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9, 98-99; potential markets in,
12—-13; Safeway’s reverse lobby-
ing for, 127-131, 138, 140, 141,
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near-term solutions for, 125-126;
effectiveness of, 111-112; get-
ting to scale quickly, 124-125;
globalization and labor shortages,
116-117; investing in outcomes,
not partners for, 126; leveraging
core competency for, 121-122; phi-
lanthropy vs., 125; pitfalls with,
125-126; reverse-flow pipeline,
121; supporting development of
future employees, 112—113; taking
ownership of education problems,
111-112

Pork-barrel politics, 132-133

Porter, Michael, 79

227



228

Index

Power: corporate vs. governmental,
7-9; held by citizens vs. consumers,
9-10

PPPs. See Public-private partnerships

Prahalad, C.K., 55, 58

Procter & Gamble, 23, 87, 101-102,
105

Produce Marketing Association, 132

Profitability: backdoor market entry
and, 89-90; as corporate social
responsibility, 68—69

Proxies for measuring success, 172,
179

Public-private partnerships (PPPs):
about, 139, 182; Clinton Global
Initiative, 14, 80—81; extend-
ing into health fields, 39; Global
Impacting Investing Network, 6;
working with NGOs, 86-88

R

Rangan, V. Kasturi, 99

Redeploying core competency, 165

Reich, Robert, 9, 181-182

Reputation: meeting expectations of
social contract, 20-22; no longer
social driver, 15

Research: determining cuscomier’s
needs, 105; Tesco’s mari-et, 74—75;
understanding neels of submarket,
63-65

Responsibilities 6 business. See Cor-
porate social responsibility

Return on investment (ROI): get-
ting strategy to scale for, 124-125;
showing for pipelining talent,
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ing help to cover costs of social
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1-2; crises resetting economy, 3—5;
drivers of, 7-15; impact on busi-
ness, 15—16; important themes in,
176; rebooting socially responsible
investing, 178-180; size of, 5-7
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value to, 4; catalytic innovations
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36-37; emotive customer bonding
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with, 29-30; linking to financial
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