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measurement, 47–50; relevancy of
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132–133; improving, 133–136
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buyer’s success, 150–151; need for
credible, 54–55; Return on Collab-
oration, 126–127, 135–136; using
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including in business case, 168
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Nonprofit Integrity Act, 36
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competitors and customers for,
18; accepting donor motivations,
23–24; accountability and trans-
parency in, 34–35; activities vs.
outcomes in, 50–54; aiming at
less ambitious outcomes, 141;
applying impact selling to all,
185–187; available dollars in mar-
kets for, 17–18; becoming social
entrepreneurs, 21–22, 23; compet-
ing for resources, 177–181; con-
ventional marketing for, 87; costs
for solicitations, 80–82; covering
operating costs, 187–188; creat-
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outcome, 109; data for practical
measurement in, 55–56; demon-
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from supply and demand, 19; eco-
nomic incentives of, 84; engaging
stakeholders, 60–69; evaluating
programs vs. measuring perfor-
mance, 47–50; expecting return
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value of programs, 140–141; fear
of selling out, 184–185; finding
beneficiaries that can pay, 114;
generating revenues, 178–179;
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ing project money, 165–166;
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others, 140–141; placing value on
social outcomes, 5; presenting data
with impact, 72–76; prioritizing
and defining outcomes, 70–72;
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measuring organization’s, 28–29;
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of, 37–39; evaluating programs vs.
measuring, 47–50; higher demand
for nonprofit, 22; including in busi-
ness case, 168; measuring impact
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profit organizations
Philanthropy: accountability in,

19–20; characteristics of, 82–83;
dollars available for, 17–18;
expressing values via, 3, 82; plea-
sure associated with, 3–4, 83;
questions about new methods of,
183–188; voluntary nature of, 3.
See also Psychic benefits
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stakeholders to reduce, 110;
improving service delivery to
combat, 122–124; increasing
recipient’s financial self-sufficiency,
119–122; measuring impact of
outcomes in area of, 107
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(Goldsmith), 139–140
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Procter & Gamble, 116
Program evaluation, 48–50
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linked to, 89; giving for, 2, 4–5,
44–45; offering value beyond,
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support, 186
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Res ipsa loquitor, 49
Return on investment (ROI)

outcomes: about, 117–118;
example of, 125–127; impact of
Return on Collaboration metric,
126–127, 135–136; improving
value using, 136; social return on
investment and, 24–25. See also
Outcomes

Reverse value propositions, 158–159
Robin Hood Foundation (RHF),

107, 118
Rockefeller Foundation, 11

Ronald McDonald House Charities
(RMHC): connecting franchise
owners with impact of, 68–69;
identifying outcomes from stake-
holder feedback, 70–72; leveraging
upstream consumers, 94–95; map-
ping stakeholders for, 62–69;
metrics improving messaging,
133–136; mission of, 59, 62;
revaluing existing stakeholders,
112–113; value to McDonald’s, 24

Rosen, Beth, 129
Rowan, Andrew, 129
Rubin, Nicole, 65, 66, 67
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Sarbanes-Oxley Act of 2002, 36
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Sawhill, John, 56
Schafer, Ed, 129
Schein, Edgar, 4
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Selling impact: about, 143–144;

applying to all nonprofits, 185–187;
approaching decision makers, 173;
art of, 161–162; ask for value pric-
ing, 173; avoiding idiosyncratic
funders, 175; building business
case, 166–168; to corporate part-
ners, 96–97; fear of selling out vs.,
184–185; focusing value propo-
sitions for, 174; hurdles in, 165;
identifying need to buy, 149–154;
to inside champion, 162–165;
keeping mission paramount
when, 175; locating money for
projects, 165–166; making pitch
for, 148–149; overcoming channels
of resistance, 168–172; overselling,
174–175; rules for, 173–175;
selling outcomes, 73–78, 174;
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to service providers, 88–93; shift-
ing organization to, 188; speaking
customer’s language, 173–174

Service providers, 88–93, 105
Siemens AG, 10
Skoll Foundation, 179
SKS Microfinance Ltd., 6, 20, 22, 100
Smithsonian Institution, The, 59,

110–111
Social audits, 7–8
Social capital market: about, 6;

accepting donor motivations,
23–24; accepting social change
in economy, 25; analysts inter-
est in, 11; appealing to different
stakeholders, 83–86; basing value
on outcome, 57; becoming social
entrepreneur in, 21–22; business’
interest in social change, 9–10;
consumer’s stake in, 9; effect of
social and environmental condi-
tions on, 16–17; employee’s interest
in social responsibility, 11–12;
expectations of new stakehold-
ers, 22; fundraising implications in,
177–181; governments interest in,
12; investors interest in, 10–11;
measuring impact of giving in,
44–46; not return on investment,
24–25; outcomes in, 70; philan-
thropic market vs., 17–18; rise of,
6–18; social issues as business issue,
5–6, 12–16; what it means, 18–25

Social change: during times of down-
turn, 16–17; fear of corporations
dictating, 184; focusing on BOP,
15–16; investing in systemic,
118–119, 127–129, 180; leverag-
ing services linked to, 92; linking to
economic values, 84–86; measuring
nonprofit’s effect on, 21; outcomes
affecting change in status, 117;
problem solution compelled by, 20;
requiring innovation in nonprofits,
23, 45

Social entrepreneurs, 7, 21–22
Social Finance, 104–107
Social Innovation Fund, 12
Social investors: linking to charita-

ble causes, 110–111; Robin Hood
Foundation, 107; Social Impact
Bonds, 104–107; special signifi-
cance of, 102; X PRIZE foundation,
102–103. See also Social capital
market

Social outcomes. See Outcomes
Social responsible investing (SRI):

interest in, 7, 10–11; Social Impact
Bond, 104–107

Social return on investment
(SROI), 24–25

Soma, Tom, 169
SparkPoint Center, 122–124
Stakeholders: developing new, 83–86,

101–102, 110; expectations of new,
22; finding support for reducing
poverty, 110; identifying out-
comes from feedback of, 70–72;
impact buyers as, 87–88, 89; know-
ing and engaging, 64–65, 67–69;
mapping nonprofit, 60–63; non-
profit vs. corporate, 61; presenting
data to, 72–76; revaluing existing,
112–113. See also Impact buyers

Starbucks, 16
Status change, 117, 119–124
Stovall, Keila, 77, 78
Strategy: changing to create

high-value outcomes, 138–141;
designing programs for specific out-
comes, 178; developing to increase
value, 136–141; GE’s ecomagi-
nation, 10, 13–14; including in
business case, 168; mapping out,
164–165; overcoming channels of
resistance as, 168–172; pitching to
sweet spot, 164–165

Success, 12–16
Success Equation: about, 73; blank

form for, 75; example of, 76;
leveraging outcomes from, 108;
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value propositions, 158
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48, 50
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V
Value: articulating, 154–159; ask-

ing for value pricing, 173; basing
on outcome, 57; beneficiaries
paying for outcomes they, 101;

creating with social change,
9–10; developing higher value
outcomes, 138–141; developing
value-creation mind set, 83–86;
economic incentives of nonprofits,
84; expressing via philanthropy,
3, 82; finding in people who value
your outcome, 109; following out-
comes upstream to find, 111–112;
how to sell, 147; increasing through
messaging, 131–136; maintain-
ing nonprofit organization’s, 184;
measuring impact to demonstrate,
44–46; offering beyond psychic
benefits, 80–83, 141; placing on
outcomes, not activities, 51–52;
preservation over performance, 29;
strategy for increasing, 136–141;
using accountability to show, 31,
33–46

Value propositions, 154–159;
choosing language for, 156–157;
finding, 147–148; focusing impact
buyer’s needs, 174; including in
business case, 168; outcomes vs.,
157; reverse, 158–159; sample,
157–158; sharpening, 170; tem-
plate for, 158

W
Wal-Mart, 1, 96–97, 112, 173
Wall Street Journal, 6–9

X
X PRIZE foundation, 102–103

Y
Youth empowerment organizations,
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Yunus, Muhammad, 99, 184
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