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A

Advocacy, broad definition of, 32.
See also Policy advocacy

Advocacy nonprofits: development
of sustainable revenue streams
for, 51; management challenges
in, 45-46; and 1969 tax reforms,
44

Affordable housing nonprofits, mis-
sion-related earned-income ven-
tures in, 70. See also Habitat for
Humanity; YouthBuild USA

Alumni engagement programs, cul-
tivation of leaders in, 100

America’s Second Harvest: brand
sharing of, 108; corporate past-
nerships of, 76-77; direct scrvice
role of, 38-39; formal @£t liations
of, 108; infrastructure funding in,
202; innovations to adapt to food
industry trends, 1 53-134; key
stakeholde.s ¢f, 245; leadership
and advovacy efforts of, 38—40;
legislative strategies of, 39-40;
purpose of, 253; operations scale-
up in, 66—67; profile of, 15, 253—
255; revenue and expenses, 254;
as solution for excess production
problem, 67; standard-setting role
of, 66; win-win dynamic in, 65-67

American Express: Charge Against
Hunger campaign, 129; non-
profit partnership of, 72, 98

AmeriCorps, City Year’s advocacy
for, 51, 119-120

Annual conferences and events, as
opportunity for knowledge shar-

ing and networking, 99; purposes
of, 148

Aronoff, Marcia, 175

Atlantic Philanthropies, 200

N

Baker, L. M., 1%, b2

Balfanz, Jim, 6%, 69, 70, 88, 92, 163

Bartels. Der.nis, 139, 167

Bear, i Michael, 189

Benzer, Denny, 170

Rennis, Warren, 162

boards: continuity of leadership in,
174; critical behind-the-scenes
role of, 172-173; and member
diversity, 176; power-sharing rela-
tionships with executive directors,
172-173, 174-175; resource strat-
egy of, 175-176; size and makeup
of, 173-174

Bornstein, Gerald, 99, 144

Bowers, Ann, 167

Branding: grassroots-level creation
of, 88; large-scale involvement
resulting from, 86

Brislain, Al, 66, 134

Brower, David, 56

Brown, Michael, 46, 50-51, 68, 89,
91, 119, 120, 163, 193, 197, 201

Budget size, and competitive advan-
tage myth, 18

Built to Last (Collins and Porras),
27-28

Business practice change, 61-73; and
creation of assets for low-income
populations, 61-63; financial in-
centives for, 61; impacts on the
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company, 61. See also Corporate-
nonprofit partnerships

Butler, Stuart, 49, 141, 142, 145,
206

Cc

Campbell, Joseph, 89

Carter, Jimmy, 82, 95

Case study data analysis, 28-29

Case study research interviews,
234-235, 237-243

Case study research methodology:
criteria for case selection in,
25-27tabl.1, 232-233; four-phase
process in, 27-29, 225-236; two-
part definition of impact in,
25-26

Cathedral Within, The (Shore), 73

Cause-marketing partnerships, 71-73;
and partnership integrity, 76;
structured as business-to-business
alliance, 72-73

Center on Budget and Policy Priori-

corporate sponsors of, 68-69;
culture of common ground in,
88-89; earned-income ventures of;
74, 77; federal funding of, 259;
financial system improvements in,
146; founding stories of, 89-90;
general public’s engagement in,
91-93; growth campaigns of, 200;
history of, 260; impacts of, 221,
259; informal coalitions of, 108;
key stakeholders of, 246-247;
leadership team in, 163; national
service movement and, 119-121;
partnerships of, 69; private-sector
involvement in, 59; profile of,

15, 258-260; programs of, 258;
purpose of, 258; revenue and
expenses, 259; A L benchmark-
ing approach in; 147; Serve-a-thon
money-ra'sit g.event of, 91-92;
strategic leadership development
in; 117;theory of engagement in,
02-93

ties: annual budget of, 41; engage-
ment of targeted groups in, 94;
expertise- and knowledge-sharing
of, 114; focus on federal policy
analysis and national advocacy,
50, 114, 256; foundation supy.ort
of, 199; grassroots education
campaign of, 42-43; impacts of,
256; key stakeholdcrs of, 246; net-
work mind-set'at, ' 15; original
focus of, 41-42, 257; outreach to
critical stakeholders, 94; profile
of, 15, 255-257; programs of,
256; purpose of, 256; revenue
and expenses, 257

Ciaf)in, Jill, 88

Clark, Charles, 164

Clinton, Bill, 119

Collective executive leadership, 22,
155-169; applications of, 156-157;
complementary assets of group
members in, 158; and relation-
ships across networks and sector
boundaries, 156; and second-in-
command appointments, 162—164;
senior executive teams in, 164—
165; transition to, 161-164

Collins, Jim, 26, 27, 158, 186-187

Common Interest, Common Good
(Sagawa and Segal), 59

CEOs. See Executive directors

Chambers, Randy, 63, 136, 164

Chronicle of Philanthropy, top non-
profits selected by, 13, 28

City Year: business community en-
gagement in, 67-70; Care Force
consulting business of, 71; com-
bined advocacy-service approach
in, 43; corporate funding of, 197;

Community Wealth Ventures

(CWV), 60; business success of,
77; overview of, 73

Compensation and benefits policy:

base salary established in, 187;
competitive, 188-189; perfor-
mance-based, 190

Connolly, AnnMaura, 120, 121
Corporate philanthropy, 64, 73



Corporate social responsibility move-
ment, and debate over corporate-
nonprofit partnerships, 58-59

Corporate-nonprofit partnerships:
basic, 60, 64, 78; benefits of, 65;
and business operation changes,
55-57, 64=70; collective social
impact of, 65; and due diligence
research, 76; exemplary, 67tab3.1;
good fit and common motives in,
75-76; leverage and reframing
of business in, 59-60; marketing-
related impacts of, 65; and
mission-drift risks, 74; models
of, 64-65; nonprofit skepticism
toward, 58; and perception of
selling out, 75; potential con-
flicts of interest in, 76-77; risk
of earned-income operations in,
74; risk management in, 73-78;
social-sector debate over, 58;
strategic working relationships
in, 65-67

Cross, Tim, 162, 195

Cultivation events, 92tab

D

Daring to Lead (study), 167—i68, 175

Davies, Kert, 57

Davis, Marco, 166

Dees, Greg, 59

Delacote, Goéry, 126, 167, 174, 175

Department oi tiousing and Urban
development (HUD), grants and
technical assistance of, 35, 112,
195

Direct service organizations, policy
reform engagement of, 53-54.
See also Programs and projects

Direct service, combining policy
advocacy with, 21, 36-45

Doerr, John, 97

Donors: as evangelists for nonprofit
cause, 22; as forces for good, 6; six
practices’ usefulness for, 219-220

Drayton, Bill, 24, 220

Duell, Eric, 101
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E

Eakes, Martin, 25, 30-31, 51, 62, 64,
78-79, 137, 163-164, 187, 189;
profile of, 161

Earned income, diverse sources of,
51-52

Earned Income Tax Credit (EITC),
expansion of, 42

Earned-income businesses, 70-73;
business models for, 70-71, 77-78;
difficulties of building and sus-
taining, 77; and mission drift,
7'7; mission-related, 70, 78; as no-
strings-attached income streams,
70; as strategy to leverage private
sector, 60

Eli Broad Fouridation, 117

Environmer tal Defense: aggressive
advocacy combined with lawsuits
in. 41, £5; compensation at, 189;
carporate partnerships of, 55-57,

1, 75-79; funding and costs, 51,

204; key stakeholders of, 247; lob-
bying approach of, 41; market-
based strategies of, 56-58, 79;
prioritization process in, 150;
profile of, 13-14, 15, 260-263;
programs, 260—-261; public policy
influence of, 84; purpose of, 260;
recent accomplishments of, 261;
quest for “ways that work” in, 121,
122; revenue and expenses, 262;
science-based policy in, 49; solid
waste reduction plan, 55; strate-
gies for changing corporate
behavior, 13; system-change
strategies in, 47; tough-love
approach to firing in, 191

Environmental groups, corporate
engagement of, 75

Escarra, Vicki, 171

Espinoza, Tom, 48, 118

Executive directors: comparative
compensation of, 188fig8.2, 189;
and cultivation of second-in-
command, 22; focus on build-
ing the organization, 158-159;
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founders and cofounders as, 156,
162; interview guide for, 241-242;
personal attributes and leader-
ship styles of, 159-161; power
sharing of, 22; tenure findings
on, 157tab7.1, 167-169, 186-192;
top-down models of, 157. See also
specific leader; organization

Exploratorium: combined advocacy-
service approach in, 43; culture
of innovation in, 138-139; cre-
ative revenue streams of, 71; dif-
ficulty of measuring impact in,
138, 139; experiential model of,
91; expertise- and knowledge-
sharing of, 114; founder’s vision
for, 265; impacts of, 264; informal
networks of, 108; key stakeholders
of, 247-248; loose approach to
adaptation in, 138; open-source
network strategy of, 105-106;
profile of, 16, 104-106, 263-265;
purpose of, 263; revenue and
expenses, 264-265; shared lead-
ership in, 166-167

External stakeholder groups, and
six-practices framework, 21

F

Federal funding, and program caps,
112-113. See also specitic
organization

FedEx, nonprofit jartiership of,
56

Feinberg, Mike, 116

Feulner, Edwin, 50, 159, 196; leader-
ship style of, 153-154

Field experts: interviews, 28; list of,
237-240

Field Foundation, 114

Financial resources: and comparative
revenue growth paths, 205fig8.4;
comparative sources of, 194£ig8.3;
earned revenues as, 51-52, 198;
external sources of, 185; founda-
tions as, 198-199; network shar-

ing of, 111-115; network strategy
for increasing, 110, 111-114.
See also Fundraising; specific
organization

Fitzgerald, Suzanne, 146, 148

Food banking: origination of, 65—66;
and welfare legislation, 39-40

Food Research and Action Center
(FRAC), antihunger advocacy of,
40

Food stamp program, 2002 reautho-
rization reform provisions, 42

Ford Foundation, 44, 63, 199

Forney, Bob, 40, 133

Foster, William, 182

Foundation grants, leverage value
of, 220-221

Foundation leaders, rix practices’
usefulness for, 219-220

Franklin, Alisor, 120

Fuller, Linda, 82, 170

Fulles, Millard, 12-13, 82, 88, 159,
170,189

Fund for the Improvement of Post
Secondary Education, 105

Fundraising: through individual
donors, 196-197; as integrated
function aligned with the larger
vision, 192; and lobbying of gov-
ernment, 192-195; ongoing
process of, 182-183; and organi-
zational sustainability, 192-199;
private-sector, 197; strategies and
sources of, 18, 192-199; and
widespread impact, 195

G

George H. W. Bush administration:
and Clean Air Act amendments,
57; Commission for National and
Community Service, 119

George W. Bush administration,
and nonprofit bipartisanship,
48, 49

Global philanthropy, trends in, 4

Glover, Nick, 180-181



“Good enough” organizations, 19;
necessary ingredients for build-
ing, 185

Good to Great and the Social Sectors
(Collins), 26, 158, 186-187

Gordon, Robert, 163

Graham, Ashley, 72-73, 129, 130, 151

Grant-making foundations, U.S.
assets of, 3

Greenberg, Kathryn, 199

Greenpeace, and market-based
strategies, 57

Greenstein, Bob, 43, 94, 114

Grossman, Allen, 183

H

Habitat for Humanity: advocacy
funding in, 52; brand creation
in, 88; business model of, 82;
compensation at, 189; cycle of
engagement in, 83; emphasis
on sustainability and participant
impact in, 206; engagement of
outsiders in, 87-88; experiential
model of, 90-91; faith-based
collaboration in, 122; founder
transition and move to shared
leadership in, 170-171: 1ur ding,
196; global transforniation of, 82;
individual champions of, 95; key
stakeholders of;.243-249; larger
communityimpact of, 81-82;
mission 21d goal of, 12-13, 81;
profile of, 12-13, 16, 265-268;
programs, 266; public policy
influence of, 84; purpose of, 265;
revenue and expenses, 267; suc-
cess of, 81, 82; traditional service
focus of, 45; volunteer hands-on
participation in, 82-83

Hagelin, Rebecca, 124

Hanlon, Patrick, 85

Harvard Business Review’s “Virtuous
Capital” article, 183

Heritage Foundation: bipartisanship
in, 49; collaborative strategy of, 124,
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145; funding and costs in, 51,
196; grassroots constituency of,
93-94; informal networks of, 108;
impacts of, 269; key stakeholders
of, 249; performance measurement
in, 141; performance-based com-
pensation policy, 190; presiden-
tial leadership style in, 153-154;
proactive marketing of conserva-
tive policy, 123-124; profile of,
16, 268-260; public policy influ-
ence of, 84; purpose of, 268;
quality policy research and analy-
sis of, 50; revenue and expenses,
270; rigorous strategic planning
process in, 142 senior leadership
teams in, 141-142; triumvirate of
leadershivp ir1, 153-155

High Perfhrimance Nonprofit Organiza-
tior's (.etts, Grossman, and
lvan), 36, 131

Fligh-impact study organizations,
1-2; balance between achieving
results and maintaining integrity
in, 46—47; collaborative mind-set
in, 108; comparative total rev-
enues (2005), 184fig8.1; in larger
ecosystem of societal institutions,
211; management tools and
practices used in, 59; pragmatic
activism of, 78-79; profiles of,
12-17, 253-283; selection of,
25-217, 232-233; six practices
framework of, 6, 9-10, 19-24

Holmes, Kim, 141, 154

Hubbard, Betsy, 155-156

Huffman, Kevin, 159, 191

Hunger relief organizations, corpo-
rate partners of, 72. See America’s
Second Harvest; Save Our
Strength

I
Idea vetting, 137-138
Individual engagement: and co-
creation of community, 85; and
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connection across social divides,
89; and consumer mobilization
in critical markets, 85; through
experiential and meaningful
events, 90-94; framework for,
87-101; funding base impacted
by, 84-85; and need for belief
and belonging, 85-86; ripples
of impact in, 87fig4.1, 101-102.
See also Rules of engagement
framework

Infrastructure investment, 199-203;
and conventional metrics of non-
profit performance, 202-203; diffi-
culties of raising funds for, 199-200;
growth campaigns for, 200-201

J
Jacobs, Ilene, 90, 183, 201

K

Kamasaki, Charles, 35, 68, 121, 165

Kasper, F. Van, 176

Kennedy, Robert, 102

Kerry, Teresa Heinz, 97

Key stakeholders interviews: list of
245-251; questions and guide-
lines for, 241-243

Khazei, Alan, 50-51, 91, 95, 112,
120, 159, 160, 163, 193

Kopp, Wendy, 12, 149, 179, 206; pro-
file of, 159-160

Krupp, Fred, 13, 45, 35; 160, 168, 191

L

Lav, Iris, 115

Leadership development: impend-
ing crisis of supply and demand
and, 176-177; for the larger field,
100; network strategy for,
116-118; and search for top tal-
ent, 176

Leadership transition: of case study
nonprofits, 171-172; founder’s
syndrome impacts on, 169-171;
and recruitment from outside,

171-172

Legislative relationships, 31, 50. See
also Lobbying

Letts, Christine, 131, 183

Leveraging market forces, as high-
impact practice, 21

Levin, Dave, 116

Lipscomb, Toni, 137

Lobbying: hiring professionals for,
50; law on, 33; negative associa-
tions of, 33

Local nonprofit agencies, 7; food
distribution activities of, 39

M

Management style, and competitive
advantage myth, 18

Market-based strategic:,.55-80; and
corporate self-‘ntzrest, 58; corpo-
rate-nonproiu partnerships as,
55-57, 78

Markus, Greg, 158-159

Maslcw Abraham, 85

Matheinatica Policy Research study,
1:41

Mc:Cay, Emily Gantz, 45, 107, 121,
164-165

McCurry, Mike, 58, 91, 172

McDonald’s, nonprofit partnership
of, 56

Menaker, Debra, 105

Meyer, Danny, 98

Mobilization: in direct service orga-
nizations, 34; of individuals and
the larger public, 83-86; and
organizational expansion, 83. See
also Individual engagement

Moore, Gordon, 96

Morison-Butler, Lisa, 93

Muioz, Cecilia, 48, 165, 166, 187

Murguia, Janet, 165, 197

Murphy, Pat, 106, 139

N
Nader, Ralph, 153
Nanus, Burt, 162
National Affordable Housing Act of
1990, 44



National Council of La Raza: bipar-
tisanship in, 48-49; “building
the field” focus of, 107; capital
campaigns in, 202; combined
policy-program approach in, 36;
community-building opportuni-
ties in, 99; continuous adaptation
in, 144; corporate partnerships
of, 76; creative revenue streams
of, 71; diversified funding of, 44;
federal-level advocacy work of,
43-45; founding board’s dominant
leadership in, 174-175; funding
and costs, 51, 197; impacts of, 271;
key stakeholders of, 249-250;
leadership development in, 118;
legislative influence of, 44; mis-
sion of, 72; national charter school
network of, 35; National Housing
Network of, 34-35; participants
and recipients, 274; policy advo-
cacy of, 43; pressures for spe-
cialization in, 44; private-sector
involvement in, 59; product inno-
vation in, 144; profile of, 16, 276--
273; programs on the ground, 47«
Project EXCEL of, 35; purpose
of, 270; and Reagan fundir g cuts,
182; revenue and expenses, 272;
revenue-generating eiiorts of, 70,
71; shared leadership in, 165-166;
and social e1nterorise movement,
71; strategic partnerships of, 72;
vision of, 43-44

National nonprofit leaders, 7

National peer survey, for selection of
study organizations, 27-28

Navarrete, Lisa, 166

Network mind-set: defining, 109;
description of, 107; and enlight-
ened self-interest, 110

Network strategy: challenges in,
125-126; focused on resource
increase for the larger cause, 110,
111-113; of mobilization and
power/credit sharing, 111,
118-121; open-source, 105-106;
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of organizing larger coalitions
for greater impact, 119; sharing
knowledge and expertise as, 105—
106, 110-111, 113-115; talent
and leadership development as,
111, 116-118; use of term,
107-109
Nicklin, Pat, 130, 135, 163, 206
Nissenbaum, Ellen, 50, 94
Nonprofit business ventures. See
Earned-income business ventures
Nonprofit efficiency ratings, and use
of conventional metrics, 18
Nonprofit excellence, common
myths of, 14, 18
Nonprofit Lobbying Guide, The,
(INDEPENDZN1.SECTOR) 33
Nonprofit oigainzations: functions
and inipacts of, 32, 33-34; starfish
me‘aphor for, 125; typical, separa-
ton of service and advocacy in,
22. See also specific organization
onprofit practice, 24; building
organization capacity in, 5; com-
munity building and networking
in, 98-101; early research on,
4-5; organization orientation ver-
sus network orientation in, 109;
power of self-interest in, 21, 22;
private-sectors models for, 5; and
transformative systemic change,
5-17. See also Social change agenda
Nonprofit sector: annual revenues
and worldwide expenditures in,
2-3; and collaboration with gov-
ernment and corporate sectors,
6; converging trends in, 4; and
welfare state retrenchment, 3
Nonprofit strategies: and brand-name
awareness, 18; focused on large-
scale systemic change, 19; fund-
raising and, 18; of leveraging to
create forces for good, 6, 19-20;
mobilization as, 19, 21-22. See
also Network strategy
North Carolina’s Anti-Predatory
Lending Law, 31
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O’Brien, Doug, 39, 77

One Day, All Children . . . (Koop),
149, 179-180

Oppenheimer, Frank, 105, 166

Organizational adaptation, 128-152;
and adaptive capacity, 131-132,
143-148; benchmarking and,
147; cycle of, 131, 132fig6.1,
142-1431£ig6.3; experimentation
and innovation in, 144-145; idea
vetting as approach to, 137-138;
listening to environmental cues
as approach to, 143-144; organic
freewheeling approach to, 136—
139; prioritization of programs
in, 149-150; process of “learning
what works” in, 145-147; program
modification in, 147-148; rigor-
ous and disciplined approach to,
139-142; styles of, 135-142

Organizational innovation: and
elimination of old programs, 135;
external sources of, 133-134; and
new market creation, 57; and
recruitment of diverse staff, 145;
as result of internal dynamics,
134-135; “staying close to the
customer” as impetus for, 12%

Organizational values, methads of
communicating, 87-84

Orth, Christina, 166

P

Pérez, Sonia, 165-166

People policy: compensation in,
187-190; creation of nonmanage-
ment career paths in, 190-191;
and firing of underperformers,
191; retention of subject experts
in, 190

Petsonk, Annie, 121

Philanthropists, six practices’ useful-
ness for, 219-220

Podolny, Joel, 86, 100

Policy advocacy: barriers to combin-
ing programs with, 45-46;

defined, 32-33; development of
sustainable revenue streams for,
51; difficulties of engaging in,
33, 52; leaders’ involvement in,
50-51; management challenges
in, 45—46; and new program cre-
ation, 35; and 1969 tax reforms,
44; service combined with, 21, 35,
36-45, 52-53. See also Advocacy;
Lobbying

Policy positions, and local-level ser-
vice solutions, 33-34

Policy Review (journal), 142

Porras, Jerry, 27

Prendergast, David, 67

Preyer, Jane, 49, 148

Primal Branding (Hariion), 85

Private sector: fincing ways to work
with, 21; network structures of, 125

Program eva'uation and improve-
ment adaptation and, 147-148;
benchmarking and, 146, 147,
external consultants’ involvement
ir,, 146-147; as opportunity for
learning and continuous improve-
ment, 146-147

Programs and projects: combined
with policy advocacy, 21, 36-45;
development of constituency for,
34; expansion, social entrepre-
neur’s trap in, 46; for food provi-
sion, 38-39, 129; mobilization in,
34; and new policy implementa-
tion, 34-35; replication, 5, 34,
43. See also specific organization;
program

R

Rainey, Clive, 170
Reagan, Ronald, 123, 182
Reckford, Jonathan, 171, 189
Rhee, Michelle, 116
Routh, Nancy, 69, 74, 146
Rubin, Virginia Carolla, 174
Rudman, B. J., 94
Rules of Engagement framework,

87-101; articulation of mission



and values in, 87-90; cultivation
of evangelists in, 94-98; experien-
tial connections in, 90-94

Ruta, Gwen, 25, 48, 56, 75, 79

Ryan, William, 183

S

Sagawa, Shirley, 59, 120

Schall, Bob, 137, 198

Scofield, Chuck, 98, 160

Segal, Eli, 59

Seidel, Stephen, 45, 46, 83, 87-88,
101

Self-Help: and advocacy funding
sources, b2; bias toward action in,
137; built-in revenue stream in,
70, 71tab3.2; Center for Respon-
sible Lending subsidiary of,
31; combined policy-program
approach in, 36; compensation
philosophy at, 189-190; continu-
ous innovation and adaptation
in, 210; double bottom-line in,
64, 138, 198; engagement of tar-
geted groups, 94; financial sus-
tainability of, 198; idea vetting i1
137-138; innovative and hands-
on approach of, 136-13", vey
stakeholders of, 250;teadership
transition in, 163--154, leveraging
strategy of, 209-211; lobbying
and legislative siiccess of, 31; new
program cvaiuation system of,
137; policy advocacy of, 30-32,
51, 53; and predatory lending
practices, 31-32; profile of, 17,
273-275; programs, 273-274;
purpose of, 273; revenue and
expenses, 275; tools of business
and law used in, 62-64; and U.S.
mortgage industry transforma-
tion, 61-64

Semper, Robert, 105, 139, 191

Share Our Strength: cause-market-
ing partnerships of, 72-73, 85,
98; celebrity chefs’” involvement
in, 97-98; Conference of Lead-
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ers, 134; earned-income ventures
of, 60, 71; experiential model of,
91; executive team in, 172; food-
related fundraising events of,
129-130; founder leadership in,
163; innovation and adaptation
in, 130; key stakeholders of, 250;
lessons learned from failures

in, 129-130; National Culinary
Council of, 98; outreach to pro-
fessional chefs and restaurateurs,
128-130, 133; partnering for
social change in, 85; private-sector
involvement in, 59; process inno-
vation in, 144; profile of, 17, 276
278; programsand projects, 98,
276, 278; prrpose of, 276; re-
source al' ocadon to new ideas in,
150-151: revenue and expenses,
277 sinuplicity of participation in,
51 sources of advocacy funding
for, 52; strategy to end childhood
hunger, 134-135; and succession
planning, 172. See also Taste of
the Nation

Shore, Billy, 72, 73, 97-98, 128, 134—

135, 176, 191-192; profile of, 160

Shore, Debbie, 97, 98, 98, 128, 160,

163

Six-practices framework: adaptation

and innovation in, 22; engagement
and mobilization in, 21-22; imple-
mentation of, 211-219; leadership
sharing and empowerment of
others in, 22; network building
in, 22; mutually-reinforcing inter-
actions in, 23-24; as virtuous
cycle, 209-211

Smith, Kim, 116
Social change process: and appeals

to broad political center, 47-48;
effected through working within
the system, 47; principles for suc-
cess in, 46-52; preservation of
integrity and credibility in, 49-50;
and principled bipartisanship,
48-49; and practical idealism
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concept, 46—-48; and social entre-
preneur mind-set, 24

Social entrepreneurs: defined, 4;
externally-focused mind-set of,
24-25; in teamwork with business
entrepreneurs, 4

Social entrepreneurship movement:
cause marketing in, 60, 64-65,
71-73; and collective leadership
model, 155-156; and debate over
corporate—nonprofit partnerships,
58-59

Social networks: creating larger self-
sustaining communities through,
100-101; knowledge sharing in,
113-115; leveraged to engage
more individuals, 99; and organi-
zational networks, 118; sacrifice
of self-interest for the greater
good in, 112-113; tools for stay-
ing connected in, 99. See also Net-
work strategy

Starfish and the Spider: The Unstoppable
Power of Leaderless Organizations,
The, (Brafman and Beckstrom),
125

State Fiscal Analysis Initiative, scope
and impact of, 114-115

Stein, Eric, 62, 164

Stoneman, Dorothy, 47, 56, £1,112—
113, 192-193; profile-of, 160-161,
172

Super-evangelists: diclizerate recruit-
ment of, 95; in high-profile non-
profits, 95-98; mobilization of,
97; national and international
impacts and roles of, 85, 96

Surdna Foundation, 199

Sustainable impact, 218-219; and
ability to secure basic needs, 182;
and budget size, 183-184; and
capital market development, 183;
challenges in, 184; compensation
and benefit policies for, 187-190;
development of people strategy
for, 185-192; and individual-
mission fit, 187; and infrastruc-

ture investment, 199-203; and
investment in critical organiza-
tional elements, 183, 200; and
need for self<investment, 184;
and ongoing funding quest,
182-183; and resources from
external partners, 185; and reten-
tion of best performers, 186, 188;
and size of organization,
183-184; strategies for, 185-186;
and top talent investment, 185,
186-187. See also Fundraising
Swartz, Jeff, 95-96, 120

T

Taste of the Nation, 72; missed
opportunity to buiia; 150-151;
success of, 129

Tax Reform Act ¢£1986, and
earned-incom= benefits, 42

Teach For Anerica: audacious goal
of;12; benchmarking of recruit-
ing process, 146; engagement of
outsiders in, 93; firing of under-
performers in, 191; founder’s
vision for, 179-180; history of,
280; growth campaigns of, 200
201, 204; informal coalitions of,
108; key stakeholders of, 250—
251; leadership development
strategy of, 116-117; participants
and recipients, 279; profile of, 12,
17, 278-280; program prioritization
in, 149; purpose of, 278; recruit-
ment strategy, 140; regard for data
and evaluation in, 140-141; rev-
enue and expenses, 280; viewed
as maverick organization, 122

Temporary Emergency Food Assis-
tance Program (TEFAP), 38, 39

Ten Rules for Strategic Innovations,
131

Third wave environmentalism, 55-56

Thompson, Eleanor, 39

Tierney, Tom, 177

T-Mobile, partnering of, 69

Townsend, Kathy, 163



Tracy, Brian, 141
Truluck, Phil, 154-155, 169, 190

U
U.S. mortgage industry, business
practice changes in, 61-64. See
also Self-Help

\%
Van Hengel, Jon, 65
Vladimiroff, Sister Christine, 38, 39
Volunteers, as evangelists for non-
profit cause, 22

w
Wachovia Bank, 62-63
Wal-Mart, nonprofit partnership
with, 56, 75, 79
Waters, Alice, 128
Welfare Reform Act of 1996, 39-40
Welfare reform legislation, 39
Whitman, Meg, 97
Whittle, Chris, 180

Y
Yarnold, David, 47, 79, 204

InpEX 313

YouthBuild USA: collective action

as primary strategy in, 112; com-
bined advocacy-service approach
in, 43; cultivation of critical
supporters, 94; engagement of
targeted groups, 94; evaluation
emphasis in, 145-146; experien-
tial strategy of, 94; funding and
costs, 192-193, 195; growth of,
113; impacts of, 281-282; key
stakeholders of, 251; mission of,
113; participants and recipients,
281; policy advocacy of, 51; pri-
vate-sector involvement in, 59;
profile of, 17, 281-283; program
modification i, 147-148; pro-
gram replicaven strategy of,
112-113,/114; purpose of, 281;
revenie and expenses, 282-283;
revenue-generating programs of,
71tab3.2; senior management
team in, 172; shared leadership
in, 162; strategic leadership
development in, 117

Yzaguirre, Raul, 44, 174-175, 182,

197; profile of, 165






