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both required for successful,
18; product or service develop-
ment for, 87-97; scaling back
or shutting down the, 227-240;
TROSA case study on creat-
ing and running, 4-12. See also
Social enterprises

SS: description of, 177; process of
using, 179

Staff: guiding principles on, 20t;
performance measurement sys-
tem role of, 153—154, 160;
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performance reviews of, 164—165;
product/service development
and minimized displacement of,
95; social venture failures and,
237-238

Staff-board alignment: assessing
organizational capacity for,
51-56; Entrepreneurial Cul-
ture Pop Quiz for engaging,
53, 54e—55¢; looking for unex-
pected opportunities for, 50—51;
marketing the idea of, 61-63;
taking an adventurous approach
to, 63—64

Stakeholders: leadership succes-
sion and communication with
key, 223-224; product/service
development and buy-in of, 91;
product/service development
tied to needs of, 93—94; social
venture failures and, 237

Start-up/seed stage: challeniges
during, 70-71; description of,
68; equity capital sources dur-
ing, 71-73; funding to financing
continuum during, 70fig

Succession. See Leadership succes-
sion

Surveys: customer feedback, 143;
performance, 159

Survival/establishment stage: cap-
ital needs and sources during,
74-75; challenges during the,
74; description of, 68—69;
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funding to financing continuum
during, 70fig

Sweet Roots, Inc., 183

Swift, J., 48

T

Target beneficiary, 36

Target market, 114

Taylor, C., 107

Technology: GEFN (Good Enough,
for Now) approach to using,
141, 145, 147; MicsionFish’s
innovative u<e of, 135—-147;
organizational capacity for,
41-42: Web-based CRM
(Customer Relationship Man-
agement), 137

‘1echnology service lessons: 1:
don’t go it alone, 136—139;
2: make your service
convenient and relevant,
39-140; 3: focus on “what” and
not “how,” 140—142;
4: ask your customers what they
want, 142—144; 5: trust the data
and make the change,
144-146

Tipping point, 107

Toyota Production System, 171,
174

Tracking spreadsheets, 159

Transforming Cities through Civic
Entrepreneurs (Harvard
University), 26, 182—183



TROSA (Triangle Residential

Options for Substance Abusers)

case study: background infor-

&

Vehicles for Change (VFC):
advantageous use of news media
by, 104—105; advertising to gen-

mation on, 4-6, 16; double-edged erate car donations by, 102;

sword of public perceptions

building business on exem-

during, 11-12; identifying what plary service, 112—118; creative

customers value the most dur-

marketing by, 105-107; donor

ing, 9; moving operations during, base study (2005) by, 102—103;

7-8; public perception shaped

image created by, 100-101;

by social venture during, 10-11; important customer service

using TROSA Moving to build
used furniture business during
the, 8-9

Twin Cities Community Gospel
Choir, 25

U

Under Armour, 107

U.S. Department of Housing and
Urban Development, 83

U.S. News & World Report
America’s Best leaders list, 27

U.S. Small Business
Administratior, 45, 65, 87,
151, 168

Usability testing, 143

\Y

Value addition: board role in,
195-196; shared CEO-board
leadership for, 196

Value-stream mapping: descrip-
tion of, 176; process of using,
177-178

lessons learned by, 118—120;
optimum advertising campaign
created by, 183-104; partner-
ship in.marketing approach
by, 106-107. See also Freedom
Wheels

Veiiture capital investors, 72, 96

Vision: of CEiS (Community
Enterprise in Scotland), 241; of
Goodwill Industries, 205; never
compromise on, 208-209. See
also Mission

w

Wages guiding principle,
20t

Wall Street Journal, 100

Walls, J., Jr., 17, 25-26, 169,
182

Waste not concept: as Lean man-
ufacturing core principle, 172;
seven kinds of waste to avoid,
174t

Web 3.0, 139
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Web-based CRM (Customer
Relationship Management),
137

Web-based questionnaires, 159

Whole numbers performance
data, 157

“Widgets” buzzword, 142

Wolk, A., 27, 45, 149, 168

Womack, J. P., 171, 172, 174

Workforce development, 125-126

Working capital, 82
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WWBIC (Wisconsin Women’s
Business Initiative Corpora-
tion): background information
on, 48—49, 64, 65; moving
toward staff-led model, 56—58;
small business development
mission of, 52. See also CWAC
(Coffee With A Conscience)

Y
Yunus, M., 27
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