“Purpose-driven movement” can sound like a big phrase in search of a definition. For a foundation, it has a
practical meaning: people and organizations working toward a shared change, over time, with a clear idea of what
they want to leave behind. That might mean supporting youth leadership, helping community groups influence

policy, or bringing useful expertise to a cause without taking over.

The distinction matters. A campaign can raise awareness for a moment; movement building aims to strengthen
the relationships, skills and public understanding that keep an issue in view after one announcement or event. It is
not simply a foundation'’s logo beside a good cause. It is a way to connect resources with people who are already

doing the work—and to make those resources serve a purpose beyond the foundation’s own visibility.

For companies and foundations considering this approach, a good starting question is not “How do we look like
we're part of a movement?” It is “What can we contribute, and how will the people closest to the issue shape the
work?” The answer should be specific enough to guide decisions, but flexible enough to grow as community needs

change.

What purpose-driven movement building looks like in practice

Movement building brings people together around a shared goal and helps them act on it. The work might
include funding, training, convening, communications, research or behind-the-scenes advice. Often, it involves
several of these at once. The important part is that each contribution connects to the goal rather than becoming a

standalone exercise in branding.

For foundations, this can mean moving beyond one-time grants toward sustained relationships. A funder may
provide multi-year support, make introductions, share communications expertise or help an organization navigate
a complex partnership. It may also create room for community members to set priorities and define what progress

should look like.

Companies can contribute in different ways: staff time, distribution channels, production support, technical
knowledge or access to audiences. Those contributions are most useful when they respond to a real need
identified by the people leading the work. A media company, for example, might help a nonprofit reach a new

audience—but the nonprofit should have a say in what gets told, who tells it and where it appears.

These contributions should not be confused with proof of success. A launch, a partnership announcement or a
large audience figure may tell you what happened, but not whether the work helped. A more grounded account
names the activity and its result: who received training, what resource was created, whether a group gained access

to a decision-maker, or what changed for the people the initiative was meant to serve.

Legacy as the organizing idea

Legacy is often framed as something a person or organization leaves behind. In movement building, it can be
more useful to treat legacy as a planning tool. It asks what should remain when a grant ends, a campaign
concludes or the original leaders step back. The answer might be a stronger network, a new generation of

advocates, a durable source of information or an organization with more capacity to lead on its own.

That perspective can help foundations make choices. If the goal is a lasting youth-led initiative, a short-term event
may be less valuable than mentoring, paid opportunities and consistent access to adult decision-makers. If a
community needs trustworthy information, a one-off awareness campaign may matter less than a resource that

remains available and is maintained over time.



Thinking about legacy also changes how partners define their roles. The funder is not necessarily the centre of the
story. Its contribution may be valuable precisely because it helps others take the lead. That can require patience:
building trust, listening before proposing a solution and accepting that the most meaningful outcome may not be
the most visible one.

Legacy+ means looking beyond the immediate handoff

The term “legacy+" can be used as a prompt to ask what a legacy needs in order to keep working. Money is one
part, but so are relationships, relevant knowledge, public attention and the ability to adapt. A project may leave

behind a toolkit, for instance, but that toolkit is more useful if people know where to find it, can understand it and

have a way to keep it current.

Rather than treating legacy as a final report at the end of an initiative, partners can build it into the work from the
beginning. They can ask who will maintain a resource, how emerging leaders will be supported, and what
knowledge should be shared between organizations. Those questions turn an abstract promise into practical

planning.

Youth activism: from being consulted to helping lead

Youth activism is a clear test of whether an initiative is serious about shared leadership. Young people may have
firsthand knowledge of issues affecting their schools, neighbourhoods or online communities. But inviting them to

speak is not the same as giving them influence over priorities, decisions and resources.

A purpose-driven approach might include paid youth advisory roles, training in communications or organizing,
and a defined route for young people’s recommendations to reach people with authority. It should also make
participation workable: clear expectations, accessible meeting times, appropriate support and an explanation of

what happened after young people contributed.

Foundations and companies should be careful not to treat youth participation as a photo opportunity or a
substitute for long-term investment. The practical questions are straightforward:

* Were young people involved early enough to shape the plan?



Were they compensated fairly for their time and expertise?

Could they influence decisions, or were they only asked to provide quotes?

Did the project explain how their input was used?

Will there be a next step for participants who want to stay involved?

These checks do not guarantee that every initiative will work. They do make it easier to spot the difference
between participation and shared power. They also help keep youth activism from being reduced to a

communications theme.

Behind-the-scenes advising can be real movement work

Not every contribution needs to be public. In some cases, the most useful role for a company or foundation is to
advise quietly, make a connection, help with planning or offer a skill the lead organization does not have in-house.
Behind-the-scenes support can help a small nonprofit prepare for a major partnership, strengthen its

communications process or clarify how it will evaluate a program.

That work should still have boundaries. Advisers need to understand who holds decision-making authority and
avoid turning support into control. A helpful partner asks what the organization needs, agrees on the scope and

respects the lead organization’s ownership of its strategy and relationships.

It is also worth making invisible work visible in the right way. A partner does not have to publicize every
conversation, but it should be possible to describe the contribution accurately when reporting to staff, boards or
funders. For example: “We helped the organization prepare a distribution plan for its new resource” is more useful

than a vague claim about creating broad impact.

Podcasting as a public-facing platform

Podcasting can give a purpose-driven initiative a place to explain an issue in more depth than a short social post
or campaign announcement allows. A well-planned series can share lived experience, document changes over time
and introduce listeners to people doing the work. It can also help a foundation or company communicate with an

audience that may not read its reports.

An iHeartMedia podcast partnership could be one option for distribution or production, depending on the goals
and terms of a specific project. It should be treated as a potential platform—not as evidence that a particular
partnership exists or that a show will automatically reach the right people. Before committing, partners should
agree on editorial responsibility, guest selection, accessibility, promotion and how listeners will be invited to take a

next step.

The strongest public-facing podcasts are not simply extended advertisements. They answer a question listeners
have, provide context and let people speak in their own voices. A foundation can support the production without

scripting every conclusion. A company can help with distribution without making itself the hero of every episode.

Podcast plans should also account for what happens after release. Will episodes remain available? Can transcripts
be provided? Will the material be shared with community partners who can use it? Is there a way to hear from

listeners? These details help turn a podcast from a launch moment into a more durable part of the project.

Publications, distribution and the role of media partners

Media organizations can help initiatives reach people through reporting, newsletters, magazines, social channels

and digital editions. Streets of Toronto and Post City Magazines, Inc. are examples of Toronto media names that



may be relevant to a local communications conversation. Any collaboration should begin with a clear
understanding of what is editorial coverage, what is paid or sponsored content, and who is responsible for the final

material.

That distinction protects both the audience and the partners. A newsroom’s editorial judgment is different from a
company’s campaign messaging, and sponsored material should be identified accordingly. A foundation should
not assume that funding guarantees coverage. A publisher should be able to explain the format, audience and

terms of any paid placement before a partner makes a commitment.

Issuu can be used as a link destination for digital editions when a publication or project makes its material available
there. A digital-editions link can make a magazine, report or collection easier to share, but partners should confirm
that the relevant edition is live, accessible and suitable for the intended audience. A link is a distribution tool, not a

substitute for a distribution plan.

PressWhizz may also come up in conversations about content or media outreach. Before engaging any service
provider, clarify the scope of work, what deliverables are included, who approves materials and how performance
will be assessed. The name of a platform or provider does not, on its own, establish what it costs or what results it

can deliver.

How to plan a movement-building initiative

A practical plan can help keep a purpose-driven effort focused without pretending to predict every outcome.
Foundations and companies can work through these steps with the organizations and communities closest to the

issue.

1. Name the change. Describe what should be different, for whom and within what period. Replace “raise
awareness” with a more precise objective, such as helping a defined audience find a resource or creating a

route for youth recommendations to reach a decision-making body.

2. Identify who leads. Map the organizations and people already working on the issue. Ask what role they want

a foundation or company to play before designing a campaign around them.

3. Choose the contribution. Decide whether the most useful support is funding, expertise, convening, media
distribution, production or something else. Avoid adding a public-facing component just because it is easy to

announce.

4. Agree on measures. Track activities and outcomes that match the goal. Examples include the number of
young people paid to advise, the length of funding commitments, the use of a shared resource or

documented opportunities for community leaders to influence decisions.
5. Plan for continuity. Decide who will maintain materials and relationships after the initial project ends. Include
this responsibility in the plan rather than leaving it to an assumed future partner.

6. Review and adjust. Set regular check-ins with the people leading the work. Share what is changing, what is

not working and what should be revised.

Be clear about cost and evidence

One common reporting mistake is filling in a price that is not actually documented. No prices were present in the
scraped article content. That means there is no reliable basis for stating a fee, sponsorship rate or package cost
here. Do not infer a price from a company name, a media placement or a familiar format; confirm costs directly

with the relevant provider and record what the quote includes.



The same discipline applies to claims about outcomes. If the streetsoftoronto available material does not establish
that a partnership happened, describe it as a possible approach, not a confirmed collaboration. If an article does

not give a date or result, do not supply one from assumption. This kind of careful language may seem modest, but

it is part of building public trust.

Question What to confirm Why it matters Is a partnership confirmed? Named parties, scope, timing and approval
from those involved Prevents a proposal from being described as an existing relationship What does an offer cost?
A current quote and a clear list of included services Avoids inventing prices that were not published or supplied
What changed? A dated, specific example linked to the initiative Replaces a broad “impact” claim with evidence
readers can assess Who shaped the work? Roles in planning, decision-making and review Shows whether

participation involved real influence

What a lasting movement can leave behind

Purpose-driven movement building is less about attaching an organization to a cause than about making a useful
contribution to work that can continue. For foundations, that may involve patient funding and support for
community leadership. For companies, it may mean lending expertise, production capacity or distribution without

taking over the story. For both, legacy is a way to ask what should endure—and who will carry it forward.

When youth have meaningful roles, behind-the-scenes advising respects the lead organization, and public
platforms serve the audience rather than the sponsor, the work becomes more than a campaign. Its value can be
described in concrete terms: a skill developed, a relationship strengthened, a resource kept available or a decision-
making opportunity opened. That is what makes a purpose-driven movement credible—and gives legacy a
practical meaning.
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