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fi rst circle of, 187–188, 213
Internet strategies for, 119, 
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lessons for leaders on, 203–204
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making connections as, 194
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Adaptive innovation, 33
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“America Forward” project 
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Big Train (Continued )
involvement with meaning  example of, 

207–209
partnership formed by, 223–224
Youth Leadership program of, 219

Blake, E., 145
Blanton, E., 171
Blogging

active outreach through, 191–193
Save the Children’s “Caps to the 

 Capital,” 223
Board members

evolving governance practices and, 
151–152

good communication required of, 151
people-focused management role of, 

149–151
respecting, 151
teamwork of, 151

Boeing, 87
Bonding social capital

City Year’s success due to, 18–19
hiring the right people to create, 

133–134
six degrees of separation and, 22–23

Boston Red Sox, 77
Boys and Girls Clubs of America, 27
Boys Clubs of America, 224
Boys Town, 23
BPC (Business planning council) 

 [Citizen Schools], 115–117
Bradach, J., 114
Brandeis University study, 92
Bridgespan Group, 79, 80
Bridging social capital, 18, 22–23
Brinckerhoff, P., 50
Brochures, 178
Brooks, D., 18
Brown, M., 14, 68
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Buhs, E., 115, 117
“Building an Innovation Factory” 

 (Hargadon and Sutton), 111
Built to Last (Collins and Porras), 63
Bunting, S., 191
Burgess, N., 164–165
Burr, R., 112
Bush, G. W., 171, 191, 223
Business planning council (BPC) 

 [Citizen Schools], 115–117

Business Week’s Best Places to Launch a 
Career, 128

C
California Department of  Education, 231
Campus visits, 197–198
Can-do culture

ability to innovate as part of, 108
building social capital through, 11
as charismatic organization core, 32

“Caps to the Capital” (Save the 
 Children), 222–223, 227

Cardinali, D., 76, 78–79, 80
Caroline, 197
Carter, J., 75
Casa Nueva Vida, 123
Case Foundation, 226
Case, S., 201
Catholic Charities, 224
Chambers, J., 146
Change

organizational capacity to  implement, 
114–115

theory of, 82–83fi g
Charismatic leaders

audience for active outreach by, 187–194
compelling communications by, 157, 

160–161
defi nition of, 5, 15
emotion used to induce action by, 

124–125
limitations of, 4
organizational pros/cons of, 234–235
studies of, 5
See also Leaders; Lessons for  leaders

Charismatic organization core
can-do culture as, 11, 32, 108
compelling mission as, 31–32, 40–54, 

108, 211–212, 218
data-driven decision making as, 11–12, 

32–33, 74–94, 108–109
people-focused management as, 12, 

34–35, 109–110, 122–153
purposeful innovation as, 12, 33–34, 

95–121
Charismatic organizations

audience for active outreach by, 
187–194

characteristics of effective leaders of, 
235–238
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charismatic leaders pros/cons for, 
234–235

defi nition of, 10
description of, 3
meaningful involvement  opportunities 

in, 158
offi ce decor as compelling 

 communication by, 180–183
power of social capital for  building, 

20–23
social capital building by, 10–11, 13
St. Elmo’s Coffee Pub as example of, 

8–9
strong core and cycle of growth of, 6fi g
unique qualities of, 4–5
See also Programs; Staff

Charles Schwab, 118
Chase Manhattan Bank, 75
Chertavian, G., 55, 56, 60, 61, 176
Chevy Chase Gazette, 102, 103
Children with disabilities

Deaf Access Program work with, 40
Imagination Stage productions with, 

37–38, 39
Christensen, C., 100, 106, 118, 119
Chronicle on Philanthropy, 89
CISCO Pathways system, 145
CISCO Systems, 128, 133, 145, 147
CitiStat program (Baltimore), 77
Citizen Scholarship Foundation, 28
Citizen Schools

BPC (business planning council) 
 process used by, 115–117

building capacity for innovation, 107
innovative solution to problem of 

 hiring staff, 112
origins and early development of, 1–2
“real people” stories used by, 171–172
social capital building strategies used 

by, 11–12
volunteering strategies used by, 211
“WOW” gala held by, 213

Citizens’ Scholarship Foundation of 
America, 28

City Year
active outreach model used by, 

198–201
advisory board of, 216
communicating the culture of, 68–72
community contributions of, 14–15

“Cup of Idealism” of, 198
“Cyzygy” annual conference of, 219
diverse staff of, 130, 131
goals of DC’s, 199
international travel opportunities 

through, 218
Save AmeriCorps Coalition efforts by, 

16, 18–20, 22
social capital of, 15–18
“The Starfi sh Story” of, 69, 70, 71
“Starry Starry Night” held by, 213
volunteering strategies used by, 211
Young Heroes program of, 71–72, 

110, 199
City Year Day, 201
Civil rights movement, 28
Civilian Conservation Corps, 68, 111
Claremont McKenna College, 161
“Clarence story,” 159, 169
Clark, C., 122, 144
“Clash of corporate cultures,” 63
Clinton, B., 17, 58, 63, 64
Clinton Foundation, 191
Clinton, H., 17, 201
Coca-Cola, 49
Coffi n, L., 52
“Coke v. Pepsi” case study, 46–47
Coleman, R., 171–173, 190
“Collective leadership,” 235–236
College Settlement House (NY), 26
Collins, J., 63, 98, 115, 116
Colman, J., 189
Comcast, 56
Commission on National and 

 Community Service, 63
Common Interest, Common Good (Sagawa 

and Segal), 2, 225
Communication

board members and effective, 151
to the edge of excess, 152
people-focused management role of, 

140–142
respect component of, 141
trust relationship to, 142
See also Compelling communications

Communities in Schools (CIS)
concept and theory behind, 74
data-driven culture developed by, 

79–82
data-driven decision making by, 78–79
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Communities in Schools (CIS)(Continued )
online engagement used by, 229
origins and development of, 75–76
partnerships with, 224
theory of change used by, 83fi g
transparency maintained by, 135–136

Compelling communication tools
annual report as, 179
brochure or one-page fact sheet as, 178
offi ce decor as, 180–183
packet of materials as, 179
presentation slide show or video as, 

177–178
regular news vehicle as, 179–180
training as, 176–177
Web site as, 178–179

Compelling communications
building social capital through, 12
of charismatic leaders, 157, 160–161
charitable contributions inspired by, 

163–165
lessons for leaders on, 183–184
offi ce decorating used as, 180–183
pictures and photos used for, 175–176
using the right tools for, 161–165
tools used for, 176–180
See also Communication; Storytelling

Compelling mission. See Mission
CompStat (NYC Police Department), 77
Connolly, A., 130, 131
Consistency bias, 105
Contests, 219
Control groups, 90, 91
Corner, 134–135
Corporate Culture and Performance (Kotter 

and Keskett), 63
Corporate partnerships

active outreach through, 190–191
as meaningful involvement strategy, 

223–225
mutual benefi ts of, 225

Corporation for National and Community 
Service, 3, 63–65, 87, 141, 239

Cost-benefi t analysis, 90
Crate & Barrel, 190–191
Cross, T., 123, 126, 145
Crutchfi eld, L., 20, 118, 209, 210, 227
Cultural confl icts

Corporation for National and 
 Community Service experience 
with, 63–65

staff diversity and issue of, 129
teamwork disrupted by, 138–139

Culture
building trust, 134–136
can-do, 11, 32, 108
City Year, 68–72
data-driven, 79–82
defi nition and signifi cance of, 56–57
impact on performance by, 62–65
leaders as keepers of, 237
lessons for leaders on, 72–73
OPX’s development of, 65–68
qualities of charismatic, 57–59
three levels of, 69–71
Year Up’s, 59–62

“Cup of Idealism” (City Year), 198
“Cyzygy” conference (City Year), 219

D
Dashboards, 88–89
Data-driven decision making

building charismatic organizations 
through, 76–79

building social capital through, 
11–12

as charismatic organization core, 
32–33

Communities in Schools (CIS) 
 incorporation of, 76

developing organization culture of, 
79–82

evaluation and, 89–93
innovation tied to, 108–109
by leaders, 237
lessons for leaders on, 93–94
tools used for, 82–89

Data-driven decision making tools
consistent program delivery as, 

82, 84
goals as, 86–87
logic model as, 84–85fi g
objectives and dashboards as, 87–89
theory of change as, 82, 83fi g

DCamp, K., 146
Deaf Access Program, 40
Design Continuum, 110–111
Digg.com, 189
Discipline issue, 105
Disruptive innovation, 34, 100–101, 118
Diverse employees, 129–131
Dollars for Scholars program, 28
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Donations/donating
DonorsChoose approach for 

 recognition of, 232
meaningful involvement through, 

219–221
recruiting donors, 226

DonorsChoose
“blogger challenge” innovation of, 110
“BloggersChoose.org” technology used 

by, 192
corporate partnerships formed by, 

190–191
Internet strategies used by, 119, 

185–186, 187, 188, 192
mission of, 43
origins of, 107, 185–186
outreach lessons learned from, 187
personalized donor feedback 

approach by, 232
Drucker, P., 4, 50, 236
Dyson, J., 169, 170, 171
Dyson vacuum cleaner story, 169

E
eBay, 229
Edelman, J., 166, 167
Edelman, M., 166
Edelman, P., 166
Edison, T., 111, 120
Education institutions, 197–198
Eighth Grade Academy, 115
Eisner, D., 65
Eldridge, A., 226
Elevator speech, 173–175
Ellis, S., 212
Employees. See Staff
Encarta 2000 World Almanac, 23
Enron, 63
Environmental Defense Fund, 230
Evaluation

“autopsy without blame” approach to, 79
formative and summative, 89
information sources used for, 90
programs supported through, 90–91
three gold standard types of, 90
YouthBuild USA approach to and uses 

of, 91–93
See also Feedback

Events
“Caps to the Capital” (Save the 

 Children), 222–223, 227

meaningful involvement through, 
213–215

“Eyeores,” 58

F
Facebook Causes, 193
Facebook Giving Challenge, 226
Fact sheets, 178
Fair Trade tea, 47–48
FamiliesUSA, 168
Fast Company magazine, 62
Feedback

formative evaluation used for, 89
Year Up’s culture of honest, 60
See also Evaluation

Ferguson, R., 239
Financial issues

capital limitations as, 104
donating and donations as, 219–221

First circle outreach
description of, 187–188
training volunteers as ambassadors 

for, 213
“First impressions ministry,” 196
First Impressions (Waltz), 196
First Nation Peppermint Honest Tea, 46
Fisher, D., 17
501(c)(3) organizations, 10

See also Nonprofi t organizations
“Flipping the funnel” concept, 

156–157, 226
Fogel, B., 37, 38, 39, 43
Forces for Good: The Six Practices of High 

Impact Nonprofi ts (Crutchfi eld and 
McLeod Grant), 20, 209, 227

Ford Motor Company, 48
Formative evaluation, 89
Fortune magazine, 62–63
Fortune’s list of Great Places to Work, 128, 

146, 147
Forum One Communications, 193, 229
Founding stories

“Clarence story,” 159, 169
culture communicated through, 69
diverse cultural sources of, 131
Dyson vacuum cleaner, 169
elevator speech as, 173–175
“The Starfi sh Story” as, 69, 70, 71
Teach For America (TFA), 

170–171, 174
See also Storytelling

bindex.indd   261bindex.indd   261 8/26/08   2:10:09 PM8/26/08   2:10:09 PM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



262  Index

4-H, 224
Fradkin, I., 28
From the Top Down: The Executive Role in 

Volunteer Program Success (Ellis), 212

G
GAP, The 17, 19
Gardner, J., 206
“Gathering of Leaders” (2005), 98–99, 100
General Electric (GE), 77, 143
GenerationEngage, 193
Gergen, D., 17, 98–99
Ghandhi, 131
Gillette, 56
Girl Clubs of America, 224
Girl Guiding, 24
Girl Scouts, 23–26, 28, 101–102
Gladwell, M., 22, 227
Goals

City Year DC’s three, 199
data-driven organization built 

through, 86
YouthBuild USA’s use of, 86–87
See also Objectives

Godin, S., 156, 226
“Going to Scale: The Challenge of 

 Replicating Social Programs” 
 (Bradach), 114

Goldcorp, Inc., 230, 231
Goldman, S., 46, 47
Good to Great and the Social Sectors 

 (Collins), 125
Good to Great (Collins), 98, 115
Goodman, A., 167
Goodwill Industries, 26, 28
Goodyear Tire, 214
Gore, A., 177, 215
Goulston & Storrs, 122
Granger Community Church (Indiana), 

181, 196
Granovetter, M., 19, 227
Greenberger, M., 213, 217

H
Habitat for Humanity, 174, 210
HandsOn Network, 218, 224
Hargadon, A., 111, 120
Harriman, A., 26
Head Start, 91, 200
Heath, C., 87, 163

Heath, D., 87, 163
“Hedgehog questions,” 116
Heifer Foundation, 191
Heifer International, 218, 220–221
Helms, Rev. E. J., 26
High Performance Nonprofi t Organizations 

(Letts, Grossman, and Ryan), 118
High Scope Educational Research 

 Foundation, 90
Hiring process. See Staff hiring process
Homer the dog, 208
Honest Tea

Escape Hybrids used by sales force of, 
48–49

innovative idea sources used by, 110
mission of, 46–50
social responsibility statement of, 48

How Girls Can Help Their Country (Girl 
Scout booklet), 24

Human capital, 105
Hurricane Katrina, 148

I
IDEO, 111, 115, 117
Imagination Stage

children with disabilities focus of, 
37–38, 39

events held by, 213
stated mission of, 42, 43, 236

In Search of Excellence (Peters and 
 Waterman), 62

Inclusive cultures, 58
An Inconvenient Truth (Gore slide 

show), 177
Information package, 179
Innovation

adaptive, 33
building capacity for, 107–115
challenges for nonprofi t, 103–107
creating systems for, 117–120
disruptive, 34, 100–101, 118
lessons for leaders on, 120–121
sustaining, 33–34, 101, 118
See also Purposeful innovation

The Innovators Dilemma (Christensen), 106
Interior Design magazine, 68
International Conference of Girl Scouts 

and Girl Guides, 25
International Junior League  

Committee, 27
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Internet
blogging on the, 191–193, 223
DonorsChoose engaging donors using 

the, 119, 185–186, 187, 188
Jack Welch’s reverse mentoring on 

the, 143
online engagement using the, 228–231
social networking on the, 229–230
See also Web sites

Invention Convention, 113

J
Jaycee, 27
Jesus, 166
Johnson, W. “Big Train,” 205, 208
Jones, H., 131
Jospin, D., 198
Junior League, 26–27
Junior Women’s Club, 28

K
KaBOOM!, 89, 188
Kanter, R. M., 110
Katzenbach, J., 137
Kennedy, E. M., 112
Kennedy, J. F., 68
Kennedy, R., 131, 199
Kerr, R., 24
Keskett, J., 63
Khazei, A., 14, 16, 17, 68
King, M. L., Jr., 68, 131, 199
KIPP, 170
Kirsch, V., 95, 98, 99, 101
Kitchen, J. L., Jr., 199, 200
Knopp, W., 170, 171
Kothari, T., 198, 199, 200
Kotter, J., 63, 115
Kress, J., 199, 200

L
Lamarr, 162–163
Lanier, C., 140
The Last Dropout (Milliken), 74
Lazarra, M., 17
LEAD, 215
Leaders

characteristics of best, 236
characteristics of charismatic 

 organization, 235–238
“collective,” 235–236

social capital building roles by, 237
See also Charismatic leaders; Lessons 

for leaders
Leadership 35 (National Women’s Law 

Center), 216–217
Leading Change (Kotter), 115
Ledbetter, L., 214
LeFave, B., 102
Lessons for leaders

on active outreach, 203–204
on compelling communications, 

183–184
on culture, 72–73
on data-driven decision making, 93–94
on meaningful involvement, 232–233
on mission, 53–54
on people-focused management, 

152–153
on purposeful innovation, 120–121
See also Charismatic leaders; Leaders

Letts, C., 118
Light, P., 20, 107, 112, 119
Lincoln, A., 161
Lion’s Club, 28
Lipman Hearne, 239
“The Little Engine That Could,” 58
Little League teamwork, 137
Little, M., 16–17
Logic models

description of, 84
simple example of, 85t

Longitudinal studies, 90
Los Angeles Times, 101
Love Without Boundaries Foundation 

(LWB), 226–227
Low, J. G., 23–25, 101
“Lunch with a Leader” auction (CIS), 229

M
Made to Stick (Heath and Heath), 87, 

163, 175
Making connections, 194
Malawi food shortages, 164
Mash-up, 229–230
Massachusetts Society for the Prevention 

of Cruelty to Children, 123
Matthew, 71
McCain, J., 201
McLeod Grant, H., 20, 118, 209, 210, 227
McQuay, R., 37
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Meals on Wheels, 210
Meaningful involvement

Adam’s New Market Rebels activism as, 
205–207

Big Train ballpark activism as, 
207–209, 210, 211, 213, 219

building social capital through, 13
as charismatic organization 

 component, 158
engaging people in building 

 organization as, 207–209
leadership promotion of, 238
lesson for leaders on, 232–233
strategies for, 209–232

Meaningful involvement strategies
advising/advisory boards as, 215–217
advocating as, 221–223
creating opportunities through, 

209–210
donating as, 219–221
events as, 213–215, 222–223
learning as, 218–219
online engagement as, 228–231
partnering as, 223–225
recruiting others as, 226–227
serving each other as, 227–228
thanks and recognition as, 232
volunteering as, 210–213

Media
active outreach role of, 188–190
DonorsChoose use of, 186

MeetUp.com, 194
Merrill Lynch, 118–119
Microsoft, 63
Miguel, 172
Mikulski, B., 17
Milgram, S., 22
Milliken, B., 74–75, 76, 79, 81
Minnesota Zoo, 119
Minor, T., 126
Mission

compelling, 31–32, 40–43
credibility of, 42
defi nition and importance of, 38–40
HandsOn Network, 218
hiring employees driven by the, 125–126
Honest Tea example of infusing the, 

46–50
innovation capacity as tied to, 108
leaders as living the, 237

lessons for leaders on, 53–54
meaningful involvement to advance 

the, 211–212
strategic planning related to, 44–45
Tufts University’s unity through 

 purpose of, 50–53
Mission statements

DonorsChoose, 43
Imagination Stage’s, 42, 43
legal requirements for, 43
Year Up’s, 43

Mission-Based Management 
(Brinckerhoff), 50

Mission-driven motivation, 11
MissionFish, 229
Mobilization, 221–222
Model minority stereotype, 41
Mohammed, 166
Mohonk Mountain House, 98, 100
Moneyball, 77
The Monitor Group, 96, 224
Mullenex, B., 65–66, 67
Murphy, C., 200–201
“Mystery shoppers,” 181

N
Nalebuff, B., 46, 47
Napolitano, J., 214
National Association for the 

 Advancement of Colored People, 23
National Association of Child Care 

Resource and Referral Agencies, 78
National Chain Drug Store 

Association, 224
National Civilian Community Corps, 63
National Rifl e Association, 27
National Women’s Law Center

advising/advisory board of, 216–217
meaningful involvement events held 

by, 213–214, 219
partnering by, 224

Nature Conservancy, 189, 229–230
The New Kid (play), 39
New Market Rebels, 206
New Profi t

achievements reached by, 98
advising/advisory board of, 217
“America Forward” project of, 174, 221
disruptive and sustaining innovation 

of, 100–101
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events of, 215
“Gathering of Leaders” organized by, 

98–99, 100
innovative approach to philanthropy 

by, 95–96, 97
partnerships formed by, 224–225

New Teacher Project, 170
New York City Police Department, 77
New York Times, 17, 186, 192
Newsweek, 186
Nike, 19, 20
1984 (Orwell), 191
No Child Left Behind, 78
Nonprofi t organizations

charisma building by, 5
current challenges facing, 9–10
declining use of social capital (1970s) 

by, 28–29
innovation challenges faced by, 103–107
offi ce decor as communication by, 

180–183
old paradigms of, 6–7, 9–10
power of social capital to transform, 

21–23
Progressive Era lessons on, 23–29
six degrees of separation application 

to, 22
six high-impact practices relating to 

external engagement by, 21
social capital networks built by, 4–5
See also 501(c)(3) organizations

Nonprofi t organizations barriers
bias for consistency as, 105
lack of discipline as, 105
limited fi nancial capital as, 104
limited human capital as, 105
risk aversion as, 105–106

O
Objectives

dashboards to measure, 88–89
measuring outcomes and, 87–88
organizations and measurable, 87
See also Goals

Offi ce decor
as compelling communication tool, 

180–183
typical nonprofi t, 180

Offi ce of Management and Budget 
(OMB), 138

The Offi ce (TV show), 142–143
Older American Volunteer program, 63
On Paradise Drive (Brooks), 18
One-page fact sheets, 178
Online engagement, 228–231
Oprah (TV show), 186
OPX, 65–68, 135, 136, 147, 236
Orwell, G., 191
Osborne, T., 17
Ourisman, J., 206, 207, 227
Overdorf, M., 118, 119

P
Packet of materials, 179
Parent Teacher Association, 23
Paritow, N., 9
Partnerships

active outreach through, 190–191
as meaningful involvement strategy, 

223–225
mutual benefi ts of, 225

Pathfi nder (network application), 128
“The Pavilion” (fi ctional organization), 

132, 134
Peace Corps, 199
Pelosi, N., 214
People-focused management

the board’s role in, 149–152
building social capital through, 12
as charismatic organization core, 

34–35
communication role in, 140–142
consequences of hiring the wrong 

people, 132–133
hiring the right people for, 125–131
innovating empowerment of, 109–110
keeping the right people for, 133–148
leadership promotion of, 237
lessons for leaders on, 152–153
volunteers’ role in, 148–149, 213
See also Staff

Perfectly Persephone (production), 
37–38, 39

Perry Preschool study, 90–91
Peter, J., 37
Peters, T., 62
Petty, R., 229
Pew Internet and American Life 

Project, 192
Pfaltz, K., 181
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Pictures/photos
compelling communication using, 

175–176
telling a story through, 182

Polo, S., 65, 66–67
Porras, J., 63
Positive cultures, 58
Povich Field, 207
Povich, S., 207, 208
Powell, Sir R. B., 23–24
Presentations

“The Fatal Five” problems in, 177
using stories in, 167
“Three Most Wanted” qualities in, 178
tips on creating effective, 202–203
See also Active outreach

Price, D., 17
Princeton Review, 1
Problem-solving innovation, 111–112
Programs

consistent delivery of, 82, 84
logic model used in, 84–85fi g
offi ce decor representing, 182–183
theory of change foundation of, 

82, 83fi g
See also Charismatic organizations

Progressive Era organizations
Alcoholics Anonymous, 27–28
Girl Scouts, 23–26, 28, 101–102
Goodwill Industries, 26, 28
Junior League, 26–27
lessons learned from, 27–28

Project Agape, 193
Project Exploration, 218
PT (physical training) [City Year], 68–69
Public Allies, 95–96
Purposeful innovation

Amazon.com’s 2005 challenge on, 188
benefi ts of organizational, 101–103
building capacity for, 107–115
building social capital through, 12
challenges for nonprofi t, 103–107
charisma built through, 96–99
as charismatic organization core, 

33–34
Citizen School’s, 115–117
creating systems for, 117–120
Jack Welch’s reverse mentoring, 143
leadership encouragement of, 237
lessons for leaders on, 120–121
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