events

■ Can provide access to new audiences



Benefits to Sport Chek

■ Can help improve their brand perception by 
aligning with a well known cause

■ Can improve employee engagement through 
volunteering programs and help attract new 
employees

■ Introducing Mo Foundation apparel can drive 
increased sales

■ Can provide access to new audiences



Move Beyond November
■ Movember struggles with the perception that they only exist during the month of November

■ Currently all fundraising events in support of Movember are owned and operated by third parties

■ While third party fundraising events can help keep costs down, they run the risk of associating 
their brand with events they have no control over

■ Rely on third party events also prevents to leverage their sponsors to include them in their events

■ Creating their own events allows the Mo Foundation to build events from the group up and make 
changes based on what they learn in order to increase funds raised in subsequent years

■ Creating and owning their own events allows the Mo Foundation to activate their programming 
year round

■ Recommended events include:
– Mo’rathons - Runs in April and September
– Mo’Masters Tour – Cross-Canada golf tour (during Men’s Health Month)



Mo’rathons

■ The Mo Foundation should host two running 
events throughout the year

– One run in Toronto
– One run in Vancouver

■ Can include a peer-to-peer fundraising element 
in order to generate additional funds for the 
charity

■ Can rely on Sport Chek partnership in order to 
build awareness of the event and secure 
volunteers

■ Allows the foundation to reach all three of their 
target markets Photo credit : http://www.torontomarathon.com/



Mo’Masters Golf Tour

■ The Mo Foundation should create a cross-country golf 
tour during Men’s Health Month in June

– Allows them to activate the brand 6 months away from 
November

– First week of June – Vancouver
– Second week of June – Calgary
– Third week of June – Toronto
– Fourth week of June – Montreal
■ Allows Mo Foundation to build awareness for their cause

■ Allows them to reach both their primary and secondary 
target markets

■ Can again rely on partnership with Sport Chek to build 
awareness and secure volunteers for the event

Photo credit: http//:s-media-cache-
ak0.pinimg.com/564x/13/0b/30/130b30372fce7751c9fb8012a13a4a87.jpg 



Maintain and Cultivate 
Donor Base
■ Current donors need to be informed about the foundation’s 

rebranding

■ Reach out via an email campaign with monthly donors to 
explain the rebranding and the new direction of the foundation

■ Reach out on a personal level with major donors in order to 
provide a more personal in-depth explanation of the 
repositioning and how they can continue to help moving 
forward

■ Attract new donors through year round programming tailored 
to different markets

■ Can use celebrity ambassadors the foundation has worked 
with before to help disseminate the rebranding across social 
media

Photo 
credit:http://s736.photobucket.com/user/rvblogdesign
s/media/MustacheBash-37-1.jpg.html  



Budget and Forecasts
Revenues 2016 2017 2018

Donations $16,321,420.00 $19,585,704.00 $23,502,844.80 

Interest $617,370.00 $629,717.40 $642,311.75 

Corporate Sponsorship $469,174.00 $586,467.50 $733,084.38 

Ticket sales and Sales of goods $69,552.00 $139,104.00 $278,208.00 

Total $17,477,516.00 $20,940,992.90 $25,156,448.92 

Expenses

Program $18,444,797.00 $19,367,036.85 $20,335,388.69 

Fundraising $1,886,205.00 $1,980,515.25 $2,079,541.01 

Administration $1,189,306.00 $1,248,771.30 $1,311,209.87 

Foreign exchange gain $34,030.00 $25,000.00 $15,000.00

Total $21,486,278.00 $22,571,323.40 $23,711,139.57 

Net income (loss) $4,008,762.00 $1,630,330.50 $1,445,309.35




