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				Introduction

				Welcome to Social Entrepreneurship For Dummies!

				If you’re browsing through this book, chances are good that you’re more than a little worried, anxious, or frustrated about a world that is absolutely bristling with problems. Maybe you’re not exactly mad as hell — yet — but on some days you feel like you’re getting close. It’s a good bet that you’re also feeling that it’s about time you stepped up to the plate and tried to make a positive difference.

				Maybe you’ve already dipped a toe in these waters. Maybe you’ve volunteered, but didn’t feel quite fulfilled. Volunteers tend to work on already recognized issues, whereas you, on the other hand, may be dismayed by problems that not enough others see. Or maybe the problems you see have been recognized, but reaction times in addressing them seem soooo slooow that you just have to shake your head.

				Things needed to be done yesterday! You sense the urgency. Doesn’t anybody else? Is it that others just haven’t got around to it yet? Is there a lack of know-how or available resources? At this point, it doesn’t much matter. Somebody’s got to do something. And you have a feeling that somebody is you.

				About This Book

				If we’ve just sketched a portrait of you, in however rough an outline, this book is intended for you. You may not know it yet, but you’re a social entrepreneur in the making.

				Very simply put, a social entrepreneur is someone who uses business principles to address social or environmental problems. Social entrepreneurs become experts on the problems they fight — whether those are local, regional, national, or global — and, as often as not, they’re visionaries. Social entrepreneurs see that we’re all our brothers’ and sisters’ keepers, and they form effective organizations to carry out missions to demonstrate that in one form or another. This book walks you through what it takes to become one of these visionaries and lays out many of the principles and strategies social entrepreneurs employ, both practical and philosophical.

				Conventions Used in This Book

				To make this book as easy to use as we can, we try to define each new term as it comes up. We also use the following conventions:

				Italics are used when we introduce new terms (which we define shortly thereafter, often in parentheses).

				Boldface words and phrases in bulleted lists and numbered steps help you pick out the keywords at a glance.

				Web addresses, or URLs, are in a special monofont typeface. The link may be only one page of a larger, interesting Web site, so take advantage and explore the rest of the sites we mention in this book.

				When this book was printed, some Web addresses may have needed to break across two lines of text. If that happened, rest assured that we haven’t put in any extra characters (such as hyphens) to indicate the break. So, when using one of these Web addresses, just type in exactly what you see in this book, pretending as though the line break doesn’t exist.

				What You’re Not to Read

				You’re busy — we know that. So if you need to skip over sections of the book, you can safely skip the sidebars and any chapters that just don’t seem relevant. You can also skip anything marked by a Technical Stuff icon (for more on icons, see “Icons Used in This Book,” later in this Introduction).

				Foolish Assumptions

				If you’ve read even this far, we assume the following:

				You want to become a social entrepreneur, or at least want to know enough about it to make a decision. You may be moving in this direction because you’re concerned about the state of the environment or because you recognize that creating an organization is the best way to battle poverty, for example, or homelessness, or the issues of hunger or drinking water availability in some far-off land.

				You don’t have a lot of experience running an organization. That’s why we slow down and address many fundamental concepts that go into the effective operation of organizations.

				You want to look for ways to give your existing business a social entrepreneurial slant. You have a for-profit business and you’re thinking about your corporate social responsibility and how to implement it.

				You’re committed to making a difference, and you’re not attached to the status quo. You’re ready for change and willing to take risks to get it.

				You’re curious. You want to discover more about what you don’t know. You’re reading this book to expand your thinking about the various ways of tackling your chosen issue.

				You’re willing to put some real effort into this. You’re not an armchair quarterback anymore. You realize we can’t give you your social enterprise or run it for you, and we can’t even cover everything you need to know in the limited space we have here. You’re ready to continue your research after reading this book.

				How This Book Is Organized

				We’ve organized this book in five parts. Each part builds on the one before, but don’t feel like you have to read the chapters in order. Each chapter stands on its own as an examination of a piece of the social entrepreneurial puzzle.

				Part I: An Introduction to Social Entrepreneurship

				In Part I, we introduce the fundamental concepts of social entrepreneurship and the social context within which it takes place. Compassion is at the heart of social enterprises, and it’s the main theme of Chapter 2. Motivation is another important component, and Chapter 3 presents a set of ideas and concepts aimed at helping you understand what motivates people to become social entrepreneurs.

				Social entrepreneurship is almost always a group effort, and in Chapter 4 we cover the vital issue of communication within an enterprise. The final chapter in this part, Chapter 5, examines the multitude of trends that currently bear on social entrepreneurship. They can subtly influence how your own enterprise will evolve and whether it’s likely to fail or succeed.

				Part II: Establishing Your Organization

				In Chapter 6, we set out a smorgasbord of areas in which social entrepreneurship has succeeded over the years, while pointing out that more work of this kind remains to be done. The intent is to help you zero in on the specific area of life where you’d like to generate significant social change. We get down to discussing the initial planning of your enterprise, including setting your mission and goals, in Chapter 7 and help you answer the question of whether to organize as a nonprofit group or one that seeks a profit in Chapter 8.

				Finding the money necessary to run your enterprise is invariably an early concern, especially if you choose to be a nonprofit organization; various ways of obtaining money are the subject of Chapter 9. In Chapter 10, we look at the importance of establishing the identity of your new enterprise and creating your own unique brand; we also explore ways of achieving these things effectively.

				Part III: Growing Your Organization

				Getting something up and running is one step, but keeping it alive and growing requires more knowledge and skills. The main theme of the chapters in Part III is finding out how you can make your organization into a continuing success. Networking is an important strategy for reaching this goal (Chapter 11), and so is working effectively with the media — newspapers, radio, television, magazines, the Internet, and other public outlets (Chapter 12).

				The dreaded concept of bureaucracy is often a necessary part of a social enterprise, and keeping it under control can sometimes be difficult, as we explain in Chapter 13. Bureaucracy is usually part of a formalized social enterprise — one that is incorporated, has a constitution, and perhaps has governmental charity status — which we discuss in Chapter 14.

				Part IV: Keeping Your Organization Running for the Long Haul

				It takes leadership and good management to keep an organization on course for the long haul. Chapter 15 takes a close look at the entrepreneur side of social entrepreneurship, including the fundamentals of capitalism, the need for innovation, and the development of relevant knowledge.

				All strong organizations have, or should have, a good set of leaders. In Chapter 16 we explore the principles of leadership and the power of charisma, and we address problems stemming from overusing power. We give broader consideration in Chapter 17 to the management of social enterprises — of recruiting and managing paid staff and volunteers, whipping up morale, and looking after your organization’s expenses. The final chapter in this part, Chapter 18, centers on teamwork and the roles of passion and compassion in motivating effective coordinated group efforts.

				Part V: The Part of Tens

				If you’re inspired to start a social enterprise, but you haven’t yet found a social problem around which to organize it, look at Chapter 19 for a list of ten great areas for social entrepreneurial action. And always steer clear of common mistakes in this field, a helpful list of which appears in Chapter 20. Finally, the appendix lists many useful further resources for starting and running a social enterprise.

				Icons Used in This Book

				Throughout this book, you’ll see little pictures in the margins, called icons. Icons are there to grab your attention. Here’s what each of the icons means:

				[image: tip.eps] Ideas next to this icon help you move your social enterprise forward or highlight especially relevant information that can save you time.

				[image: warning_bomb.eps] Paying attention to the tidbits next to this icon saves you time, money, and perhaps even some heartache. This icon warns you about possible problems or glitches you may encounter on the way to becoming a social entrepreneur.

				[image: remember.eps] This icon flags information that you should keep in mind in the long term, if not memorize, as you explore social entrepreneurship.

				[image: technicalstuff.eps] This icon indicates more advanced, arcane, or difficult stuff, such as deeper details or background, which may or may not interest you. You can safely skip this material.

				[image: example.eps] Throughout the book, we use concrete or hypothetical examples to illustrate important concepts. Seeing the idea in action often gives you a better idea how to apply it.

				Where to Go from Here

				Are you ready to get started? Although you can start with any chapter, here are a few suggestions to get you off to a good start.

				If you’re new to the whole concept of social entrepreneurship, we suggest starting with the chapters in Part I. Heck, start with Chapter 1, if you like, and don’t look back.

				If you have a fairly good idea what social entrepreneurs do and what you care about in particular, you might start with the chapters in Part II to wade straight into ideas on forming your own organization.

				Feel free to use the book’s handy Table of Contents or Index to look up your specific areas of interest and dive straight in that way.

				However you use this book, and wherever you start your exploration, we hope you become as enamored and inspired as we are about the possibilities of social entrepreneurship. And we wish you the best in your future success.

				Now, read on!
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				An Introduction to Social Entrepreneurship
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				In this part . . .

				We believe that laying some groundwork for the foundations of social entrepreneurship before building your organization is a good idea. And that’s what this part is all about.

				Chapter 1 is an overview of what social entrepreneurship is and how it works. Chapter 2 wades — gently — into some important aspects of social entrepreneurship theory that we believe can be crucial to your success. Chapter 3 takes on the issue of motivation, because knowing why people do what they do in the field of social entrepreneurship can have untold long-term benefits. Chapter 4 explores the currency of any enterprise: communication. And Chapter 5 gives you some insight into the larger forces currently at work that affect all social entrepreneurs.

			

			
		

	
		
			
				Chapter 1

				Social Entrepreneurship: A Calling for You

				In This Chapter

				Discovering what social entrepreneurship is all about

				Seeing where you fit in and how to get started

				Being inspired by examples of social entrepreneurs

				Preparing to move forward with your passion and ideas

				At the most basic level, social entrepreneurs want to fix problems. What kinds of problems? Well, what kinds of problems might you be concerned with? Some problems are nuisances or pet peeves, like overcrowded roads, outrageous dress, rude drivers, barking dogs, and telephone solicitors. Other problems threaten or degrade our way of life: environmental pollution, crime, corruption in business and government, economic crises, and so on. And then there are the problems that threaten life itself: climate change, war, famine, genocide, disease, and natural disasters — a grisly list for sure.

				It’s probably true that the world today is plagued with more problems of all three types than at any other time in history. We face challenges like never before. The world’s “to do” list is enormous and growing. For social entrepreneurs, that means take your pick — please! You can start small, focusing on a narrow, local issue, and work your way up to bigger and broader goals, building on your successes. The good news — and the bad news, of course — is that there is no shortage of problems around, waiting to be tackled.

				What Is Social Entrepreneurship?

				Social entrepreneurship and its methods, borrowed from the world of business, are becoming more and more popular among morally conscious people itching to solve a particular social problem and possibly make money in the process. Social entrepreneurs execute innovative solutions to what they define as social problems — be they local, regional, national, or international.

				In social entrepreneurship, people use the principles of enterprise — business principles and even capitalism itself — to create social change by establishing and managing a venture. Some are altruists. They set up small, medium, or large nonprofit groups designed to ameliorate a difficult situation threatening certain people, flora, fauna, or the environment — or sometimes a combination of these. Others are profit seekers with a heart, who manage to establish a money-making enterprise that improves a situation in one of these four areas.

				Whether starting and running a nonprofit or for-profit social enterprise, these entrepreneurs are usually practical. Each entrepreneur has a mission, typically one that is powerfully felt with urgency and compassion, and each takes concrete action leading to solution of the problem targeted in that mission.

				We’ve just described the scope of social entrepreneurship, or what social entrepreneurs do. But what is the nature, or essence, of social entrepreneurship? One way to answer that question is to look at its three essential elements: motivation, organization, and society.

				Social entrepreneurship is motivation

				Any discussion of social entrepreneurship and its entrepreneurs must include why people get involved in it in the first place. Sure, they’re trying to solve a pressing problem, one that bothers them and probably other people. But look at the desire to be a social entrepreneur in still broader terms.

				Some entrepreneurs hope to develop a for-profit social enterprise — they’re seeking a livelihood of some sort. It may not be much at first, but they hope it brings reasonable success in the long run.

				For other entrepreneurs, eventually becoming a for-profit social enterprise may be a side effect, even an unexpected one, of their first efforts. And some are only interested in working toward building a successful nonprofit enterprise.

				These possibilities of for-profit and nonprofit organizations raise the question of what the entrepreneur gets out of all this, besides solving a problem and changing the world as a result of the solution. What is that person’s motivation? Motivation has long-term effects. Why you do something often determines how and how well you end up doing it.

				We discuss this matter of motivation in several ways throughout this book. It comes up when we consider the feelings or urgency and compassion that inspire social entrepreneurs. It comes up when we explain social entrepreneurship as either a special form of leisure (the nonprofit form) or a special form of work (the for-profit form). And it comes up when we look at commitment and obligation.

				Social entrepreneurship is organization

				A social enterprise is an organization, often one that is legally incorporated (see Chapter 14 for more on that). As in all successful organizations, leaders of social enterprises must engage in careful planning, organizing, and building their group’s identity. They have to decide on the structure of the enterprise, the nature of its constitution, and the elements of its bureaucracy. Sooner or later, they have to decide whether to be a for-profit or nonprofit entity — a decision that has implications for the organization’s status as a tax-deductible charity. The organization needs a mission statement, which sets out its vision, and a clear set of goals toward which to work. Those are the minimal things that must be done in order to have much of a chance at success.

				The nature of organizations requires that there be leaders and followers. The principles of good leadership apply as much to social enterprises as to any other kind of organization. The same may be said for managing the people who participate in them. In for-profits, these people, or staff, are paid; whereas in nonprofits, they’re either paid or serve as volunteers. Some nonprofits rely on both paid staff and volunteers.

				Social entrepreneurship is society

				Social entrepreneurship doesn’t take place in a vacuum — far from it. Working with others is the whole idea, and not just internally within the organization itself. As with other organizations, social-enterprise leaders must adapt to and take advantage of the organization’s external environment. In practice, this means publicizing the enterprise and establishing networks of communication and influence with like-minded groups and with private and governmental sources of power, all of which can help or hinder the enterprise’s goals.

				A multitude of large-scale trends currently bear on social entrepreneurship. They include the international movement of national populations, decline in amount and sources of money, and patterns of communicable disease, among others. Trends can subtly or not so subtly influence how your own enterprise evolves, and even whether it eventually fails or succeeds.

				Note that for-profit social enterprises are, at bottom, capitalistic entities. Their leaders must necessarily be familiar with the fundamentals of capitalism, the need for innovation, and the need to remain abreast of relevant information about and knowledge of the world of business. The biggest difference is that whereas normal businesses exist to serve one bottom line — profit — social businesses add two more: social and environmental impact. (We discuss the three bottom lines at length in Chapter 8.)

				Social Entrepreneurship: How Do You Get Started?

				Don’t get us wrong. We’re not asking you to do the Clark Kent thing and transform yourself into a superhero — or become a saint. Not at all. We are asking you to free yourself enough, to be deviant enough, to find the suffering of others, and the state of our world, objectionable. After you do that, what you plan to do about it is up to you. People all over the world are claiming this responsibility and inalienable right to address social and other problems — a right that comes simply from being a person on this precious planet. If you feel like it’s time for you to step up to the plate, then you’ve come to the right place. Stepping up starts here. Object to the crummy, miserable things going on. You have that right and responsibility. No one else is going to do it for you — or at least, not the way you’d do it. Refusing to rely on governments and other organizations to take care of your objection is a big part of the decision to become a social entrepreneur.

				As a social entrepreneur, you’ll challenge the status quo, to be sure. Some people may even object to you, and that’s probably a good sign. The important thing is that your journey as a social entrepreneur will have begun. You’re not simply bothered about something and leaving it at that. You object. That objection is a precondition for your commitment to positive change.

				But how do you change things? Wow. That’s where the rubber hits the road. That’s where, for you, the plot thickens. If your “deviance” takes you to the threshold of a strange land, you’ll cross over into that land when you try to change things for the better. You won’t be alone, though. We’ll be here with you, in this book, at your shoulder.

				You may already have an idea of which problem you want to address, change, or fix. Coming to grips with how to tackle that problem is basically a three-phase process: recognizing and stating your objections to the problem, taking action to try to solve the problem, and starting a social enterprise.

				Recognizing and stating objections

				First, you have to see the problem clearly enough to determine what action to try to take. That means finding out everything you can about it. In complex problems, such as those motivating the International Red Cross or Ryan’s Well Foundation (both profiled later in this chapter), getting a clear view of the problem may take considerable research.

				You aren’t going to be able to effectively fight against something until you have a decent idea of what you’re fighting against. Doing your homework also focuses your sense of urgency and compassion. And it helps you define what you object to about the problem. Write down as clearly and completely as possible what the problem is and why you feel so passionately about it.

				Here’s an example of what we’re talking about.

				[image: example.eps] Project Laundry List (www.laundrylist.org) is a nonprofit social enterprise incorporated in the United States, with official charitable status. Its mission is to make hanging out laundry to dry in the open air a respectable and environmentally friendly practice in America. Project Laundry List further recommends using cold water to wash clothes, which it sees as an easy but effective way to save energy.

				One of the conditions inciting the founders of Project Laundry List was the enactment of local rules that prohibited drying laundry in the open air. The arguments for such regulations included the belief that laundry openly exposed results in a decline in property values, is unsightly, and is unnecessary given the widespread availability of mechanical, indoor clothes dryers.

				The local rules opposed by Project Laundry List are mainly community covenants, landlord prohibitions, and zoning laws. Though it operates only in the United States, the leaders of this social enterprise also point to the existence of similar restrictions in Canada and elsewhere in the world. It’s time, they say, to enact “right to dry” legislation. Project Laundry List also operates as an advocacy group for this cause. The best dryer of clothes, claims the organization, is the solar dryer — hanging out clothing in the sun. By the end of 2009, clothesline legislation had been debated in at least nine states. Project Laundry has also established a National Hanging Out Day in both the United States and Canada.

				How did such an unusual and interesting venture get started? Project Laundry List was born when students at Middlebury College in New Hampshire reacted to plans by Hydro-Quebec to build some major dams in Canada and U.S. plans for expanding use of nuclear power. The students protested by hanging political messages on clotheslines.

				The following is another fairly typical, hypothetical example of how a social enterprise might get its start.

				[image: example.eps] Say you’ve noticed that homeless people tend to congregate around the entrance to your local library. For everyone, trips to the library involve negotiating some half-dozen panhandling requests and perhaps some closer-than-comfortable, close-range scrutiny from strangers. You find that you object to the fact that these folks have nowhere else to go and nothing else to do. And maybe you object to having to interact with strangers who place continual demands on passersby, or even see the situation as a safety hazard. Maybe you start limiting your trips to the library, and maybe other people do too. What can you do about this? Read on for one potential way to address it.

				Taking action

				Once your objection is clarified and galvanized by urgency and compassion, you then enter phase 2 — making some initial attempts to solve the problem. You ask yourself, and probably other people, two questions: What should be done, and what can be done?

				In practice, answering these questions means first trying to solve the problem through existing arrangements. It may mean that you, as an objector, learn that appropriate governmental, private-sector, or nonprofit organizations for solving the problem either don’t exist or are inadequate for the job. In our hypothetical example, maybe the library says its property is open to the public, and perhaps you find that there’s no effective law against panhandling in your town. Moreover, the only homeless shelter nearby has closed, and no community center is currently open. Maybe you even ask the homeless people why they gather there, and they tell you that they were kicked out of the park a few blocks away, and there’s nowhere else for them to go.

				Trying to solve the problem by taking action through ordinary, existing channels is an important step. But it’s because of this step that most people bothered by a particular problem fail to get beyond objecting to it. One reason for doing little other than objecting to the problem is that, often, the objector is unable to answer the questions about what should and can be done about it. Put another way, objectors may see no action in which they’re both willing and able to engage.

				In our homeless-at-the-library example, if the library is no help, and neither is city hall or the police, and nothing else exists that could easily replace the activity, what should be done? Maybe you think there should be a safe place for homeless people to get together, but maybe you go further and think there should be a way to prevent your fellow community members from being homeless in the first place. What can be done about that? If there’s no shelter, community center, or job-training program, as a social entrepreneur that should set some bells ringing.

				Why aren’t there those resources? And you finally realize: You can be the one to get them started. At that point, it occurs to you that if you really want to fix the problem, you’ll have to organize a more coherent and effective approach to solving it. You will, in fact, need to establish a social enterprise. The time has come to engage in some social entrepreneurship and move on to phase 3. If you succeed, you will have helped the homeless people and achieved your goal of taking action to address a perceived problem in your community.

				Starting a social enterprise

				Social entrepreneurship is, says Muhammad Yunus, winner of the Nobel Peace Prize and pioneer of the idea of microcredit, “any innovative initiative to help people.” Let’s look at another very simple example to see this definition in action. As you’ll see, what qualifies as a “social enterprise” can be quite informal.

				[image: example.eps] A neighbor’s dog spends most days outside, often with no apparent food or water. The poor creature barks out of sheer despair and boredom. It’s driving you nuts — both the animal’s sad, pleading noise and its lonesome lot in life. With your objection clarified, you enter the second phase: action. First, you speak about the problem with the dog’s owner, but he tells you to get lost, that he works all day, that the dog would chew his furniture if he left him inside, and that he can’t afford to hire someone to watch the dog. You call animal control, but they say they can’t do anything. You even consider moving away from the neighborhood, but that’s not a realistic option. Kidnapping the dog and letting him loose in the country flicks briefly through your mind, and now you’re horrified at yourself. Perhaps there is a municipal bylaw about cruelty to animals in your town? But your search reveals that there is nothing that applies to this situation. You’re at the end of your rope, right? Wrong. You aren’t a hapless, wilting objector — you refuse to let the dog’s problem go unsolved. What you need is help. Problems often begin to be solved when you reach out to others.

				You talk to other neighbors and learn that they’re as irritated with the neighbor as you are. You get organized and hold a meeting to map out some strategies. It turns out that several of you have some free time at least one day a week. What if you got together and provided some free doggie day care for your community? You have a garage you could convert into a place where dogs could congregate. And one of the concerned neighbors knows someone on the city council who may be able to provide some funding. She’ll talk to this person to see what can be done. Another woman is a lawyer who suggests a bylaw on dog neglect be written and submitted to the city council in order to add some leverage to the idea that’s forming. You volunteer to write a letter to the editor of the local newspaper, explaining the need for this municipal bylaw pertaining to neglected animals — and announcing your plan for you and other neighbors to help take care of animals during the day. Someone else says he’s starting a local blog on the matter, as a way of swaying public opinion toward enacting the suggested bylaw.

				Let’s give this a happy ending: These measures are sufficient to pressure the city council member for your district to propose an amendment to the municipal noise bylaw pertaining to dogs left alone outside during the day. This measure passes. The city council agrees to help offset your costs in converting your garage, and you and the other neighbors work out a schedule whereby one of you is there every weekday to take care of animals whose owners work and would otherwise leave their dogs alone.

				You may not realize it, but what you’ve done is use social entrepreneurship to solve a problem. You didn’t make any money doing it, but maybe that’s the next step. Maybe you could begin charging a small fee after you run through the city’s stipend. (We talk about earning money from social entrepreneurship throughout this book.)

				The Beginnings of Social Enterprises

				Why do some people devote huge amounts of time and sometimes personal funds to solving a social problem? You could argue that, in the case of for-profit entrepreneurs, the answer is obvious: They want to make money. But, if profit is the motive, keep in mind that nearly all social enterprises are substantially risky ventures. If you want to be sure to make even a modest amount of money, there are far more secure businesses than ones that try to solve social problems, too.

				[image: remember.eps] Social entrepreneurship becomes necessary when objectors find that appropriate governmental, private-sector, or nonprofit organizations for solving the problem don’t exist or are inadequate for the job. Objectors discover these weaknesses during phase 2, the action phase.

				In the illustration about the neglected dog, government help was inadequate. The objectors, forced by these circumstances, decided to try the entrepreneurial route, or phase 3. It’s this basic impulse that spurs social entrepreneurial action. Making money may be a nice bonus, but it’s not what motivates social entrepreneurs in the first place.

				The homeless and animal-neglect examples were local issues used to illustrate typical small-time social entrepreneurial action. Of course, many of the opportunities for social entrepreneurship are broader than that and of much greater import for humanity.

				[image: example.eps] The founding of the Light Up the World Foundation (www.lutw.org) is an example. It’s a nonprofit humanitarian organization dedicated to providing lighting to poor people in remote areas who currently rely on kerosene lamps or even wood en.wikipedia.org/wiki/Fire. In addition to improved nighttime lighting, this utility brings physical, educational, and financial benefits.

				As you’re probably beginning to see, social entrepreneurship is, in some ways, limited only by your imagination and determination. We round out this chapter with four more examples of how some of today’s social enterprises first sprang into being. These examples show how broad and consequential — and inspiring — social entrepreneurship can be.

				The International Red Cross

				It wasn’t until the mid-19th century that an attempt was made to develop a system for nursing casualties among combatants in war. What existed prior to this time were sporadic nursing stations, which were unprotected from enemy action. Swiss businessman Jean-Henri Dunant set out to ameliorate this situation for men wounded on the battlefield. He was inspired, or more accurately, horrified, by the carnage he observed in June 1859 during the Battle of Solferino, a particularly ugly part of the Austro-Sardinian War.

				Dunant had been on his way to Algeria to tend to his business interests. But now he saw that approximately 40,000 soldiers on both sides died in this engagement or were left wounded on the field. Yet there was next to no medical service or even basic care for these men. Dunant abandoned his plans to go to Algeria. Instead, he spent several days helping to treat and care for the wounded.

				Subsequently, Dunant managed to organize a massive system of relief assistance. This he accomplished by persuading local people to aid the wounded and to do this for soldiers on both sides. Upon returning to his home in Geneva, he wrote A Memory of Solferino, a book he published in 1862 with his own money. He sent copies of it to main political and military figures everywhere in Europe. In his book, he argued for the establishment of national voluntary relief organizations whose mission would be to help nurse wounded soldiers. He also pointed to the need for international treaties that would protect neutral medics and establish field hospitals for soldiers wounded in battle.

				Then, in 1863 in Geneva, Dunant set up the Committee of the Five, which also consisted of him and four other leading members of well-known Genevese families. The committee’s goal was to study the feasibility of Dunant’s ideas and then to hold an international conference to consider the possibility of implementing them. To better communicate its mission, the committee renamed itself the International Committee for Relief to the Wounded.

				The committee submitted resolutions to a diplomatic conference sponsored by the Swiss government, to which national governments throughout Europe and those of the United States, Mexico, and Brazil were invited. The conference resulted in the signing of the first Geneva Convention by 12 governments and kingdoms. Now, for the first time, legally binding rules would be enforced during armed conflict involving neutrality and protection of wounded soldiers, field medical personnel, and certain humanitarian institutions.

				Soon, the signing countries established their own national societies devoted to implementing the Geneva Convention and to using what had become their common symbol — a red cross. In 1876, the international body became the International Committee of the Red Cross (ICRC), which is the name still used to this day. Today the ICRC (www.icrc.org) also provides relief assistance in response to emergency situations not caused by war, including disasters caused by human and natural forces.

				Ryan’s Well Foundation

				Ryan Hreljac claims he’s just a “regular, average kid.” And he is. And he isn’t. When Ryan was a mere 6 years old, he learned from his elementary school teacher that people were dying because they didn’t have clean water to drink. All it would cost, Ryan figured, was $70 to drill one well that could make a huge difference. So Ryan did tons of chores, and soon enough he had his money. Unfortunately, he learned that $70 wasn’t nearly enough. He actually needed about $2,500 to make his dream come true. No problem, Ryan declared. He’d just do more chores.

				Well, it wasn’t quite that easy, but where there’s an indomitable child’s will to do good, it seems people are quick to follow. Soon, with the steadfast support of his family, friends, neighbors, and folks from afar, Ryan’s Well began. Ryan garnered attention for his cause early on, beginning with a friend of the family who starting e-mailing her friends about it.

				The rest, as they say, is history. Today, at age 18, Ryan is recognized by UNICEF as a Global Youth Leader. He has twice been a guest on Oprah and has appeared frequently in many other forms of media. More important, of course, is the good that Ryan’s vision continues to do. Believing that every person on this planet deserves clean water, Ryan’s Well Foundation (www.ryanswell.ca), founded in 2001, has now contributed to building 461 wells in 16 countries, bringing clean water and sanitation services to more than 600,000 people so far.

				My Life My Soul

				Ivette Attaud-Jones, a former Army wife, is a survivor of 20 years of domestic violence. Sadly, Ivette lost a daughter during this unpleasant period of her life. Now Ivette speaks out against this social epidemic to raise awareness. She is also the founder of and program director for My Life My Soul, The Unspoken Journey of Life after Domestic Abuse, an empowering nonprofit support group for women, established as a program of the Church of the Resurrection and incorporated in 1970.

				After abused women leave their abusers, what happens? Attaud-Jones believes that before turning to the police, they look to faith-based communities. So she established a training program to help those communities address domestic violence in their services. She also wrote a book about this situation entitled Silent No More.

				Ivette is, not surprisingly, deeply committed to women’s justice issues, involving herself in many ways. My Life My Soul (www.mylifemysoul.com), whose headquarters are in New York, is also committed to raising sensitivity to domestic violence through public education and community awareness projects.

				The Lost Boys and Girls of Sudan

				The previous examples — and many more that you’ll encounter in this book — document the cases of individual social entrepreneurs. However, one of the most fascinating and historically important examples of social entrepreneurship involves a large and impressive cohort of young men and women, some 15,000 strong. These are the Lost Boys and Girls of Sudan.

				They’re refugees and, too often, orphans of the Second Sudanese Civil War — in many ways, the precursor to the current round of mass killings in Darfur — which claimed more than 2 million lives and displaced an estimated 4 to 5 million civilians. As victims of this civil war, almost 26,000 little boys and girls between the ages of 4 and 12 years of age fled for their lives, heading east toward a hoped-for safe haven. But along the way, almost 10,000 of these children died. Only little friends were there to bury those lost.

				Few Westerners growing up today can imagine the atrocious — let’s say hellish — conditions faced by these children. And yet virtually all the Lost Boys and Girls of Sudan share one mission, one purpose, one dream: to keep the promise they made as children to the refugee-camp elders and return home to take part in the redevelopment of their beloved homeland. That, in itself, is a magnificent phase 1 rebuttal of the powers that would eradicate them and their people.

				From there, the Lost Boys and Girls of Sudan moved into phase 2: collaborating with each other and Westerners and mobilizing their resources in an effort to prosper in their new homes, primarily the United States, Australia, and Canada. The Chicago Association for the Lost Boys of Sudan (www.lostboyschicago.com) is a striking case in point.

				With a firmer foundation in place, these heroes are now entering phase 3: the social entrepreneurial phase. From fundraising to building schools, churches, roads, wells, and much more, the Lost Boys and Girls of Sudan are taking every opportunity to rebuild Southern Sudan under the tenuously protective umbrella of the Comprehensive Peace Agreement signed in 2005. The Valentino Achak Deng Foundation (www.valentinoachakdeng.org) is today one of the better-known examples of these efforts.

				Moving Forward with Your Ideas and Passion

				If you already have one or more social problems in mind to solve through social entrepreneurship, the process of expanding and moving forward is simple: Read those parts of this book that best fit your needs. But, assuming that you’ve read this chapter because you were curious about social entrepreneurship without having a particular social problem in mind, what’s your next step?

				[image: tip.eps] Well, you should read the rest of this book, or as much as interests you. But overall, here’s what you’re going to be doing, in five broad steps, all of which are covered in detail in this book:

				 1. Identify a social problem for which you have substantial passion and a sense of urgency.

				 The chapters in Part I address this issue. If you need to further stimulate your imagination, turn to Chapter 19 for a list of ten great areas for social entrepreneurial action.

				 2. Develop a plan for solving the problem you’ve identified.

				 Your plan will be rough and preliminary, sure, but you have to start somewhere. You may want to consult with someone else as you prepare this plan. The idea in general is to put something on paper sufficient to show others in an initial meeting.

				 Chapters 7 through 9 in this book are designed to help you plan. Additionally, Chapters 1 through 6 give you different kinds of useful background information that can help you sell your ideas to others whose assistance you may need, to family and friends whose opinion of your project you value, and last, but not least, to yourself.

				 3. Decide whether to try to solve this problem alone or with the help of some other people.

				If you’re going to need help, then who might want to help? Whom do you know who shares your passion and sense of urgency about the problem? Do they have some time to commit to helping you solve it? Will they bring some critical expertise to the table? Will they be team players? Are they able to work well with others?

				 Several chapters in this book can help you reach out and lead others, including Chapters 4 and 11 and the chapters in Part IV.

				 4. Call a meeting to discuss your preliminary plan.

				 The idea here is to find sufficient agreement on a more final plan among those who want be involved in your evolving social enterprise. In other words, your draft plan, initially conceived alone or mostly alone, is your starting point in this step. Bear in mind that it may change. It’s possible that not everyone will like it. Some may drop out right there because the project isn’t what they thought it was going to be. But others will stay on longer. It’s among this latter group that you must find agreement on a draft of the plan. All this may take a series of meetings.

				 5. Execute your plan.

				 With your plan and team in hand, you’ve developed a significant consensus among a group of people ready to work with you on setting up a social enterprise. Now it’s time take action. At this point, it would be good to reread Chapters 7 through 9 in light of the new plan.

			

		

	
		
			
				Chapter 2

				Building Public Compassion

				In This Chapter

				Creating sustained success

				Defining compassion

				Figuring out the basic problems of social distance and exclusion

				Discovering the comforts of comforting

				Shifting to public compassion

				Seeing the clarity of social insight

				Before getting into the nuts and bolts of building your social enterprise, we want to step back and consider the lay of the land. And by land, we mean the social environment in which your social entrepreneurship takes place. After all, you’ll be setting up and running your enterprise within the surrounding culture, and the more you understand the interaction between your enterprise and the attitudes that are all around it, the better you can focus and direct your efforts.

				But we know, we know. . . . Lots of people, including, no doubt, a few social entrepreneurs, despise anything that smacks of “theory.” Why? Well, theory is seen by many as over-the-top, abstract, and irrelevant. As one young social entrepreneur we know put it recently: “It’s hard for me because, as I have commonly seen it, theory has been something that professors in school ask you to use in papers, but never truly expect you to apply to everyday situations, or to really use ever again.”

				We understand. We hear it all the time. But think about what Kurt Lewin, the pioneering social psychologist once said: “There is nothing so practical as a good theory.” Lots of people, for example, try to help chronically homeless youth. In our experience, Marilyn Dyck, executive director of The Doorway (www.thedoorway.ca), succeeds admirably in doing that. That agency, now in its 20th year of operation and boasting a 70 percent success rate, delivers the goods because she understands and applies many of the theoretical strands we discuss in this chapter to almost every aspect of her agency’s workflow.

				The stuff we cover in this chapter is meant to be practical, meant to help you put your social enterprise in context. The social theorist Charles Lemert once said that “Social theory is a survival skill,” precisely because it can orient us to the world in useful ways. What we cover in this chapter will enhance the survivability of your social enterprise. Theoretical insights can set the bar, giving you important information about where you need to go and how you can get there. It’s true that the abstractness of theory can make it difficult to achieve, but that doesn’t take away from the fact that it’s often still worth striving for. We do our best to make this tour as painless as possible.

				[image: warning_bomb.eps] If you ignore all the research and findings that abound with regard to the social half of social entrepreneurship, you may find that, before too long, the wheels start falling off your wagon. You’ll wonder why your months or years of well-intentioned efforts came crashing to the ground. That may be because you missed some crucial truth about the way social culture affects social enterprises. We invite you to at least browse through this chapter as soon as you can. We think it’s that important.

				Public Compassion as the Groundwork for Success

				Social entrepreneurship is often about pulling off a complex and challenging social project or program. A big part of the challenge and complexity lies in the context of the work, especially the social context regarding the public capacity for compassion.

				[image: tip.eps] Your success rests in part on tapping into the public capacity for compassion — and strategically contributing to that capacity.

				Like it or not, we’ve entered a new era in human history, one in which traditional “saintly” compassion has lost its exalted place within the concept of “doing good.” That’s not to say that we deny the importance of special people. We agree with Margaret Mead’s advice: “Never doubt that a small group of thoughtful, committed citizens can change the world. . . .” But we might challenge what Mead next went on to say: “Indeed, it is the only thing that ever has.”

				That may have been true back in the day, but it doesn’t hold as much water now. The sheer variety and enormity of the problems that the world is facing today demand that compassion become publicly participatory — in other words, today’s problems are so widespread and pervasive that they require public participation in their solutions.

				What compassion is

				Most people have a pretty good sense of what compassion means. But just to set the record a little straighter, for the purposes of this book we define compassion as follows:

				[image: remember.eps] Compassion is a deep awareness of and feeling for another’s suffering, combined with an active, engaged desire to alleviate it. Compassion is about more than acknowledgment — it’s about action.

				Compassion begins with a generous promise made from one party to another. The promise is generally that the caring party will be there for the care recipients.

				Compassionate engagement can be as large as Al Gore’s attempts to promote global climate-change policy and innovations. It can be a nation’s apology and assurance of assistance to its wronged indigenous peoples. Or it can be as small as helping an elderly person in the last stages of Alzheimer’s — rubbing her back, holding her hand, or stroking her hair, just to let her know that someone is close by.

				Note that immediate success or failure is not part of the compassion equation. You can be compassionate and fall short in your bid to help others (although we hope you don’t, and that’s why we’re here). The deep desire to do something truly positive for others and the promise and willingness to get out into the world and actually do just that are what compassion is about. Compassion tests character and integrity — but it also builds them up.

				Why compassion is everybody’s responsibility

				We believe it’s time to move beyond the traditional dependence on the isolated efforts of saintly folk. And in many ways, as a society, we’ve begun that process — one of the great accomplishments of our times has been to insist that receiving compassion, in the face of violating and unwarranted suffering, is everyone’s birthright, and that such a right should be institutionalized and formalized (as in the United Nations Declaration of Human Rights). As a result, vast international cooperatives like the United Nations, mammoth governmental bureaucracies, and many professions have tried to marshal their resources in order to guarantee that birthright.

				But two things have happened with that goal:

				We, the public, have become dependent on these institutional responses, which has made us complacent about divesting ourselves of our own compassionate responsibilities.

				We’re now regretting that complacency as we realize that those same institutional responses are proving, for any number of reasons, to be quite limited in terms of what they can achieve.

				There’s a serious incongruity to all of this. In its saintly version, delivering compassion was reserved for only the most reverent and dutiful. Today, compassion is often “ghettoized” into enclaves, and the public, which should be the linchpin of the whole process, is still not seriously involved.

				The result has been a move away from public compassion, not toward it. With these developments, grassroots movements face enormous challenges in energizing themselves for compassion. But beyond that, every corner of society must begin to contribute to an ongoing productive social dialogue on the practice of compassion.

				[image: remember.eps] You, the social entrepreneur, are one of the most important keys to invigorating grassroots action and enabling dialogue on the widest possible scale. Lead the way! If enough people do so, policymakers will be forced to pay attention and lend a hand.

				How social entrepreneurs fit in

				If you’re the social entrepreneurial type, don’t think of yourself as just another “subcontractor” in the ghettoizing of compassion. Instead, you’re more like the organizer and catalyst of a unifying, synergistic, and creative public compassion. We can’t overstate your importance.

				[image: remember.eps] As a social entrepreneur, you must always pursue two interlocking goals:

				Succeed at your social enterprise. This goal is first and foremost, of course.

				Get others to share your compassion. A secondary goal is to advance, directly or indirectly, everyone else’s capacity for compassion.

				[image: tip.eps] Achieving that second goal is more than the right thing to do — it actually helps you reach the first goal. Practically speaking, you need the broad-based support and resources of a compassionate public if you’re going to sustain and succeed in your efforts.

				You also have to broaden your own compassion beyond your pet issues. Social entrepreneurs can’t help but compete as they pursue scarce resources, but it would be a contradiction if someone claiming to promote compassion cared about only one particular cause. That doesn’t wash — compassion isn’t narrow.


				A brief history of social compassion

				Almost 400 years ago, philosopher Thomas Hobbes claimed that man’s life is filled with “continual fear and danger of violent death.” Famously, he described human existence as “solitary, poor, nasty, brutish, and short.” There continues to be some truth to this. Nevertheless, the historical record also shows that humans, and even their predecessors, have always been compassionate. Simple, brutish self-interest is not the whole story here.

				Archaeologist Terisa Green relates the story of a Homo erectus woman identified as KNM-ER 1808. Apparently, this individual suffered and died from lesions and growths on her limbs. The condition was probably caused by vitamin A overdosing — the result of eating the livers of carnivores. Green notes that the condition leads to nausea, dizziness, and cramps, followed slowly by bone swelling and great pain. Poor KNM-ER 1808 wouldn’t have been able to care for herself. Yet, despite her advanced condition, she still survived to a relatively advanced age and quite a distance away from water, where the carnivores would have hung out. How? She had to have had at least one caregiver. We’re talking between 1 and 2 million years ago.

				Then there’s the case of “Nandy” the Neanderthal. The Neanderthals never had it easy. As hunters of large, fierce game, they led dangerous lives and suffered the traumatic injuries to prove it. Nandy had it doubly hard. He was born with a useless right arm, which was amputated below the elbow, and was likely blind in one eye (he suffered an earlier nasty blow to the head), so it’s hard to imagine how he would have been able to fend for himself. Nevertheless, Nandy lived to be a ripe old 40-something, which in today’s terms would be like pushing 80. How was that possible? Archeologists believe that Nandy must have been accepted and supported by his people up to the day he died from a rock fall in the communal cave. The discovery of Nandy radically changed our appreciation of the complexity of Neanderthal social behavior.

				Then there are the examples from well-loved sacred texts. Judaism promotes the concept of tikun olam, or “repairing the world,” and the Torah conveys God’s commandment to “be kind to the stranger in your midst for you were strangers in the land of Egypt.” Christianity has the story of the Good Samaritan. Islam has the prophet inquiring about the well-being of one who had tormented him daily. Buddhism has Prince Siddhartha Gautama teaching a simple truth: “A generous heart, kind speech, and a life of service and compassion are the things which renew humanity.”

				What are the historical lessons here for the social entrepreneur? One is to take heart, knowing that you’re carrying on one of humanity’s noblest traditions. Another is to realize that voluntarily taking on the mantle of compassion can be fulfilling in its own right. Cynics point to the shackle of obligation created by compassion, but compassion is voluntary. You don’t have to fear that the “real you” will be swallowed whole and vanish. The real you has already willingly embraced compassion, and compassion brings out the best in all of us.



				Breaking Down Exclusionary Social Distance

				Some people practice compassion all right — but only for people they believe are like them. They don’t mind helping out someone from their hometown, say, who shares their ethnicity and goes to their church. But others — those who are “different” — are on their own. This tendency is called exclusionary social distance, or just social distance for short. We’re talking about the very old habit of circling the wagons against outsiders.

				Understanding the reality of social distance

				For you as a social entrepreneur to exercise compassion, you may well need to breach or violate the reality of exclusionary social distance. The Good Samaritan, after all, crossed the road in order to help someone who wasn’t his “kind.”

				Social distance operates vividly everywhere you look. As of this writing, the world is in a protracted economic crisis, the likes of which haven’t been seen since the early part of the 20th century. In Europe and elsewhere, masses of people have marched in the streets, outraged at the greed and lack of moral compass demonstrated by modern financial elites and governments. We heard of bailouts, stimulus packages, and big bonuses for upper-echelon jobs poorly done. Along with that came job losses for millions. Is this the world we want our children to inherit, many ask, in which the rich get richer and the poor get table scraps, misery, and shorter lives?

				The problem of social distance and a related phenomenon called the politics of exclusion (the systematic sidelining or elimination of certain groups or points of view) continue to define and divide social life. Back in the 1930s, the American sociologist Emory Bogardus showed that it was a culture’s promotion of social distance — not twisted, individual psychologies — that lay behind widespread prejudice, discrimination, and racism. Since then, hundreds of studies have shown that social distance is firmly fixed in the way people live, from the way people tip in restaurants (with minority servers earning smaller gratuities) all the way up to “old boy” networks and international relations.

				To put it mildly, many refuse to “get it.” Why? It may be as simple as the fact that they have a vested interest in not getting it. Certainly, once upon a time, stockpiling scarce resources for family, kin, and tribe against the marauding hordes just over the mountains or across the water made sense. From there, it may have been just a short hop to the creation of social hierarchies, stratification, and structured inequality — all of which, over time, came to seem both natural and real. Old habits do die hard.

				Tearing down social distance through social entrepreneurship

				Some signs of hope do exist. More and more people, especially younger people, are finding social distance less attractive. And regardless of your political leanings, it’s hard to deny the notion that the election of Barack Obama was part of an attempt on the part of the American people to break down the barriers of social distance, both within the United States and between the United States and the rest of the world.

				We believe that, given the amplified problems of today, exclusionary social distance may have run its course. As a social entrepreneur, you get to be on the vanguard of helping it along toward its demise.

				Start decreasing social distance by thinking and acting inclusively. By that we mean including more and more kinds of people in your endeavors, of course, but also keeping social distance in mind and including it in your calculations about where and how to focus your efforts.

				[image: example.eps] In the following list, we take a look at a few people who are committed to battling social distance:

				James Nachtwey is one of the greatest war and social-conflict photojournalists of our time, having worked in more than 30 countries. He says that he is privy to “unmitigated pain, injustice, and misery.” Why, then, does he do what he does? Because, he says, he wants to “shake” people out of their indifference — in other words, out of their exclusionary social distance. That is the function of a war photographer, as Nachtwey sees it — to allow people to “be there just once to see for themselves what white phosphorus does to the face of a child, or what unspeakable pain is cause by a single bullet, or how a jagged piece of shrapnel can rip someone’s leg off.”

				Brian Steidle served as an unarmed military observer in Darfur before his photographs of the atrocities there broke the story open, in The New York Times, to the United States and the world. Ryan Spencer Reed has powerfully documented the genocidal civil wars and tremendous suffering in both southern Sudan and Darfur. Ryan notes that “images are powerful statements by witnesses who were present as these events unfolded. . . . Yet an image becomes powerful only after it is given an audience.”

				Internationally known video-journalist and social entrepreneur Rick Castiglione left a lucrative career as a broadcast journalist to found Cielo Pictures. His passion is to tell stories about prospering social entrepreneurs. One of his most important messages is that social entrepreneurs should model social inclusiveness to the rest of the world. When Castiglione is invited to speak publicly, he makes a point of challenging his audience. “If there were 100 people living next to you, or just down the street, in extremely dire circumstances, would you help them out?” His audiences always reply yes, of course. “Well,” he replies, “Most of those in dire need are only about 10 to 20 hours away. You’d drive that to visit your relatives and friends, right? Why not make an equivalent trip to help the two-thirds of the world who have so little and who are also your neighbors?”

				Dr. Gopa Kothari is a Mumbai baby doctor who has devoted her life to bettering the lives of India’s poorest and most unfortunate. The caste system in India has to be one of the most extreme examples of social distance in the world. But being born into the high Hindu Brahman caste has not kept Dr. Kothari from working to dismantle negative social distance against seemingly insurmountable odds. In 1982, Dr. Kothari founded the Child Eye Care Charitable Trust, which brings family health, nutrition, treatment, and education programs to India’s urban and rural poor. As a result of Kothari’s efforts, 68,000 children have been protected from preventable blindness, more than 1.3 million women have received health education to protect their children, and more than 5,000 Indian children have received informal school education. Dr. Kothari is a perfect example of what fighting social distance can do.

				In 1998, 6-year-old Ryan Hreljac was appalled and saddened when he learned in school that many African children had to walk great distances every day just to get water, and that the water they fetched wasn’t even fit for drinking. In fact, the water was the cause of tremendous suffering. It brought numerous illnesses, blindness, and death to many, many Africans. Ryan decided to build a well for a village in Africa. By earning enough money doing household chores and doing some public speaking on clean-water issues, Ryan’s first well was built in 1999 at the Angolo Primary School in a northern Ugandan village.

				 Now a young man, Ryan has torn down the idea of the so-called “distant” needy. Ryan’s Well Foundation has helped dig a total of 502 wells in 16 developing countries and brought clean-water services to more than 600,000 people.

				 The work of the foundation continues to inspire young and old everywhere. As Ryan puts it: “Youth today want to be more involved in society. . . . [They] are working to support positive change in their communities and in the world. Adults now recognize that kids and teenagers can and do add value. And young people recognize that they will benefit from the advice and support of the world’s leaders and change makers.”

				Patricia Erb-Delfin, a former Argentinean activist and one of only two people to have survived being one of the “disappeared,” now coordinates an AIDS prevention Project in Bolivia. The purpose of the project is to teach local youth how to work as HIV/AIDS prevention trainers. These youth conduct workshops for peers and other teens in and around the city of Cochabamba, which has the highest HIV/AIDS infection rate in the country.

				Attachment: Emotional Bonds and Public Compassion

				There is a flip side to exclusionary distance. The fact is that exclusion runs counter to one of the most basic human tendencies: our deep-rooted need and desire to attach to each other. As a social entrepreneur, you can use attachment as a powerful tool in your enterprise.

				The emergence of attachment theory

				Harry Harlow, the controversial American psychologist, tested the biblical aphorism “Man does not live by bread alone” on infant rhesus monkeys. What Harlow did was separate the babies from their mothers 6 to 12 hours after birth. He then reared them in the company of two types of artificial replacement or surrogate mothers — one of which was made of wire, and the other of soft terry cloth. The monkeys in the experiment preferred the soft terry-cloth mother, even if only the wire mother provided milk.

				The experiment showed that the monkeys needed what he called contact comfort, even at the expense of nutrition. And so do humans, of course. Seeking out and satisfying a need for contact comfort is essential to primate survival. Beyond that, contact comfort is vital to establishing thriving, properly functioning, fully integrated members of families and communities.

				The incredibly important lesson in this was not lost on John Bowlby, Mary Ainsworth, and many other eminent scholars who have gone on to develop and refine what they call attachment theory. From cradle to grave, humans need attachments — the emotional bonds that have their origins in contact comfort. From the infant’s cries to the dying person’s desire for loved ones to gather ’round, attachments are the heartstrings that link our lives together.

				When attachments don’t form properly

				The importance and value of early, successful emotional bonds simply can’t be exaggerated. These bonds are central to a child’s emotional, cognitive, and behavioral development. Emotionally, attachments are the basis of positive and respectful close adult relations, including those that become the foundation of the intimate partnerships that later lead to a new generation of parent-child relations.

				Cognitively, successful attachments are closely linked to developing the confidence needed to engage, creatively explore, gain knowledge from, and innovatively adapt to the world. In fact, the desire and ability to push limits often arises out of knowing that there is a fallback position — the safe haven of a secure base — to retreat to if needed before striking out again. Behaviorally, impaired attachments put trust at risk. When that happens, participation in the family unit and in communities of all sizes is compromised.

				[image: remember.eps] Because the effects of infant attachments are so far-reaching, they’re necessary to individual and collective social functioning and to the ultimate health of every society. This claim is corroborated by a massive amount of clinical and observational literature. In fact, the cross-cultural and international study of human attachments is by now, after 50 years of inquiry, so widespread that a child’s universal primordial needs for parental or caregiver love and protection, known as affectional bonds, are now globally recognized.

				Suffice it to say that children who are deprived of secure bases or who grow up feeling unsure about the integrity of the affectional bonds with caregivers end up exhibiting very important deficits. These deficits make it much harder for them to establish positive, mutually supportive, and long-lasting relationships with others. And these deficits have immense implications for a person’s health, social behavior, and participation in organizational and community life.

				Applying attachment theory to social entrepreneurship

				So, what does all this information on attachments have to do with social entrepreneurship? When something goes wrong with attachments, it usually leads to trouble for the individual, and that often ends up meaning trouble for society. Many social ills are either rooted in attachment difficulties or are often unaddressed because of attachment difficulties. On the other hand, as you foster or work with individuals who are well attached, you’ll find that those individuals are more likely to help you push social limits in a positive and confident manner.

				This leads to the important idea of a politics of attachment, a blend of politics, psychology, social sciences, and moral philosophy. In this arena, social entrepreneurs and others are applying attachment theory to communities in need and promoting much more satisfying fixes between individuals and their societies.

				[image: tip.eps] In his wide-ranging New York Times bestseller, Social Intelligence, Daniel Goleman discusses human attachments in great detail and draws connections from the theory to everyday life for business people, parents, educators, health professionals, and community leaders. Check out this book to further your understanding of social intelligence.

				[image: example.eps] Andrea Pound, in an article titled “Hope in the Inner-city: Towards a New Deal,” looks at three broad groups of children living in urban centers. The three groups are the children of depressed mothers, children whose parents have divorced, and children living in poverty. Pound describes a number of parent support schemes that have grown out of attachment research. These schemes are successful enough that they should be informing policy and helping to prevent the accelerating cycle of disadvantage for society’s children and youth.

				[image: tip.eps] If such children are your target, we highly recommend exploring Pound’s article for ideas. You can find it as Chapter 4 in The Politics of Attachment: Towards a Secure Society, edited by Sebastian Kraemer and Jane Roberts (Free Association Books).

				The sociologist Ray Pahl notes that the simple idea of friendship is an expression of community that, in turn, is deeply rooted in attachments. Pahl proposes that putting friendships on the political agenda would presumably lead to something sorely needed: greater social cohesion. Friendships and other attachments serve as a life-sustaining remedy to the absolute dominance of states over individuals. Whereas state and other kinds of bureaucracies tend to strip people of social capital — the connections within and between social networks — friendships and attachments do just the opposite.

				[image: example.eps] Some visionary philanthropists believe so strongly in attachment theory that they put their money where their mouths are. Case in point: The very much theory-based FHL Foundation of New Mexico explicitly promotes “attachment theory as a guiding principle toward understanding and solving societal problems.” Named for Frederick H. Leonhardt, an organic chemist and former president and chairman of the board of Fritzsche Brothers (purveyors of essential oils, flavors, and fragrances), the foundation extends the Fritzsche Brothers’ original corporate philosophy: Ensure that technological advances support people’s striving for home and belongingness. Today, the foundation works to alter the basic ways in which Western societies tend to function. It wants to see sweeping changes in our current social arrangements and institutions so that human attachments can acquire the safety, security, and nurturing they need and deserve. The foundation’s funding activities cover everything from infant and child development research and programs to youth transition programs, from community art initiatives to the YWCA to Habitat for Humanity. You can visit the FHL Foundation online at http://128.121.62.12.

				Some organizations choose their targets based on what will grab and yank at folks’ heartstrings — and human attachments certainly qualify in that regard. Hence, attachment issues are quite marketable. But as we argue through the rest of this chapter, as a social entrepreneur you need to draw on more than heartstrings to really make a difference.

				Supercharging Public Compassion: The Secret’s in the Culture

				As you know by now, forming healthy attachments is essential to lessening social distance and ultimately building more successful social relationships and communities. But despite the fact that we’re driven to form attachments from the very beginnings of our lives, attachments still don’t happen automatically. What we know from studying feral children and children who have faced prolonged social isolation confirms that attachments need the right kinds of social and cultural contexts to survive and flourish. It turns out it really does take a certain kind of village to raise a well-attached child. And when villages are culturally flying apart at the seams, children — and future generations — are in trouble.

				Why culture matters

				So, enshrining the practice of forming and sustaining attachments within families or neighborhoods and communities doesn’t just happen. It only happens through the trigger of culture. In other words, without the nourishing water of an appropriate cultural context, the full potential of attachments only wither and die on the vine.

				[image: remember.eps] Although ballet, professional wrestling, and stamp collecting are technically examples of culture, generally speaking we talk about culture in the broader anthropological sense. By culture we mean the things people in communities do and feel and think — the ways of living that are socially shared, transmitted, and learned by members of communities.

				If all this seems obvious to you, that’s fantastic! But in our experience, not nearly enough people, including social entrepreneurs, fully appreciate the power of culture. Beyond the link to healthy attachments, culture can be reshaped, sometimes in a hurry, to produce rapid and breath-taking shifts in historical direction. This quality is something that every social entrepreneur should be trying to tap into. More than anything else, how you “do culture” can make or break you.

				“Doing” culture

				How do you “do” culture? The first principle is that you take advantage of humans’ innate ability to imitate and learn from others by imaginatively putting themselves in other people’s shoes — something called role taking. Even very young children can do this. They can empathetically infer the intentions behind the actions and words of others. With that, they can imitate in uncanny ways. So, be a good role model! People are always watching and learning from you.

				Next, be explicit — but not heavy handed — in your socialization toward others. Socialization simply means teaching or conveying to others what is socially expected. Given our innate propensity to imitate, the job of learning social norms is already half done by genetics. All you need to do is learn how to help imitative learning along, avoiding punitive sanctions as much as possible while encouraging successful role taking with appropriate rewards.

				If you’re wondering what such socialization might look like, it could involve a creative combination of leadership (see Chapter 17) and leisure (see Chapter 3). Walk ahead. But if you take the time to stop and invite others to join you on a journey worth sharing, you may find that they’ll do more than simply follow — they’ll race to catch up and walk at your shoulder.

				[image: tip.eps] How do you ensure that your journey is invitational? This is where leisure — especially serious, project-based leisure — comes in. Consider, for example, the fact that much of what nongovernmental organizations (NGOs) do with their supporters involves leisure principles and practices. Sure, there are the usual fundraising galas. But there’s much more, and the possibilities are really mushrooming. Some NGOs take their supporters spelunking or rappelling down the side of an office building, on weeklong retreats, on excursions to build affordable housing, and so on. You’re limited only by your imagination!

				[image: remember.eps] It’s in your efforts toward cultural and social change that the hidden compassionate potential of humanity can be unlocked. As a social entrepreneur, the key to spreading the truths of attachments and healthy societies, inclusivity, and compassion lies in your ability, as a social change agent, to shape culture.

				[image: example.eps] Jeroo Billimoria, founder of Childline, India’s phone emergency outreach service for children in need of care and protection, has repeatedly used culture and socialization to advance awareness. For example, when it became evident that police, health, and other officials in communities were doing little to assist Childline efforts, despite administrative promises of support, Billimoria went on the cultural offensive.

				Childline designed a series of training workshops for frontline workers at police stations, hospitals, schools, and train stations. The workshops were designed to encourage a more sympathetic response to the plight of children in distress. During training, children were brought in to tell their moving personal stories — which brought out the role-taking abilities of the workers. Childline further developed the role taking through role-playing with the youngsters. Discussion about children’s rights under Indian law, which strengthened the idea of social norms, followed. Finally, after some 700 training sessions dramatically transformed these public sites into safe havens for India’s troubled children, awards were presented to those deemed most “child friendly.” See? Cultural change isn’t easy, but it can be done and it can bring impressive results in relatively short periods of time.

				The ever-changing forms of culture have to do with agreed-upon conventions, socialization processes, and empathetic and imitative learning. Culture is incredibly plastic and open to change. This turn-on-a-dime quality is useful to social change agents like you. For example, a decade ago, who was talking about sustainability? No one, really, except a few intellectuals. Nowadays, sustainability is all the buzz. That’s another example of changing culture.

				[image: tip.eps] The point here is that social entrepreneurs like you should be first in line to identify and shape those aspects of culture that influence attachments. Social and traditional media, for example, are practically tailor made to do this. (Chapter 11 includes discussion on using social media, and Chapter 12 is all about using the media to advance your goals.)

				Spreading Public Compassion: The Clarity of Social Insight

				Having promoted the notion of culture as a tool you need to use, we’d like to qualify that a little bit: You can almost always take culture — and for our purposes we mean culture promoting attachment, inclusion, and public compassion — to a higher level. As a matter of principle that’s consistent with compassion, try to be more effective and more efficient in your attempts to keep your generous promises and make a positive difference in the world, even though you may still fall short in the attempt. This area is where the considerable muscle of human intelligence comes into play.

				Discovering social insight

				Consider the words of Dr. Martin Luther King, Jr.: “True compassion is more than flinging a coin to a beggar; it comes to see that an edifice which produces beggars needs restructuring.” In other words, culture may teach you that certain actions, such as flinging a coin to a beggar, are compassionate. But if you use intelligence to think critically about these things, you may develop the social insight to realize that, in flinging the coin, you may be helping to pay for lunch but you’re also perpetuating social problems and not dealing with the real and often hidden issues.

				The Dr. King quote challenges you to think your compassion through and be more fully generous by understanding that you must consider the realities of social institutions and social structures in your compassionate response. Because this kind of thinking and practice is rarely straightforward — typically involving social research and analysis — resource costs are involved. Even more frustrating, the need for social insight often comes at a time when people need your help immediately — and the last thing you want is to get caught up in “analysis paralysis.”

				Still, we caution you not to scrimp on achieving social insight. Doing so will only come back to haunt you because your understanding of the situation won’t fit or work as well as it could — and you could end up wasting people’s time or even hurting them. Ignoring social insight produces only irrelevant or contradictory efforts. Communicating for social change (see Chapter 3), however, helps enormously in developing social insight because, done properly, it puts your finger on the pulse of people’s real-life experiences. That focus provides your organization with a powerful value proposition, and knowing what the real problems are enables you to set out to fix things.

				Seeing social insight in action (and inaction)

				[image: example.eps] A classic example of what happens when good intentions lack social insight comes from Lake Victoria, Africa’s largest lake and the third largest lake in the world. Back in the 1950s, British colonial officers thought it would be a good idea to stock the lake with Nile perch. These predatory perch multiplied dramatically and killed off many indigenous species in the lake.

				The increasing numbers of perch encouraged the development of a large commercial-fishing industry for Uganda, Tanzania, and Kenya, the countries bordering the lake. In fact, this industry eventually grew to encompass 35 fish-processing plants to meet the growing demands of local and European Union markets. Somewhere along the way, as at least a partial reaction to these market dynamics, the Lake Victoria Fisheries Organisation (LVFO) was formed in 1994 in order to manage Victoria’s fish stock.

				But that wasn’t good enough. Planners and officials didn’t fully grasp the demand for the perch and the rising numbers of Lake Victoria fishermen who would rush to supply that demand. So, the numbers of boats on the lake shot up, and uncontrolled fishing, often with illegal gear, was soon rampant. Is this fiasco an unintended consequence as well? Not at all. We argue that critical social insight was missing.

				Today, Lake Victoria’s fish stocks are seriously depleted. Ten factories have closed, and the remaining 25 are operating at between 30 percent and 50 percent capacities. With rising freight charges and fuel costs, and the opening of new export markets in the Democratic Republic of Congo, Central Africa Republic, and Southern Sudan, even the price of perch fish heads is now beyond the reach of most locals. The livelihoods of some 40 million East Africans are threatened. Tensions and conflicts are growing. These developments could have been predicted and, perhaps, avoided.

				[image: example.eps] A compelling, positive example of the importance of working with culture and doing so in a socially insightful way can be found in Jürgen Griesbeck’s social entrepreneurial efforts. Griesbeck was called to change the world for the better in 1994, when his good friend, Andres Escobar, a Colombian national soccer player, was murdered. Escobar had accidentally scored on his own goal in a World Cup first round loss to the United States and, with that loss, his team was eliminated from the tournament. Many Colombians, including gambling syndicates that had bet large amounts of money on Colombia to qualify for the second round, blamed Andres for the team’s quick exit from play. On arriving back home in the city of Medellín, Escobar was shot 12 times outside of a bar.

				Medellín is known as a violent, crime-plagued city. Griesbeck knew that he couldn’t take on the whole crime establishment, but he also recognized that a big part of the problem behind Escobar’s death was the general culture of sport surrounding soccer. This, he thought, he might be able to change. Griesbeck started Football for Peace, a soccer program that emphasized breaking down gender barriers, promoting fair and nonviolent play, and keeping children out of gangs. With 10,000 children involved and local leaders trained to continue the program, Griesbeck eventually moved on to spread his version of soccer culture worldwide, using it to battle social exclusiveness, xenophobia, and racism.

				Griesbeck realized that children’s positive experiences playing soccer around the world were not being shared and celebrated across ethnic and geographic boundaries. He created Streetfootballworld (www.streefootballworld.com), a Web-based platform for spreading the good news of kids’ participation in soccer around the worldToday, Streetfootballworld has achieved a cultural coup. It is now partnered with FIFA — a French acronym for International Federation of Football Association, which organizes the World Cup. FIFA’s corporate social responsibility strategy now focuses explicitly on social development. In many ways, Jürgen Griesbeck has managed to transform the cultural institution of soccer at the highest levels and on a global scale, demonstrating remarkable social insight. Andres Escobar, still known as “The Immortal Number 2” and “The Gentleman of Football,” would certainly be proud of his good friend’s efforts.

				[image: example.eps] There are many other examples of social entrepreneurs who have used social insight to great advantage, but we’d like to mention just one more: Mahatma Gandhi. Gandhi was the trailblazing architect of satyagraha (resistance to tyranny through mass civil and nonviolent disobedience).

				Gandhi thought long and hard about the nature and dynamics of Britain’s institutionalized colonial oppression of India’s people. He determined that Britain could justify its treatment of Indians only on the basis of a Eurocentric, elitist, objectifying, and socially distanced conception of the Indian population. To the British, the Indians were uncivilized, lesser humans. This cultural lens justified British rule by force.

				Gandhi’s nonviolent methods were designed not simply to protest British rule but also to resist it through non-cooperation that was carried out from the highest moral ground of nonviolent love and compassion. This meant that when British authorities physically beat protesting — but completely nonviolent — Indians, they betrayed their own high cultural self-esteem. In an earlier campaign in South Africa, which Gandhi had used to experiment with his initial ideas on nonviolence, Jan Smuts, then South Africa’s interior minister, summed up the power of Gandhi’s approach when he privately admitted to Gandhi: “You reduce me to helplessness. How can we lay hands on you without looking like villains?”

				Developing your own social insight

				Social insight is definitely out-of-the-box thinking. It’s innovative and creative and difficult to do properly. It does, however, relate directly to what it means to be “entrepreneurial” and it does model leadership, subjects we consider in later chapters.

				[image: remember.eps] Where does social insight come from? It’s not crystal ball magic. It’s the reasoned ability to connect the dots from specific facts on the ground — what’s happening to real people — to the social realities they’re caught up in as cultural members of a complex number of groups embedded in institutional realities. In a nutshell, you start by answering these basic questions:

				Who’s doing what to whom, when, and where?

				How and why are these things happening?

				By the time you get to the why, you’ll have achieved a bird’s-eye or big-picture understanding — which is, trust us, far too rare.

				[image: tip.eps] You need to work toward achieving social insight. If you fail to truly consider the why of social problems, you’ll be stuck in providing band-aid solutions and handouts when hand-up interventions are what people need. Without social insight, you’re relegated to just doing charity work — treading water.

				[image: remember.eps] Fostering social insight decreases social distance and increases social inclusion by improving your appreciation of what others are going through. It also enhances your ability to make the most appropriate plans and take the most appropriate actions in the name of compassion. As such, you can think of it as the capstone test for compassion.
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