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A

Accountability: California’s Non-
profit Integrity Act, 36; impact as
demonstrated value, 44—46; impor-
tance in nonprofit sector, 19-20,
34-39; IRS Form 990 and, 35-36;
measuring nonprofit’s impact,
43; publishing hospital treatment
results, 8—9; Sarbanes-Oxley Act of
2002 and, 36; showing value in, 31,
34-44; watchdogs of, 39-42

Activities: costs of solicitation,
80-82; focusing on, 53-54; out-
comes vs., 50-54; valuing outcome,
not, 51-52

Affinity, donor, 82, 83

Akula, Vikram, 6, 22

Allen, Barbara McFadden, 126

American Marketing Association, 37

Andreoni, James, 4-5

Arts: demonstrating outconies of, 110;
developing patrons.for, 101-102,
110, 113-114; fir ding primary
consumers_of impuct in, 93-94;
leveraging services linked to social
change, 92

Association of Fundraising
Professionals (AFP), 166—167

B
BBB Wise Giving Alliance,
19, 40-41
Becerra, Xavier, 30
Benchmarking for Nonprofits (Saul), 34
Beneficiaries that can pay, 99-102;
about, 99; finding, 114; Hyde
Park Art Center, 101-102, 110;
Kickstart, 100; microfinance and,

99-100; valuing organizations with
positive outcomes, 101

Big Payoff, The (U.S. Census
Bureau), 84

Bill and Melinda Gates Foundation,
517, 86, 180

Blau, Andrew, 82—-83

Bloomberg, 11

BOP (bottom of the pviamid), 15

Boys and Girls Clubs of America, 59,
77-18

Boys Towni Town, 111

Bransoiy; t.ichard, 86

Bridgespan Group, 18

Buswon, Janet, 67, 175

tiush, George W., 18

BusinessDictionary.com, 50, 83

Businesses: adopting social respon-
sibility, 6-7, 11-12; approaching
decision makers in, 173; bring-
ing nonprofits into world of, 23;
building around social cause, 7;
champions inside, 162—165; engag-
ing as corporate partners, 95-99;
finding their need to buy, 149-154;
identifying key influencers on, 152;
interest in social change, 9-10; key
social issues in success of, 12—16;
locating project money, 165-166;
making case for funding support,
166—168; mission statements of,
59-60; overcoming resistance of,
168-172; performing social audits,
7-8; relationships with, 171; set-
ting social agenda, 184; social issues
becoming issues for, 5-6; speaking
language of, 136, 173-174. See also

corporate partners
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Cause marketing, 178-179

Center for Sustainable Enterprise, 7-8

Center for What Works, The,
2-3,162

CEOs. See Decision makers

Champions: finding, 162-164, 171;
helping locate project money,
165-166; turning opponents
into, 170

Change. See Social change; Outcomes

Channels of resistance, 168—172

Charity Navigator, 19, 35, 39-40

Citigroup, 11

Coca-Cola, 85

Committee on Institutional Coopera-
tion (CIC), 125-127, 135-136

Communications. See Messaging

Complaints of stakeholders, 64

Consumers: donors acting like, 20-21;
donors vs. impact, 102; LOHAS, 9;
upstream, 93-95

Corporate partners: about, 95-96;
developing as impact buyer, 97-98;
transforming approach to, 98-99;
Wal-Mart and regional food bani;
96-97, 112

Corporations. See Businesses

Costs: covering operating, 1&87—-188;
solicitation, 80—82

Credible measures; 5-—55

Cristo Rey Netwatk of high schools,
55-56

Cultivating Change in Philanthropy
(Global Business Network and
Monitor Institute), 3

Customers: absence of for nonprofit
organizations, 18; customer need
to buy, 149-154; speaking lan-
guage of, 136, 173—174. See also

Businesses; Donors; Stakeholders

D
Deals. See Pitch; Selling impact
Decision makers: approaching
directly, 173; finding organization’s,
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164; knowing personal win for, 151;
understanding personality of, 152

Dellums, Ronald, 124

Department of Homeless Services,
139, 141

Donors: accountability and expecta-
tions of, 37-39; acting like con-
sumers, 20—21; appealing to affinity
to give, 82, 83; effect of social cap-
ital market on, 179; expressing
values with philanthropy, 3, 82;
impact consumers vs., 102; inter-
est in nonprofit measurement, 21,
43—44; measuring impact of giving
for, 44—45; motivations ¢f current,
23-24; pleasure of philanthropy,
3—4, 83; prospectiny-for, 81-82,
153—-154; queseions of consumers
vs., 19-20rrewards of giving, 2,
4-5,45 4% traditional vs. impact
buver, $5-46, 183. See also Impact
buy\‘l"\

Dorinian, Aaron, 119

Dosage, 137

Dow Jones Industrial Average, 11

Dow Jones Sustainability World Index
(DJSWI), 11

DuBoe, Wendy, 120

Duncan, Arne, 8

Duration, 137

E

Economic trends. See Microfinance;
Poverty; Social capital market

Economist, 106

Edna McConnell Clark
Foundation, 86

Education: creating value for
service providers in, 92-93;
economic significance of, 14;
federal outcomes-based bud-
geting for, 86; public inter-
est in improving, 8; strategies
creating high-value outcomes,
138-139

Education Industry Association, 14
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Edward M. Kennedy Serve America
Act, 12

Endowed philanthropic
organizations, 4

Environmental issues: Coca-cola’s
investments in water, 85; finding
people who value your outcome,
109; importance to business, 13—14;
profitability in energy issues, 13—14

ESG (environmental, social, and gov-
ernance) considerations, 11

Ethics in fundraising, 34-35, 184-185

European Social Investment Forum,
10-11

Evaluation: interest in, 33; measure-
ment vs., 47-50

Expressive nature of philanthropy,

3,82

F

First Book, 92-93, 113

First friends, 162—-165, 171

Foundations. See Donors

Free the Children, 59

Frequency, 137

Frumkin, Peter, 3, 82

Fulton, Katherine, 82—83

Fundraising: art of selling impact,
161-162; classical, 145;¢:hics in,
34-35, 184-185; irpiications of
social capital matke: on, 177-181;
presentatien-etiorts in, 147-148,
168; tailoring for impact buyer,
145-149; value propositions for,
154-159. See also Philanthropy;
Selling impact

G

General Electric, 10, 13-14, 20, 180

Gibbs, Linda, 139

Givewell, 41-42

Global Business Network and Moni-
tor Institute, 3

Global development, 15-16

Global Environmental Management
Initiative, 85
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Global Impacting Investing Network
(GIIN), 11

Goldman Sachs Group Inc., 7, 11

Goldsmith, Stephen, 139-140

Google, 60

Governments: budgetary support for
social outcomes by, 85-86; improv-
ing outcomes with Social Impact
Bond, 105-106; interest in social
capital market, 12

Grameen Bank, 99

Grants: incorporating stakeholder
views in proposals, 67—-68; measur-
ing impact of, 30; types of, 42

Greenfield, ]. M., 81

GS SUSTAIN index; il

GuideStar, 19, 21,57

N

Health cire issues: opportunities in,
15; publishing treatment results
‘ot r.ospitals, 8-9. See also Ronald
11cDonald House Charities

High-value outcomes: identifying,
187; marketing, 129; presenting ser-
vice'’s, 119-122; strategies creating,
138-139; types of, 117-119. See
also Outcomes

Hope Consulting, 37

House Theatre, 156

Humane Society of the United States,
113, 127-129

Hutchinson, David, 106—107

Hyde Park Art Center, 101-102, 110,
113-114

1

Idiosyncratic funders, 175

IEG, 84

IMD Guest House Foundation, 88,
90-91

Impact: assessing organization’s,
64-69; connecting
stakeholders with organiza-
tion’s, 68—69; degrees of, 115; as
demonstrated value, 44—46;
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Impact: assessing organization’s,
(continued)
finding for grants, 30, 67-68;
finding primary consumers of,
93-94; focusing on lasting change,
119-122; measuring nonprofit’s, 43;
packaging Return on Collabora-
tion metric for, 126—-127, 135-136;
presenting data to stakeholders,
72-176; selling, 88-93, 96-97,
143—144; understanding organi-
zation’s, 27-28. See also Impact
buyers; Selling impact

Impact buyers: articulating value
proposition to, 154-159; attracting
with first friend, 163—-164; avoiding
idiosyncratic funders, 175; ben-
eficiaries that can pay, 99-102;
building case for support, 166—168;
corporate partners as, 95-99; cri-
teria for, 108—109; defined, 87-88;
examples of, 88, 90-91, 92-93;
finding your, 108—114; focus-
ing propositions on pain of, 174;
identifying need to buy, 149-154;
illustrated, 89; improving organiza
tion’s value for, 136; influencers on,
152; linking charity to upstizam
consumer, 94-95; overcolning
resistance of, 168—172; revaluing
existing stakeho'dess-as, 112—-113;
service providessas, 88-93; shar-
ing precedents'with, 165; social
investors, 102—107; speaking lan-
guage of, 136, 173—174; tailoring
fundraising to, 145—149; traditional
donors vs., 45-46, 183; upstream
consumers, 93-95; Urban Gate-
ways, 92

Impact consumers vs. donors, 102

Innovation, 140

Investing in Innovation Fund, 12

Investments. See Return on invest-
ment outcomes; Social investors;
Social responsible investing

IRS Form 990, 35-36

J
Janicik, John, 90, 91
Jones, Paul Tudor, 107
JP Morgan, 11

K
Kelly Services Inc., 11
Khosla, Vinod, 20, 86, 180
Kickstart, 100, 118, 179
Kiplinger, Knight, 163, 164
Kiva.org, 20, 100, 179
Kowalski, Bill, 27-28
Kroc, Ray, 134

L

Language: choosing fervalue propo-
sitions, 156—157( speaking cus-
tomer’s, 136, 173-174; traditional
fundraising, 5"

Leaders. S¢2 Decision makers

Leuken'ia & Lymphoma Society, 101

Leverage: connecting with corporate
partners, 96-97; defined, 79; devel-
oping, 79-83; finding benefactors
of organization, 88, 90-91; know-
ing decision maker’s personal win
for, 151; linking services to social
change, 92; other assets, 113-114;
value and, 141

Local Initiative Support Corporation
(LISC), 92

LOHAS Jowrnal, 9

LOHAS (lifestyles of health and sus-
tainability) consumers, 9

Lorenz, Kate, 102

Lymphoma Research Foundation, 101

M

Mapping nonprofit stakeholders,
60-63

Marketing: cause, 178—179; defined,
87; defining outcomes with impact,
116; high-value outcomes, 129;
increasing organization’s mar-
ket value, 131-141; leverage and
impact with, 79
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Maryland Association of Nonprofit
Organizations, 36

McCain, John, 81

McDonalds, 24-25

McKinsey & Co., 12-13

Me to We, 113

Measuring: accountability, 43; cre-
ating practical measures, 55-56;
grant’s impact, 30; impact to
demonstrate value, 44—46; making
measurement credible, 54-55; orga-
nization’s outcomes, 21, 28—29, 40;
program evaluation vs. performance
measurement, 47-50; relevancy of
outcomes, 56—58; social change,
21. See also Metrics

Messaging: articulating value proposi-
tion in, 154—159; defined, 131; ele-
ments of business case, 168; faulty,
132-133; improving, 133-136

Metrics: improving messaging with,
133-136; including success data in
business case, 168; knowing impact
buyer’s success, 150—151; need for
credible, 54-55; Return on Collab-
oration, 126127, 135-136; usitig
public opinion, 134-135

Microfinance: expecting returne for
doing good, 20; impac: ¢t 99—100;
social capital in, 6

Microplace.com. 20

Microsoft, 6Q

Millett, Ricardc, 71

Mission: finding people who value
your, 109; grounding fundraising in,
175; importance of outcomes to, 70;
measuring outcomes of, 59-60

Money for Good (Hope Consulting),
37

Morgan Stanley Capital International
World Index, 7

N
National Committee for Responsive
Philanthropy, 118
National Council of Nonprofits, 34
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Natural Business Communications, 9

Nature Conservancy, 5657

Need to buy: finding, 149-154;
including in business case, 168

New York Times, 186

Nonprofit Integrity Act, 36

Nonprofit organizations: absence of
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 deiiers in mar-
kets for, 17-18; beet;ming social
entrepreneurs, . 1—-2Z, 23; compet-
ing for resoviees, 177-181; con-
ventiona! marketing for, 87; costs
for solititations, 80—-82; covering
operating costs, 187-188; creat-
‘ny value in people who value your
cutcome, 109; data for practical
measurement in, 55—56; demon-
strating value, 44—46; developing
leverage, 79-83; disconnected
from supply and demand, 19; eco-
nomic incentives of, 84; engaging
stakeholders, 60—69; evaluating
programs vs. measuring perfor-
mance, 47-50; expecting return
for doing good, 20; extending
value of programs, 140—141; fear
of selling out, 184—185; finding
beneficiaries that can pay, 114;
generating revenues, 178-179;
growth in, 20-21, 30, 80; higher
demand for performance, 22; iden-
tifying impact buyers, 108—114;
increasing market value of,
131-141; innovation required
in, 23, 140; knowing your inven-
tory, 27-28; leveraging other
assets, 113—114; linking to
upstream consumer, 94-95; locat-
ing project money, 165-166;
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Nonprofit organizations: absence of
competitors and customers for,
(continued)
measuring outcomes, 21, 28-29,
59-60; motives for supporting, 4-5;
overcoming resistance of impact
buyers, 168—172; partnering with
others, 140-141; placing value on
social outcomes, 5; presenting data
with impact, 72-76; prioritizing
and defining outcomes, 70-72;
prospecting for donors, 81-82,
153-154; questions measuring
impact of, 43; revaluing existing
stakeholders, 112—113; selling
impact to service providers, 88-93;
selling outcomes, 73—78, 174; shift-
ing to selling impact, 188; standards
for, 36-37; survival anxiety of, 4;
turning opponents into champi-
ons, 170; understanding hurdles
in selling impact, 165; using credi-
ble metrics, 54—55; value-creation
mind set for, 83—-86; watchdogs for,
39-42

Not Just Another Pretty Face,
101-102

(@)

Obama, Barack, 12, 51. 81

Operator’s Nationz! Advertising Fund
(OPNAD), 45

Organization for Economic
Cooperation and Development
(OECD), 14

Qutcomes: activities vs., 50-54, 70;
affecting change in status, 117,
119-124; aiming at less ambitious,
141; building business around, 7;
covering operating costs vs. sell-
ing, 187-188; creating economic
advantage with, 85; demonstrating
for arts, 110; designing programs for
specific, 6, 178; dosage, frequency,
and duration in, 137; evaluating

high-value, 115-119; finding value
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in people who value, 109; follow-
ing upstream, 111-112; high-value,
115, 117-119, 187; identifying
impact buyer’s key, 45, 150; impor-
tance in social capital market, 70;
investing in systemic social change,
118-119, 127-129, 180; listen-
ing to stakeholders’ valued, 62—-64;
measuring organization’s, 28—29;
placing value on, 5-6, 51-52; pri-
oritizing and defining, 70-72; prizes
awarded for, 103—104; relevancy
of, 56-58; ROI, 24-25, 117-118,
125-127; selling, 73-76, 174; social
investors commitment ¢G. 102;
Success Equation’s fecus'on, 74;
translating corpaate-values into,
97-98; value propositions vs., 157;
valuing, 1,57

Oxford Pov’er Dictionary of Current
English, /9

P

Pzcelle, Wayne, 128

Partnering with others, 140-141

Penumbras of Impact, 70, 71

Performance: donors’ expectations
of, 37-39; evaluating programs vs.
measuring, 47-50; higher demand
for nonprofit, 22; including in busi-
ness case, 168; measuring impact
of donation with, 43-44; valuing
preservation over, 29

Personal win, 151

Philanthropic organizations. See Non-
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

Pitch: art form of, 161-162; build-
ing business case, 166—168; don’t
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oversell, 174-175; finding sweet
spot for, 164—165; knowing prece-
dent for analogous, 165; making
for impact, 69, 148—149; sell-
ing outcomes, not programs, 174;
understanding hurdles in selling
impact, 165

Pleasure of philanthropy, 3—4, 83

Positive-sum transactions, 171-172

Poverty: creating high-value
outcomes, 139-140; finding
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

Power of Social Innovation, The
(Goldsmith), 139-140

Prizes for social outcomes, 103—104

Procter & Gamble, 116

Program evaluation, 48—50

Psychic benefits: current stakeholders
linked to, 89; giving for, 2, 4-5,
44-45; offering value beyond,
80-83, 141; pursuing psychic
donors, 183; subsisting off psychic
support, 186

Public opinion metrics, 154:-135

R

Regional food Lok, 96-97, 112

Repayers, 99

Res ipsa loquitor, 49

Return on investment (ROI)
outcomes: about, 117-118;
example of, 125-127; impact of
Return on Collaboration metric,
126127, 135-136; improving
value using, 136; social return on
investment and, 24-25. See also
QOutcomes

Reverse value propositions, 158—159

Robin Hood Foundation (RHF),
107,118

Rockefeller Foundation, 11
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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

Safeway, 5

Sam’s Clui; 16

Sarbancs-Oxley Act of 2002, 36

Savl luson, 34

Sawvhill, John, 56

Ocnafer, Ed, 129

Schein, Edgar, 4

Schwarzenegger, Arnold, 36

Science, 43

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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Selling impact: about, (continued)
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 ity
177-181; governments interest in,
12; investors interest in, 10--11;
measuring impact of giving in,
44-46; not return on irivestment,
24-25; outcome ir:.(0; philan-
thropic marketve, 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 investméris
(SRQOI), 24-25

Soma, Tom, 169

SparkPoint Center,.122-124

Stakeholders: acveloping new, 83-86,
101-102, 1'10; expectations of new,
22; finding support for reducing
poverty, 110; identifying out-
ccmes 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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principles of, 73-74; using,
77-18

Suk, Joe, 168-169, 170

Systemic social change: about,
118-119; example of, 127-129;
foundations’ interest in, 180

T

Tax deductions and charitable
giving, 84

Templates: Success Equation, 75;
value propositions, 158

Tesco, 180-181, 184

Tierney, Tom, 18

Toyota, 20, 59

U

U.K. Ministry of Justice, 105-106

UNICEF, 116

United Way, 35; Metropolitan
Chicago, 119-122; Palm Beach
County, 122; SparkPoint Initiative
for, 122-124

Upstream consumers, 93-95

Urban Gateways, 92

Urban Institute, 20, 117, 187

U.S. Census Bureau, 84

U.S. Department of Agriculture, 129

U.S. Department of Comimierce, 178

U.S. Department of Fducation, 12

U.S. Global Devé'opment Policy, 12

U.S. Governmeént Accounting Office,
48, 50

USAID, 11

A%

Value: articulating, 154—159; ask-
ing for value pricing, 173; basing
on outcome, 57; beneficiaries
paying for outcomes they, 101;
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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; diacing on
outcomes, not actizizies, 51-52;
preservation ovér parformance, 29;
strategy for increasing, 136—141;
using accounebility to show, 31,
33-46

Value piovositions, 154—159;
cinaesing language for, 156-157;
ruiding, 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, 69

X
X PRIZE foundation, 102—-103

Y
Youth empowerment organizations,
97-98, 111-112
Yunus, Muhammad, 99, 184
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