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Children), 220
Sports4Kids
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advisory board of, 216
communication materials used by,
161-165
compelling communication used by,
159-160, 161
“Corporate Kickbz!l" =vent held by, 215
stories captured an used by, 168

St. ElImo’s Coffec P b, 8-9
St. Francis Feaot'Center

(Indianepolis), 77

Staff

bhiiding trust among, 134-136

censequences of hiring the wrong,
132-133

diversity among, 129-131

hiring mission driven, 125-127

keeping the right, 133-148

respecting, 142-148

teamwork among, 136-139

training, 176-177

volunteers and role by, 212

See also Charismatic organizations;
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Streep, M., 229
Student Handbook (Year Up),.60
Summative evaluation, 89
SUN innovation approach, 113-114
Surviving Innovation (Tight), 108, 119
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