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Preface

In 2009, global trade in textiles and
clothing increased to US$510 billion
from US$355 billion in 2000. By 2020,
the global textile industry is expected to
nearly double to US$1 trillion.

The beautiful Mexican textiles on the
cover of this report are symbolic for
several reasons. First, they represent the
diversity of successful tightly-knit multi-
sector collaborations and partnerships
need for lasting global social, environ-
mental, and economic change. Second,
they embody the rich tapestry and equal
power and value of people and ideas
described by poet and writer Maya Angelou.
Third, textiles represent the cultural
connection to community and are a
source of pride and distinction worldwide.
Finally, textiles and the global garment
industry is one of the largest sectors that
employ poor men, women, and children;
the textile industry is second only to
agriculture as the largest employer of
poor women. Simultaneously, they rep-
resent opportunity for poverty alleviation
when business acts with innovation and
responsibility and also they represent
oppression and poverty when business
acts with disregard and insensitivity.

"We all should know that diversity makes for a rich tapestry,
and we must understand that all the threads of the tapestry
are equal in value no matter what their color."

— Maya Angelou
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Headwaters Group Philanthropic Services
(Headwaters), a global consultancy, under-
took a planning study to understand ways
philanthropy could encourage private
sector partnerships to generate wealth
and improve the lives of vulnerable children
and their families. The study looked at
several successful models that are based
on business approaches and economic
tools—microfinance, cooperatives, corporate
social responsibility, and social enterprise
and social business within the United
States, Mexico, and Brazil. Each of these
countries has big regional discrepancies,
in poverty and quality of life for children—
and that are potentially transferrable

across borders. (These successful models are described in detail in the main report and
the appendices.) They also include grants and pilots supported from the W.K. Kellogg
Foundation’s Latin American and Caribbean program and Family Economic Security program.

Through more than 65 interviews with thought leaders and practitioners, Headwaters
examined: 1) how programs that build on business and economic tools are positively
impacting the lives of the poor; 2) how hybrids of business and social strategies are
transforming development to the benefit of poor children and their families; 3) how
business schools and philanthropy could work together to train current and future
business leaders in multiple bottom lines, including social change; 4) how social
policy can spur innovation; 5) whether there are additional opportunities to further
advance multi-sector partnerships involving business; and 6) what cross-border
opportunities exist for synergy of ideas and innovation around wealth generation and
family economic security.

We shaped our inquiry around the following questions:

• How could communities be given voice and decision-making power within
collaborative projects involving business? There was interest in hearing about what
community processes were used to equalize power and, literally, to have community
members in other parts of the world share their experiences with communities in
the US. We found examples, in the corporate social responsibility practices of global
corporations such as Walmart and Pepsico in Mexico, of efforts to give community
voice. (See full report for examples.)

Executive Summary

“Foundations are change catalysts. In philanthropy, we often
think in nine-year blocks: three years to plan, three years to
implement, and three years to exit. For complex systemic issues
that is not enough time. We must create partnerships with
business, the public sector, and community to sustain change
initiated by these investments. To get the private sector to tackle
poverty alleviation as part of their business model will require
an overhaul of traditional economic and financial systems. It will
require policies to incentivize companies to include social
change in the bottom line. This will also require business
schools to teach leaders new theories and practice based on
real-life examples of community change.”

— Business and Philanthropic Leader and Interviewee

Introduction
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• How can business be a partner in poverty alleviation? We highlight many
examples of for-profits, hybrid social enterprises, and not-for-profits whose goals
and outcomes include poverty alleviation.

• How could private sector partnerships result in training and skill development
and lead to tangible jobs throughout the value chain? We found a number of
examples of value-chain efforts that result in jobs and improved workforce skills
established by corporations ranging from Wholesome Sweeteners and Nike to
Cascade Engineering.

• How could business schools offer guidance, advice, and expand the knowledge
base and spur innovations in poverty reduction in emerging economies as well as
in high-poverty states in the US? Based on the ideas of our academic advisors, we
suggest some options in our recommendations and next steps sections.

• How might systemic change of the financial system be achieved through policy
reform? We explored policy options for helping businesses meet social goals, but
this is an area that merits further research and the input of thoughtful business
leaders.

• What are cross-country, cross-cultural social change opportunities to engage
the private sector? How can stakeholders have a common understanding of each
other’s investment areas, needs, demographics, and definitions of terms?

We framed our examination of opportunities to invest in strategies to improve the
quality of life of the poorest segments of society and determine the potential benefits
to business from success in this effort, around access to basic economic security,
education and training to improve work skills, and access to nutrition and health
care. In addition, we examined the interplay between public policy and business
strategies to improve the lives of poor children, their families, and their communities.

Executive Summary
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Though this project looks at all levels of society—global, national, state/provincial,
and community—it also focuses on some key geographies: Michigan, Mississippi, and
New Mexico, the three states in the US with the highest rates of child poverty; the
poorest part of southern Mexico in Chiapas and the Yucatán Peninsula; and north-
eastern Brazil, home to the poorest populations in that country.

An additional point of interest about the three nations being examined is their
position on the development continuum. The United States is a developed nation
enveloped in recession; Brazil is one of the BRIC (Brazil, Russia, India, and China)
nations and is a global economic powerhouse with an annual growth rate of seven
percent; and Mexico, though the 13th largest economy in the world, has growth below
its estimated potential and substantial underemployment. Moreover, Mexico is losing
global market share to China and the global East, at least in part due to the govern-
ment’s failure to invest in improving the country’s infrastructure and advancing
worker skills.

Our partners are the world’s leading academic institutions and include University of
Oxford, Harvard University, Instituto Tecnológico Autónomo de México, and Fundação
Getulio Vargas and Universidade de São Paulo in São Paulo, Brazil. Each institution
offered advice and guidance in innovative business and social change practice.

Executive Summary
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Setting the Context
Partnership with the private sector has long been used by private foundations.
The Ford Foundation, the W.K. Kellogg Foundation (WKKF), the Charles Stewart Mott
Foundation (Mott), and others have invested several billion dollars in poverty alleviation
strategies, many of them tapping business partnerships through Community Develop-
ment Financial Institutions (CDFIs) and corporate engagement. The Bill and Melinda
Gates Foundation (Gates) is partnering with companies to create an employment
pipeline through its post-secondary education initiative. Combined, the David and
Lucile Packard Foundation (Packard) and WKKF have spent more than $150 million
attempting to influence market-based change strategies in the area of sustainable
agriculture and fisheries. For more than two decades, venture philanthropy, which
borrows from venture capital models, has spread globally to Europe and Asia. Finally,
foundations have expanded their own business models through mission-related
investments (MRI) and program-related investments (PRI) that call for a financial
and social return on investment. Socially responsible investing (SRI) is America’s
fastest growing field, increasing by approximately 18 percent to $2.71 trillion
between 2005 and 2007. As the underwriter of this project, WKKF’s grantmaking
initiatives focusing on market-based change and public-private partnerships are high-
lighted in the text box that follows later in this section.

With these growing investments coupled with the more business-oriented mindset of
new global philanthropists, it is important to unleash the power of business schools
to educate future and existing leaders. Many new philanthropists are turning to
business schools for help, and many business schools are unprepared to address
critical issues involving community partnership, social change, and performance
measures that include numbers and nuance required in achieving long-term, sustain-
able social change.

However, even with growing interest in markets and social change, there are
impediments to the perspective that business can be an important partner in
addressing the needs of families in deep poverty. There can be a cultural disconnect
between corporate decision makers and the poor. Although business practices based
on triple bottom line (social, environmental, and financial success) that serve the bot-
tom-of-pyramid market abound, many companies are unaware of effective practices
or have difficulty maneuvering the needs of low-income people. There can be confu-
sion between charity and social programs conducted by business and integrating social

Executive Summary
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concerns into core business practice and making it the responsibility of all managers,
not just the province of marketing or community relations departments. Companies’
ambitions in addressing poverty may be set too low, and, conversely, their expecta-
tions may be too optimistic. Self-regulation, transparency, and sustainability in this
work are paramount values.

The greatest challenge is to apply these effective tools in the areas of highest poverty,
and particularly where a young population offers a human resource that should not
be wasted. We looked at on-the-ground examples in regions of high poverty in the US,
Mexico, and Brazil. As noted earlier, all three countries have significant regional dis-
parities. In Northeast Brazil, with over half the population between the ages of 15
and 30 and thus in or approaching their most productive years, illiteracy is more than
double the national average. Populations in the Northeast have the nation’s lowest
life expectancy, highest infant mortality rate, and highest percentage of families
whose children go hungry. We found similar results for Southeastern Mexico—infant
mortality is the highest, literacy rates and per capita income the lowest, and 70
percent of the indigenous population of Chiapas is malnourished. In the states of
Michigan, Mississippi, and New Mexico in the US, the percentage of people in poverty
is much greater than the national average of 12 percent (vs. 19 percent in Michigan,
28 percent in Mississippi, and 25 percent in New Mexico), high school graduation
rates are much lower, and food insecurity in Mississippi and New Mexico exceed the
national average. (See full report for an in-depth analysis of the demographics, eco-
nomic landscape, and quality of life indicators for the target geographies.) Just as the
needs are great, there are exceptional models of successful multi-sector partnerships
that are effectively generating wealth and fostering economic security for low-income
people and communities.

Executive Summary
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Executive Summary

Using the marketplace as an economic engine for
vulnerable people has been a tool commonly used by
the Kellogg Foundation across program areas domes-
tically and internationally. Highlights include:

MRIs In 2007, WKKF earmarked $100 million for
mission-driven investments—$75 million for US invest-
ments and $25 million internationally. Of the US port-
folio $47.5 million (77 percent) is aligned with the FES
program area, $8.5 million with Education & Learning
(E&L), and $5.5 million with Food, Health and Well-
being (FHWB). Sample investments include:

• Southern Bancorp serves more than 80,000
low-income people. This investment provides
Southern with capital to grow as mainstream
banking institutions retreat from underserved
rural communities.

• Renaissance Venture Capital Fund was formed
to increase entrepreneurism in Michigan and is
supported by other business partners including
Huntington Bank, and Blue Cross Blue Shield MI.

Family Economic Security is driven to build economic
security through a dual-generation model supporting
vulnerable children and families through strategies
that increase/sustain income and asset accumula-
tion. Grants that illustrate private sector approaches
include:

• Association for Enterprise Opportunity is the
trade association for microenterprise which has
invested more than $15 million in funding support
to its members, many of whom are women and
people of color.

• Upwardly Global has built partnerships with
corporations such as JPMorgan Chase, Wells
Fargo, McGraw Hill, and PricewaterhouseCoopers
to create jobs for immigrant workers.

• Women’s Foundation for a Greater Memphis
has created a pipeline for employment opportunities
for low-income residents with the health care in-
dustry. It is also part of a consortium supported by
New York City Mayor Michael Bloomberg to test
Conditional Cash Transfers in their communities.

The Latin American and the Caribbean program has
focused on wealth generation. Following are examples
of grants in this area:

• Asamblea Mixe pare el Desarrollo Sostenible
received a grant to consolidate the work of small
indigenous producers in the Oaxaca district in
Mexico.

• Centro de Desarrollo Comunitario Centéotl A.C.
focuses on consolidating a microfinance model for
women in extreme poverty in the Oaxaca district.

• Ashoka and Ashoka Emprendedores Sociales
A.C. in Mexico are working to build a cohort of
entrepreneurs and to create hybrid value chains
in support of low-income markets.

Cross-cutting Programs. Agriculture and food continues
to be a cross-cutting opportunity for WKKF both
domestically and internationally. For example, in
Africa, the Foundation has invested $18 million in
Agri-Vie, a private equity fund that targets growth
capital, primarily for agricultural enterprises.

• Within Food, Health and Well-being, the
Foundation’s former Food and Society (FAS)
program made a considerable number of market-
based change grants totaling $41.5 million. Food
& Community, the successor to FAS, has made
more than $12.3 million in grants to organizations
focused on community food and value chain.

W.K. Kellogg Foundation and Market-based Change
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New Thinking for Business Leaders

“Making money and doing good are invariably viewed as separate goals to be
achieved by separate entities in society; this divide is convenient, theoretically
elegant, but arguably unsustainable. The business world needs intelligent leaders
who can do good for society in a financially disciplined and rewarding way. With
leadership comes the responsibility to educate shareholders and the public at
large about the complex nature of the interactions between the firm and society.”

— Gautam Kaul, Professor of Finance and Management,
University of Michigan Ross School of Management

Globally, business—from the smallest enterprise to the largest multinationals—is
uniquely positioned to help those most economically vulnerable, particularly children
and their families. The private sector faces a myriad of challenges related to poverty:
lack of a skilled workforce hinders growth; disease and ill health undermine
productivity; and political unrest and violence threaten long-term viability. Simultaneously,
approximately four billion people at the base of the economic pyramid—including 39
million people in the US, 14 million in the cross-border region between the US and
Mexico, and 50 million each in Mexico and Brazil—constitute a promising new work-
force and new market, among the world’s largest and fastest growing and estimated
at US$5 trillion.1 To help make this new target market a reality, business is helping
these customers access capital, build enterprise, and accumulate savings. Finally,
as stockholders and employees at all levels are increasingly demanding that their
companies do good while making a profit, employers are responding. New models
for social and economic change are needed and are emerging to guide business
practices and social change for the twenty-first century.

At the same time, business schools have also recognized this intersection between
the poor, profits, and social change. According to the US Department of Education,
in 2008-09 business accounted for roughly one in four graduate—and one in five
undergraduate—degrees granted in the US.2 The MBA is a degree of choice, and the
ideas and techniques taught in business school classrooms have a profound impact
on local and global economies. They permeate consulting, financial markets, and
boardrooms. However, now business leaders are also expected to find answers to
complex social issues within their own local communities or within expanding global

Executive Summary
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markets. As the director of a Latin American partnership of businesses and foundations
said, “Today business leaders must have an expansive social change repertoire to be
successful. CEOs and leaders encounter very difficult issues. In Brazil, business leaders
must address the serious disparity between ‘the haves and have-nots.’ In order to
continue to expand their successful businesses, CEOs must prepare uneducated
poor youth for a rapidly expanding global marketplace. That includes helping
disadvantaged children learn math, foreign language, and life skills. These social
challenges are dramatically different business issues that must be addressed.” The
interviewee further explains, “Unprepared leaders may freeze or try command and
control techniques that won’t work on difficult social and environmental issues.
A leader’s social repertoire must include knowing how to build partnerships with
community and the third and public sectors; it must include addressing dire needs
of both customers and staff living in poverty. Business schools must teach this social
change dynamic and strategic leadership within this new context.”

Interviewees offered a number of observations and suggestions on ways the
philanthropic, business, nonprofit, and community sectors can work together to foster
successful programs for the poor and transfer them across borders. In this Executive
Summary, some of these findings and options are summarized. A more detailed
presentation of the recommendations, along with extensive contextual information
and vignettes about the approaches that are working, can be found in the full report.

Among the ideas offered:

Multi-Sector Ideas
The following themes emerged from interviewees on ways the philanthropic,
business, and third sectors can engage the private sector effectively in wealth
creation and economic security for poor.

Suggestions for Philanthropy
• Be a catalyst and convene multi-sectors to test and pilot prototypes for long-
term community change. When asked if a Summit of high profile business, public,
third, and philanthropic sectors was a useful idea to move forward the idea of
business engagement in poverty alleviation, the answer was, “yes, but”: A strategic
meeting could help ensure the highest level leadership buy-in. However, interviewees

Executive Summary
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believed such a high level meeting should kick off the implementation of one to
three long-term community-based projects to alleviate poverty and improve the
lives of children and their families. These projects should be co-created by multi-
sector partners who agree in advance to work in target communities. Their financial
and programmatic commitments must be secured upfront, the relationships need
to be vetted thoroughly, and the roles and responsibilities have been made clear. As
one corporate interviewee explained, “I think this is an exciting project. Let’s
select one or two targeted communities who are receptive and eager to work
collaboratively and see what we can do to create lasting change through job
creation, improved education, and housing. Let’s be creative and practical and
do it. This is the stuff curriculum for business schools is made of.”

• Expand foundation and private sector partnerships linked to skill development
and real job creation. Interviewees were concerned that philanthropy doesn’t tie
its efforts for improving people’s lives to helping them obtain jobs that will ensure
a livable wage in a field that meets the aspirations and needs of the workers.

• Challenge the way foundations do their work to ensure long-term sustainable
results. As one interviewee remarked, “Often foundations work on a three-year
time slot and assume someone else will pick up the work, which often does not
happen. Then the initial funder is gone, and the initiative struggles to be sustainable
on its own.” Several interviewees believed that if a business model is part of the
initiative from its beginning, and through a partnership upfront with the funder, it
is more likely that the work will be able to continue after the seed funding is gone.

• Understand the role of the informal economy in each country to achieve greatest
positive impact. Often foundations ignore the role of the informal economy in
their grantmaking efforts, which impacts long-term results. According to a 2007
McKinsey study, the informal or gray economy in Brazil is estimated at 40 percent
of GDP and 50 percent of non-rural employment. The informal economy represents
approximately 44 percent of urban jobs and as much as US$146 billion annually
(which is more than Mexico’s exports). The US’s informal economy is approximately
$1.26 trillion or approximately 9 percent of GNP.

• Continue to build philanthropic capacity in all three countries, especially to
serve rural communities. Interviewees believed that large corporate and private
foundations should build the philanthropic capacity to achieve long-term systemic change.
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• Provide “patient” capital and leverage resources for long-term sustainability
through private and public sources. While philanthropic grants are important, there
is a greater need for “patient” capital, such as PRI and MRIs. In many of
the successful projects that were described, there is the potential for enough
income generation to become self-sustaining, but there is a gap in the project’s
early phases during which foundations could play a key role by investing at a
below-market rate of return or for a longer term than traditional venture capital.

• Be realistic about the changes philanthropy can catalyze, including using words
that more accurately describe the improvements that can be achieved.
One interviewee emphasized that often foundations create unrealistic expectations
about what can be achieved through investments. For example, the words “alleviating
poverty” as a philanthropic goal may even be hyperbole. The scale of change achieved
by foundations with finite resources when tackling wicked systemic issues such as
poverty is limited.

• Educate foundation staff to create common language and understanding about
social change and business approaches. Several interviewees expressed concern
that often there is a “disconnect” between staff experienced in social policy and
community development and staff with business backgrounds, who are working
on MDI and PRI. It was suggested that multi-disciplinary curriculum and courses to
help co-train professionals from different perspectives would be extremely helpful
to move a more coordinated investment and grantmaking strategy forward.

Opportunities for Community and Civil Society
• Support on-the-ground multi-disciplinary projects with social change outcomes.
Pilots were believed to be excellent ways to test community-based projects that
engaged the private sector, public sector, and third sector and community. It was
deemed essential that these programs were co-created and led by community
members. These experiences would be documented and developed into curriculum.

• Test new community leadership models such as Positive Deviance. It was
acknowledged that the approach commonly used by foundations and public and
private sectors can lead to ineffective solutions. Too often the power dynamic is
unbalanced, and the community voice is drowned out by the good intentions of
aid providers. Finding new ways to give community authentic voice and control
over the process is essential.
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• Support well-trained leaders who want to “give back.” Many of Brazil’s and
Mexico’s most promising future business leaders receive their training in the US or
Europe. Traditionally, this arrangement has led to brain drains. All sectors, including
the public, private, and third, and the community, have a role to play in supporting
these young leaders who come back with ideas for change and ambitions to make
a difference. They can be supported through policy, investment, and partnerships,
and help to create new systems and opportunities that will help aid the poor in
their societies.

Ways to Support Business-based Development Strategies
• Accumulate “stories—successful and unsuccessful” based on research and
measurement tools. The field needs to develop better measures of what constitutes
success and standards of practice. This might be a way to facilitate maturing of
the field. Furthermore, it might guard against the very kinds of problems brewing
now around the field of microfinance, where microfinance’s reputation for success
is being challenged by both profiteering for-profits entering the business and failures
among not-for-profits that lacked business and management skills.

• Ensure social change programs can sustain themselves. Interviewees believed
that charity, while it can meet an immediate need in a country where as much as
half the population is poor, has been too much the rule in Latin America and does
nothing to solve underlying problems. Businesses are well positioned to structure
their aid to the poor on an investment model, with the expectation of a finite term
of engagement, an effort to engage with the community as partners, and the
intention that the community will ultimately own the project. This can be true
whatever the scale of the project—from foot-pumps for irrigation to self-built houses.

• Develop case studies that can be incorporated into curriculum, new business
theory, and practice. In addition to macro-level quantitative and longitudinal
research, the microfinance, cooperatives, and CSR fields would benefit from
in-depth, thoroughly documented examples of strong programs that involve
ancillary services such as business development assistance and financial literacy,
meaningful community participation in program design and implementation,
attention to the triple bottom line, and demonstration of long-term sustainability
and scalability. A commitment of up to five years to support and document a few
such cases would contribute in significant ways to learning in the field.
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Strengthening Microfinance as a Business-based Development Strategy
• Recognize the yin-yang of microfinance. Despite the controversies surrounding
microlending as for-profit lenders and global investors enter the field, there
continue to be many positives. And as the field of microfinance expands to include
a broader set of financial services made available to the poor, its promise becomes
more apparent. Two recent New York Times articles highlight the positive benefits
of microfinance in violence-prone areas of Pakistan and the important role
microfinance has played in rebuilding Haiti.3

• Couple microfinance loans with complementary services, both financial and
developmental. Diversified financial services, including savings and insurance,
are just as important—if not more—to people living in poverty than loans.4 The poor
could meet some of the needs for which they borrow—capital for business or
education and money to deal with illness or other family emergencies—through
savings, but are generally prevented from doing so by distance, costs, and lack of
access to financial institutions. Similarly, risk-management products, such as life
and crop insurance, could serve as an additional protection against poverty and
insecurity. Institutions such as Compartamos in Mexico and ACCION USA in the US
are entering this business because the needs and opportunities are great.

• Support innovations in information technology to facilitate service delivery.
Mobile phones and other forms of communication technology are key tools for
poverty alleviation, especially in rural areas, enabling access to everything from
real-time market data to weather reports to banking services. Further investments
in technology and related technical assistance would help MFIs increase efficiency,
bring operating costs down, expand geographic reach, and ultimately serve more
clients. For example, Citibank/Banamex, HSBC, and Commerzbank are considering
“branchless banking” opportunities in Latin America, as is Red Financiera Rural (a co-op
and credit union-based network of rural financial service providers in Ecuador).5

• Promote transparency and regulation. Many of the current problems facing the
microfinance industry are a result of its growing too large too fast, with generally
poor government regulation and a client base with limited choices and little
information or experience in making financial decisions. As more commercial
banks and private investors enter the field seeking profits, it is critical to ensure
that poor people are not taken advantage of. Making international regulations
consistent and fair in terms of lending practices and interest rates would help
lower interest rates overall and allow both borrowers and investors to be more
knowledgeable about the MFIs they are looking to work with and invest in.
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• Invest in measurement and evaluation. Supporting the development of more
rigorous, comprehensive, and independent evaluations of market-based change
strategies—including programs on all business spectrums from microfinance to
multinationals—that assess their actual effectiveness in reducing poverty at a
substantial enough scale to be statistically valid, would be a significant contribu-
tion to the field. Much of the evaluation to date has been largely qualitative and/or
confined to single cases, specific areas or regions, or small samples.

Strengthening Cooperatives as a Business-based Development Strategy
• Ensure adequate capital and technical assistance to help grow effective local
cooperatives. Access to adequate capital and financing is one of the biggest of
all the challenges facing cooperatives.6 The cooperative model’s restriction that
members must provide the majority of the capital can limit growth and is a particular
challenge for cooperatives whose members have limited financial resources.
Agricultural cooperatives are often especially in need of pre-harvest financing. This
need is currently being addressed by social investor Root Capital, which provides
pre-harvest financing at a fair rate, among other financial services for small grass-
roots businesses in rural areas of developing countries.

Cooperatives are a proven model for building civic capacity as well as financial
efficacy in a community. However, many co-ops, especially in Mexico or Brazil,
could benefit from technical assistance or training, such as help with paper-
work for various certification processes, training in customer service, and market-
ing and communications.

Strengthening CSR as a Business-based Development Strategy
• Target vulnerable youth and treat them as assets. The Grupo de Institutos
Fundações e Empresas is an association of foundations in Brazil. Most of its
members are corporate foundations because tax laws support corporate givers.
Of its 134 members, who contribute $1.2 billion annually, 90 percent focus their
efforts on building jobs and life skills for youth. As in the US and Mexico, this age
group is four to five times more likely to be unemployed. In addition, two-thirds of
people in prison are between these ages. On the other hand, this age group represents
a significant opportunity for society as well as a burden. For example, Brazilian
companies, such as IBM-Brazil, are expanding operations to meet the country’s
rapidly growing economy. According to one interviewee, “IBM-Brazil needs
approximately 1,000-1,500 new employees who are good in math and speak
another language.” Business recognizes they must invest in the human resource
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pool and that being competitive in a foreign marketplace is essential. For Brazil,
the language does not have to be English, but can be French, Chinese, or English
as Brazil expands into African and Asian markets. Microsoft is also training youth
to meet a rapidly growing workforce need. In addition to workforce development,
the company is supporting life and leadership skills for youth.

• Support innovation in the value chain to create quality jobs up and down the
chain. Some farsighted corporations are building community relationships and
capacity along with their supplier networks. Walmart does this in Mexico in multiple
ways. For example, finding that they had a hard time sourcing fresh produce,
Walmart created a supply network among regional small farmers and trained them
in modern agricultural methods. Walmart also builds capacity among community
youth, bringing them onto its payroll and providing training and scholarships/
internships to at-risk youth. Walmart is trying to bring small products to the retail
floor (e.g., agricultural products, handicrafts, and soaps). A major deliverable of
this work will be to create an online training program for small producers.

Role of Public Policy
• Foster experimentation by merging tested approaches with innovation. Government
programs often provide the band-aids but do not address the underlying problems.
When it does address underlying problems, public sector innovation has had
powerful successes. Virtually all of our experts mentioned Oportunidades and
other conditional cash transfer (CCT) programs as a highly successful example of
linking cash welfare programs with other needed services (e.g., public health and
education) for improved outcomes on several social measures. Such innovation,
coupled with rigorous evaluation, as the CCT programs were, can be powerful.

• Focus on creating policy incentives for business to address the needs of the
poor. If the private sector is to integrate addressing the challenges of the poor into
their business models, new approaches to economic development policy will be
needed that support new ways of thinking. As with the creation of B-Corporations,
the expansion of tax incentives to hire, train, and retain the poor, and building the
capacity of business associations, advocates must continue to be creative in
devising these new approaches.

• Address security issues to provide a stable base for job creation in all countries.
Corruption, crime, and a lack of trust in the efficacy of government are common
themes in any investigation of barriers to economic development and poverty alle-
viation in developing areas and countries. In each of the regions we looked at—
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whether southeastern Michigan and the Detroit metro area or the rural jungles of
Mexico and Brazil—these factors are a drag on efforts to improve human capacity
and quality of life for the poor. While there are no easy answers, these factors are
in the purview of the public sector and will have to be addressed.

Considerations
Headwaters undertook a feasibility study to understand opportunities for philanthropy
to partner more effectively with business to develop and scale up poverty alleviation
strategies. The study elicited enormous energy and enthusiasm around this topic as
described in the executive summary and report that follows. There is a growing body
of work in this area, spearheaded in large part by philanthropic leaders as well as
corporate foundations and businesses. The executive summary and main report
document these many suggestions. We have taken the ideas provided and honed
them into three options for possible expansion of these preliminary findings. The
options respond to research findings calling for real life examples to be woven into
new core business school curriculum in marketing, finance, communications, and
performance measures, as well as into policy and third-sector practice. These
options would begin to synthesize the extensive knowledge gained by leading
philanthropists engaged in market-based change and building partnerships with
the public, private, and third sectors.

As business consultant, scholar, and author Richard Pascale writes, “We must act
our way into a new way of thinking.” The options outlined below allow the field of
philanthropy and business to do just that by sharing experiences, introducing and
piloting innovations, and informing US and global leaders about opportunities to
create social change through private sector partnerships with community. They will
also enable foundations to address the challenges one interviewee speaks of in the
opening quote of the report: “We must find a new way for foundations to catalyze
change and break the ‘nine-year’ cycle to ensure long-term change through community-
based, public-private partnerships.” Working in concert with some of the world’s
most respected academic institutions and far-sighted corporate leaders will enable
the philanthropic sector to share ideas about new evolving theory and practice.
Private foundations with demonstrated leadership and passion on these issues could
help facilitate this new way of thinking and acting. They could drive this new body
of knowledge that goes beyond traditional financial models and incorporates social
change for those at the bottom of the economic pyramid through multi-sector partnerships.
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Three considerations:

• One: Prepare case studies based on current philanthropic investments
to incorporate into business school, public policy, and other curricula and other
venues that will advance business and social sector theory and practice. Foundations
would be identified that have a history of engaging the private sector and multi-
sectors in social change to improve the lives of women, children, and their families.
These grant experiences would be turned into case studies to be used as curriculum
to be taught in respective business schools and partner schools, whether of social
policy, community or international development, government, or social work. The
academic partners would work with foundation staff to identify the cases—many of
which have been flagged in this analysis.

• Two: Working with interested corporations and geographic communities, identify
potential pilot projects to test a multi-sector, long-term investment leading to
wealth creation and economic security for children and their families. This action re-
search would define on-the-ground prototypes or pilots that could test approaches ad-
vanced by multi-sector partnerships within receptive communities. The goal would
be to test and scale innovative ideas that could positively impact people’s lives
throughout the value chain, investing in microfinance to multinationals, to show
how the poor could be trained and employed to break the cycle of poverty. This
work could involve either finding early stage existing pilots or co-creating
pilots with multiple partners that are committed to community change.

In addition, the advisors involved in the project offered ideas for work force
development that will lead to job creation and comprehensive financial services,
including financial literacy and programs to “bank the unbanked.” These ranged
from large-scale savings programs targeting the poor through behavioral economics
to triple-bottom-line sustainability projects designed to create economic opportunity
through competitiveness and profits in the tourism industry. Creating a gender-
based economy organized around meeting the needs of women as consumers
also was identified as a powerful tool for poverty alleviation.
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• Three: Convene interested interviewees and partners to develop a long-term,
more comprehensive strategy for engaging business and business schools in
wealth creation and family economic security. These discussions would include
policy changes needed to incentivize business to take a more active role in social
change. They would also include ways to support systemic change and networks
within the private sector. In order for corporations such as Cascade Engineering to
sustain an involvement in workforce development and community empowerment,
policies must be created that would provide incentives across sectors. Globally
and within the US, there is a growing network of thought leaders and activists
across disciplines that are looking for creative ways to rewrite the current financial
models being taught at business schools and being practiced on Wall Street and
Main Street and in rural places. Additional research is needed to examine
opportunities to create systemic change. This includes building on existing efforts
and testing new approaches that will lead to an overhaul of global and US
financial policy that presently does not support businesses that use triple-bottom-
line practices.

Conclusion
Private-sector businesses have a unique role to play in solving social challenges—they
have the tools, a stake in improving these markets, and collectively access to global
capital that greatly exceeds the available pool of foreign aid. And philanthropy can
seize this moment and leverage these resources to achieve its goals of improving
the situation of the very poor. This paper identifies opportunities for companies and
business schools to embrace the notion that business has a stake in improving
quality of life among and providing goods and services to the poor both in developing
economies and in the US. Moreover, it seeks to identify ways to learn these lessons
together and to scale up and disseminate successful models quickly through multi-
sector networks of practice.

As each country grapples with how to address the needs of vulnerable children
and families, each is experimenting with new ideas that are finding their way across
borders. Drawing the network closer together will provide greater opportunities for
foundations to work across programs and disciplines for multi-sector partners in the
future. These multi-sector partnerships can lead to strong on-the-ground projects,
collaborations, and new academic theory and practical approaches.
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I. Introduction
With funding from the W.K. Kellogg Foundation
(WKKF or Kellogg Foundation), Headwaters
Group Philanthropic Services (Headwaters), a
global consultancy, explored how philanthropy
can serve as a catalyst to engage the private
sector in developing and implementing new
models to alleviate poverty and improve the
lives of vulnerable children. The object was to
begin to identify points of engagement and po-
tential partners for philanthropic leaders seek-
ing to leverage the strengths of the business
sector and business schools to achieve social
goals. Through this planning grant, Headwaters
looked at: 1) how programs that build on busi-
ness and economic tools are positively impact-
ing the lives of the poor; 2) how hybrids of

business and social strategies are transforming development to the benefit of poor chil-
dren and their families; 3) how business schools and philanthropy could work together
to train current and future business leaders in multiple bottom lines, including social
change; 4) how social policy can spur innovation; 5) whether there are additional oppor-
tunities to further advance multi-sector partnerships involving business; and 6) what
cross-border opportunities exist for synergy of ideas and innovation around wealth gen-
eration and family economic security.

We consulted with community leaders, business, public sector, social innovators, and
academics that practice, study, and teach about innovations to accelerate improve-
ments in the lives of the poor. We explored how successful experiments could be
transferred across boundaries to drive public and private sector changes that acceler-
ate social change.

We shaped our inquiry around the following questions:

• How could communities be given voice and decision-making power within collabo-
rative projects involving business? There was interest in hearing about what community
processes were used to equalize power and, literally, to have community members in
other parts of the world share their experiences with communities in the US. We found
examples, in the corporate social responsibility practices of global corporations such
as Walmart and Pepsico in Mexico, of efforts to give community voice. (See Appendix I.)

“Foundations are change catalysts. In philanthropy, we often
think in nine-year blocks: three years to plan, three years to
implement, and three years to exit. For complex systemic
issues that is not enough time. We must create partnerships
with business, the public sector, and community to sustain
change initiated by these investments. To get the private sector
to tackle poverty alleviation as part of their business model
will require an overhaul of traditional economic and financial
systems. It will require new policies to incentivize companies
to include social change within the bottom line. This will also
require business schools to teach new leaders new theories
and practice based on real-life examples of community change.”

— Business and Philanthropic Leader and Interviewee
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• How can business be a partner in poverty alleviation? We highlight many exam-
ples of for-profits, hybrid social enterprises, and not-for-profits whose goals and
outcomes include poverty alleviation.

• How could private sector partnerships result in training and skill development
and lead to tangible jobs throughout the value chain? We found a number of examples
of value-chain efforts that result in jobs and improved workforce skills established by
corporations ranging from Wholesome Sweeteners and Nike to Cascade Engineering.

• How could business schools offer guidance, advice, and expand the knowledge
base and spur innovations in poverty reduction in emerging economies as well as
in high-poverty states in the US? Based on the ideas of our academic advisors, we
suggest some options in our recommendations and next steps sections.

• How might systemic change of the financial system be achieved through policy
reform? We explored policy options for helping businesses meet social goals, but this is
an area that merits further research and the input of thoughtful business leaders.

• What are cross-country, cross-cultural social change opportunities to engage
the private sector? How can stakeholders have a common understanding of each
other’s investment areas, needs, demographics, and definitions of terms?

We framed our examination of opportunities to invest in strategies to improve the
quality of life of the poorest segments of society and determine the potential benefits
to business from success in this effort, around access to basic economic security, ed-
ucation and training to improve work skills, and access to nutrition and health care.
In addition, we examined the interplay between public policy and business strategies
to improve the lives of poor children, their families, and their communities.

Though this project looks at all levels of society—global, national, state/provincial,
and community—it also focuses on some key geographies: Michigan, Mississippi, and
New Mexico, the three states in the US with the highest rates of child poverty; the
poorest part of southern Mexico in Chiapas and the Yucatán Peninsula; and north-
eastern Brazil, home to the poorest populations in that country. Our analysis also in-
cludes grants and pilots supported from the W.K. Kellogg Foundation’s Latin
American and Caribbean program and Family Economic Security program.
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An additional point of interest about the three nations being examined is their position
on the development continuum. The United States is a developed nation enveloped in
recession; Brazil is one of the BRIC (Brazil, Russia, India, and China) nations and is a
global economic powerhouse with an annual growth rate of seven percent; and Mexico,
though the 13th largest economy in the world, has growth below its estimated potential
and substantial underemployment. Moreover, Mexico is losing global market share to
China and the global East, at least in part due to the government’s failure to invest in im-
proving the country’s infrastructure and advancing worker skills.

Our institutional partners in this endeavor were the University of Oxford, Harvard Univer-
sity, Instituto Tecnológico Autónomo de México, and Fundação Getulio Vargas and Uni-
versidade de São Paulo in São Paulo, Brazil. We aimed to work with academicians who
are both thought leaders and practitioners in applying business tools and competencies
to alleviating poverty worldwide, and to partner with leading academic institutions in
each of the countries of focus. Where possible, both social policy and business experts
were included in our advisory group. The research is not all-inclusive, rather it is in-
tended to surface opportunities and generate discussion about what is possible.

The information is shared in the following sections:

• Methodology
• Business-based Tools for Social Change
• Policy Interface with the Private Sector
• New Thinking for Business Partnerships
• Interpretation of Overall Learning
• Options and Considerations

Setting the Context
Private foundations have long recognized that partnership with the private sector can
help them achieve their goals. The Ford Foundation, the Charles Stewart Mott Foun-
dation (Mott), the W.K. Kellogg Foundation (WKKF), and others have invested several
billion dollars in poverty alleviation strategies, many of them tapping business part-
nerships through Community Development Financial Institutions (CDFIs) and corpo-
rate engagement. The Bill and Melinda Gates Foundation (Gates) is partnering with
companies to create an employment pipeline through its post-secondary education
initiative. Combined, the David and Lucile Packard Foundation (Packard) and WKKF
have spent an estimated $150 million attempting to influence market-based change
strategies in the area of sustainable agriculture and fisheries. For more than two
decades, venture philanthropy, which borrows from venture capital models, has
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spread globally to Europe and Asia. Finally, foundations have expanded their own
business models through mission-related investments (MRI) and program-related
investments (PRI) that call for a financial and social return on investment. Socially
responsible investing (SRI) is America’s fastest growing field, increasing by approxi-
mately 18 percent to $2.71 trillion between 2005 and 2007. As the underwriter of this
project, WKKF’s grantmaking initiatives focusing on market-based change and public-
private partnerships are highlighted in the text box that follows later in this section.

However, even with growing interest in markets and social change, there are impediments
to the perspective that business can be an important partner in addressing the needs
of families in deep poverty. There can be a cultural disconnect between corporate
decision makers and the poor. Although business practices based on triple bottom line
(social, environmental, and financial success) that serve the bottom-of-pyramid market
abound, many companies are unaware of effective practices or have difficulty maneu-
vering the needs of low-income people. There can be confusion between charity and
social programs conducted by business and integrating social concerns into core busi-
ness practice and making it the responsibility of all managers, not just the province of
marketing or community relations departments. Companies’ ambitions in addressing
poverty may be set too low, and, conversely, their expectations may be too optimistic.
Self-regulation, transparency, and sustainability in this work are paramount values.

The greatest challenge is to apply these effective tools in the areas of highest
poverty, and particularly where a young population offers a human resource that
should not be wasted. We looked at on-the-ground examples in regions of high poverty
in the US, Mexico, and Brazil. As noted earlier, all three countries have significant
regional disparities. In Northeast Brazil, with over half the population between the
ages of 15 and 30 and thus in or approaching their most productive years, illiteracy
is more than double the national average. Populations in the Northeast have the
nation’s lowest life expectancy, highest infant mortality rate, and highest percentage
of families whose children go hungry. We found similar results for Southeastern
Mexico—infant mortality is the highest, literacy rates and per capita income the lowest,
and 70 percent of the indigenous population of Chiapas is malnourished. In the states
of Michigan, Mississippi, and New Mexico in the US, the percentage of people in poverty
is much greater than the national average of 12 percent (vs. 19 percent in Michigan,
28 percent in Mississippi, and 25 percent in New Mexico), high school graduation
rates are much lower, and food insecurity in Mississippi and New Mexico exceed the
national average. (See Appendix A for an in-depth analysis of the demographics,
economic landscape, and quality of life indicators for the target geographies.)
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Using the marketplace as an economic engine for
vulnerable people has been a tool commonly used by
the Kellogg Foundation across program areas domes-
tically and internationally. Highlights include:

MRIs In 2007, WKKF earmarked $100 million for
mission-driven investments—$75 million for US invest-
ments and $25 million internationally. Of the US port-
folio $47.5 million (77 percent) is aligned with the FES
program area, $8.5 million with Education & Learning
(E&L), and $5.5 million with Food, Health and Well-
being (FHWB). Sample investments include:

• Southern Bancorp serves more than 80,000
low-income people. This investment provides
Southern with capital to grow as mainstream
banking institutions retreat from underserved
rural communities.

• Renaissance Venture Capital Fund was formed
to increase entrepreneurism in Michigan and is
supported by other business partners including
Huntington Bank, and Blue Cross Blue Shield MI.

Family Economic Security is driven to build economic
security through a dual-generation model supporting
vulnerable children and families through strategies
that increase/sustain income and asset accumula-
tion. Grants that illustrate private sector approaches
include:

• Association for Enterprise Opportunity is the
trade association for microenterprise which has
invested more than $15 million in funding support
to its members, many of whom are women and
people of color.

• Upwardly Global has built partnerships with
corporations such as JPMorgan Chase, Wells
Fargo, McGraw Hill, and PricewaterhouseCoopers
to create jobs for immigrant workers.

• Women’s Foundation for a Greater Memphis
has created a pipeline for employment opportunities
for low-income residents with the health care in-
dustry. It is also part of a consortium supported by
New York City Mayor Michael Bloomberg to test
Conditional Cash Transfers in their communities.

The Latin American and the Caribbean program has
focused on wealth generation. Following are examples
of grants in this area:

• Asamblea Mixe pare el Desarrollo Sostenible
received a grant to consolidate the work of small
indigenous producers in the Oaxaca district in
Mexico.

• Centro de Desarrollo Comunitario Centéotl, A.C.
focuses on consolidating a microfinance model for
women in extreme poverty in the Oaxaca district.

• Ashoka and Ashoka Emprendedores Sociales
A.C. in Mexico are working to build a cohort of
entrepreneurs and to create hybrid value chains
in support of low-income markets.

Cross-cutting Programs. Agriculture and food continues
to be a cross-cutting opportunity for WKKF both
domestically and internationally. For example, in
Africa, the Foundation has invested $18 million in
Agri-Vie, a private equity fund that targets growth
capital, primarily for agricultural enterprises.

• Within Food, Health and Well-being, the
Foundation’s former Food and Society (FAS)
program made a considerable number of market-
based change grants totaling $41.5 million. Food
& Community, the successor to FAS, has made
more than $12.3 million in grants to organizations
focused on community food and value chain.

W.K. Kellogg Foundation and Market-based Change
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Methodology

II. Methodology
Our Approach
Headwaters assembled a team of expert in-country researchers in the fields of
microfinance, social investment and social entrepreneurship, philanthropy, and
corporate social responsibility to conduct this scan. A larger group of advisors who
are thought leaders in the field of business and social impact was assembled to
inform the project.

We collected information for this report using the following methods:
• Desk research. Our team of researchers possessed expertise in the target re-
gions of Northeast Brazil, Chiapas (9 regions of interest) and the Yucatán (13 re-
gions of interest) in Mexico (regions of interest are described in more depth in the
demographic section), and New Mexico, Mississippi, and Michigan, as well as in
the content areas of cross-border communities such as Las Cruces, New Mexico,
and Juarez in Mexico. (A cursory review of issues, potential partnerships, and op-
portunities cross-border is included in Appendix B.) We examined business-based
approaches from a micro to a macro level, including microfinance, cooperatives,
corporate social responsibility, social venture and entrepreneurship, and other
forms of social investing such as cause-based marketing and philanthropy. We re-
viewed:

• The literature on the definition, history, evolution, and current practice of
these business approaches.

• Cases in the target geographies.
• Background documents from funders in these areas, including lists,

purpose, and amount of grants.
• Quantitative data on poverty and other quality-of-life statistics in the

target areas.

• Consultation with core academic advisors. We assembled a team of academic
partners who advised us on our research and reviewed our initial findings. (See Ap-
pendix C for a list of advisors.) We consulted with them to obtain their input on the
draft report and their advice on a next phase to build on what has been learned.
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• Interviews with thought leaders and practitioners. Our team of experts con-
ducted interviews with more than 65 thought leaders and practitioners from the
philanthropic, public, private, and third sectors, and academia, particularly experts
who teach and conduct research in business schools. (See Appendix D for a list of
interviewees and Appendix E for interview questions.) Where relevant, we also in-
cluded results from more than 40 interviews undertaken with practitioners and
funder colleagues in March 2010 as part of a landscape analysis conducted for
the Kellogg Foundation. (See Appendix F for a list of FES interviewees.)

The purpose of these interviews was to expand our background research and to seek
practical advice on how best to create partnerships with the private sector to develop
practices and projects that improve the lives of the poor, whether by strengthening
social programs and social policy or through triple-bottom-line approaches. Intervie-
wees were asked to describe their perceptions of the role of business in social
change, specifically reducing poverty through skill building and workforce develop-
ment, including partnerships that result in quantifiable jobs. In addition, they were
asked to discuss concerns and opportunities for expanding the role of the private
sector in family economic security programs. Finally, interviewees were asked how
new and existing leaders could be prepared to positively address complex social
change issues. All interviews were confidential, and direct quotations are not attrib-
uted without explicit permission from the interviewee.

Definitions
• Business is an activity that generates a revenue stream that covers all of its ex-
penses and produces a profit over time. Business is a “system in which goods and
services are exchanged for one another or for money on the basis of their per-
ceived worth; … [it] requires some form of investment and a sufficient number of
customers to whom its output can be sold at profit on a consistent basis.”7

— Businessdictionary.com

• Cooperatives are businesses that are owned by their members, who have organ-
ized to provide themselves with the goods and services they need, investing in shares
in the business to provide capital and receiving all net surplus left after bills are paid
and money is set aside for operations and improvements. “A co-operative is an au-
tonomous association of persons united voluntarily to meet their common economic,
social, and cultural needs and aspirations through a jointly-owned and democrati-
cally-controlled enterprise.”8 — International Cooperative Alliance (ICA)

Methodology
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• Corporate Social Responsibility (CSR) refers to activities undertaken by busi-
nesses to enhance their value in the community and society and benefit their rep-
utation and brand. “Corporate Social Responsibility is a management concept
whereby companies integrate social and environmental concerns in their business
operations and interactions with their stakeholders.”9 — UNIDO

• Microenterprise is “a very small enterprise owned and operated by poor people,
usually in the informal sector. For USAID program purposes, the term is restricted
to enterprises with 10 or fewer workers, including the micro-entrepreneur and any
unpaid family workers.”10 — USAID

• Microfinance involves the provision of financial services, including small loans,
savings, and insurance products, to low-income clients, including the self-em-
ployed. “Microfinance is the provision of a broad range of financial services such
as deposits, loans, payment services, money transfers, and insurance to poor and
low-income households and, their microenterprises.”11 — Asia Development Bank

• Multinationals are very large firms that have facilities and assets in countries
other than their home country. Because of their ownership (which is often publicly
traded) and presence in multiple countries, they are more likely to engage in repu-
tation-enhancing activities such as CSR and social investment. A multinational cor-
poration (MNC) is an “enterprise operating in several countries but managed from
one (home) country. Generally, any firm or group that derives a quarter of its rev-
enue from operations outside of its home country is considered a MNC…”12

— Businessdictionary.com

• Nationals are firms that have all their assets and operations in only one country,
though they may well export to global markets. They are more likely to be privately
held and politically powerful and therefore less susceptible to public and con-
sumer pressure, but often engage in philanthropy that is aligned with the values of
their owners.

• Philanthropy refers to activities undertaken by firms, individuals, and charities
for social benefit that have no connection to their business. Philanthropy is “volun-
tary giving by an individual or group to promote the common good and improve the
quality of life… also used to describe the granting of money to nonprofit organiza-
tions by foundations and corporations.”13 — Council on Foundations

Methodology
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• Scalability refers to the potential for an idea or a model to expand easily and
flexibly to handle ever more business or, in the case of social entrepreneurship, to
have ever more impact, with the caveat that it must be regionally appropriate, not
“one size fits all.”

• Social Enterprise/Social Entrepreneurship means using entrepreneurial princi-
ples to organize, create, and manage a venture to make social change in response
to an observed social problem, and the main purpose of which is to further social
goals. In a definition proposed by Roger Martin and Sally Osberg in the Stanford
Social Innovation Review, social entrepreneurship consists of: “1) identifying a sta-
ble but inherently unjust equilibrium that causes the exclusion, marginalization, or
suffering of a segment of humanity that lacks the financial means or political clout
to achieve any transformative benefit on its own; 2) identifying an opportunity in
this unjust equilibrium, developing a social value proposition, and bringing to bear
inspiration, creativity, direct action, courage, and fortitude, thereby challenging the
stable state’s hegemony; and 3) forging a new, stable equilibrium that releases
trapped potential or alleviates the suffering of the targeted group.”14

• Triple Bottom Line refers to “a balance of economic, environmental, and social
imperatives.”15 — UNIDO

Methodology
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III. Business-based Tools for Social Change
This section describes some of the ways in which the private sector and business-
type tools are leveraging social change, specifically poverty alleviation. Strategies we
highlight include microfinance, cooperative business, corporate social responsibility,
and social enterprise/social business. Each strategy description includes the follow-
ing sections: an overview that provides background; a brief comparison of how the
strategy is used within the three countries; and a more in-depth look at how the strat-
egy is employed within each country. (Appendix G also includes descriptions of “key
players” that emerged through our research and conversations.) It is important to
note that in this section we are not endorsing particular strategies in which the Foun-
dation should invest. Section VII will offer more concrete recommendations for next
steps.

Microfinance
“The recent conclusion of some researchers is that not every poor person is an
entrepreneur waiting to be discovered, but that the loans do help cushion some
of the worst blows of poverty.”16

— The New York Times

Overview
It is estimated that 28 million people in the US are unbanked and 45 million people
are “underbanked.” All together, 73 million people, or 25 percent of the US popula-
tion, are considered financially underserved. Between services, fees, and interest
rates, underserved Americans spend at least $13 billion on more than 340 alterna-
tive, and often predatory, financial services transactions.17

Microfinance or microcredit involves small loans to low-income individuals. Globally,
microfinance has gained the approval and buy-in of a broad range of stakeholders,
including national governments, commercial banks, international lending agencies,
private investors, and local communities. Worldwide it is viewed as an important tool
to address poverty. Today nearly 70 percent of emerging and developing countries
have some form of microfinance. It is estimated that microfinance institutions (MFIs)
serve nearly 100 million people globally, with an estimated market size of US$17 bil-
lion. Developed countries also have a microfinance track record. For example, in the
US, microfinance provides capital to small businesses and micro-entrepreneurs and
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serves the “unbanked.” It is estimated that since 1991, ACCION USA network part-
ners have made close to $300 million in microloans to 24,000 clients in 46 states.18

International finance institutions such as the United Nations and the World Bank and
high-visibility philanthropists such as Pierre Omidyar have declared microcredit as
crucial to poverty alleviation. Bill Clinton and Muhammad Yunus have encouraged the
notion that microfinance is a safer alternative investment.19 A recent survey found
that leading donors and investors surveyed had committed US$14.8 billion to microfi-
nance, of which $3.9 billion—nearly a quarter—were new commitments in 2008.20 It is
estimated that the potential demand for microfinance is 15 times the current mar-
ket—a potential growth from serving 100 million individuals now to 1.5 billion, or half
of the world’s working poor. Microfinance represents an estimated potential commer-
cial market share of more than $250 billion.21

The upside to MFI is straightforward: alleviate poverty and promote development, by
providing funds to poor communities and populations that were previously excluded
from credit and other financial services. In turn, this process raises the income level
of the poor, reduces the need for the state to provide costly social services, and ex-
pands consumption to stimulate the economy. Data exist that show that microfinance
has a solid track record of bringing people out of poverty in the United States. A 2008
study found that about 60 percent of those who were in poverty at the time they en-
tered the microenterprise program were able to move out of poverty in one year. Fur-
ther, the number of clients receiving public assistance dropped from 17 percent at
intake to 9 percent one year later.22

Microlending was made famous by Nobel Peace Prize winner and former economics
professor Muhammad Yunus, who in 1976 lent US$27 to 42 Bangladeshi women to
enable them to conduct small businesses. In 1983, Yunus created the Grameen
Bank, which lent to member groups composed of farmers, laborers, or craft makers,
97 percent of whom were women. Borrowers were required to pay back their loan in
manageable weekly installments, a practice the bank still uses today.23 As of Sep-
tember 2010, the Grameen Bank had issued US$9.54 billion to 8.29 million borrowers
globally. Roughly three-fourths of all active microfinance clients are poor women,24

and their children are critical beneficiaries.

However, microfinance is not without critics, especially as it has grown and commer-
cial lenders and secondary markets have entered the field. A recent New York Times
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article highlights problems in the Indian microfinance sector, including borrowers
committing suicide as their microenterprise efforts fail, and others threatening to
default with the encouragement of politicians who criticize commercial microlenders’
interest rates over 125 percent.25 A major debate emerged around the decision of
Compartamos, a Mexican nonprofit microlender, to become for-profit and its 2007
Initial Public Offering of stock that netted $450 million.26 Indeed, the commercial
exploitation of microfinance combined with a lack of regulation has increased con-
cerns globally about profit being put ahead of sustainability and poverty alleviation.

There also are concerns about unintended social impacts of microfinance aimed
at improving the economic self-sufficiency of women, including men exploiting their
wives or other women relatives to get loans and the availability of microfinance raising
the cost of dowries. Vicious cycles of debt, microfinance dependency, and domestic
violence have developed.27 And, reports of abuses within the industry show that it is
not immune from the evils of the rest of the formal and informal lending sector, from
exorbitant interest rates to lending regardless of a borrower’s ability to repay to
aggressive, strong-arm collection tactics.

Clearly, the field of microfinance has reached a point at which more refined assess-
ment is needed. The few large-scale or longitudinal studies that have been conducted
show conflicting or inconclusive results on how microfinance actually affects the poor.
For example, an MIT study analyzed more than 7,000 households in Hyderabad, India
and found no impact on family expenditures, women’s empowerment, or education.
Another MIT study of MFI in Morocco found no evidence that consumption increased.
Moreover, there was no great improvement in welfare, the start of new activities, edu-
cation, or women’s empowerment. Yet other studies have found significant decreases
in overall poverty levels, including declining levels of extreme poverty.28 These contra-
dictions must be better understood if microfinance is to live up to its reputation as a
powerful tool for alleviating poverty around the globe.

Brazil, Mexico, and the US: A Comparison
Microfinance has grown in Brazil, Mexico, and the United States in very different
ways. In Brazil, microfinance developed largely under the purview of the state and is
dominated by programs that rely primarily on first- or second-tier lending from the
government. This subsidized funding has created a de facto interest rate ceiling that
has discouraged competition in the microfinance sector. In contrast, Mexico pos-

Business-based Tools
for Social Change



13

sesses a more robust regulatory framework and institutional structures that facilitate
a more competitive, sustainable microfinance industry. In the US, microfinance
largely grew with the financial support of foundations, which funded much of the
theoretical underpinning, many of the initial demonstrations, and much of the policy
advocacy that led to targeted public funding to sustain and grow the sector.

Approach
Microfinance practice differs in the three countries. For example, loans in Brazil and
Mexico, as in the rest of the developing world, can be small—according to a 2008
Research Brief by CGAP (Consultative Group to Assist the Poor), in 2006 the average
loan size for Mexico was US$387. Due to the relatively high cost of operating a busi-
ness, loan amounts in the US can range anywhere from $700 to $50,000, according
to ACCION USA.29 Lending models also differ. As in the rest of the developing world,
Brazilian and Mexican MFIs tend to use the group-lending model of Mohammed
Yunus’s original experiment, wherein the loan is made to a group that takes collective
responsibility for repayment. This provides peer support for the microentrepreneurs
and, by making them collectively responsible for paying back the loan, also reduces
the lender’s risk. In the US, MFIs generally use individual lending models to better
prepare borrowers to enter the financial mainstream. (Grameen America uses the
group-lending model.) They also tend to couple the loans with services such as finan-
cial literacy, helping borrowers build credit, and training and technical assistance to
help borrowers’ businesses succeed. Finally, MFIs in Brazil and Mexico often develop
into self-sustaining organizations; while in the US, MFIs continue to depend on exter-
nal funding from government programs, foundations, and other organizations. This is
due in part to the comparatively high costs of operating MFIs in the US, but also to
the poverty-alleviating missions of US MFIs, which limit the interest rates they are will-
ing to charge. In contrast, Mexico’s policies encourage not-for-profit MFIs to become
regulated banking entities, Brazil’s public sector is the primary source of capital, and
in both Brazil and Mexico MFIs often charge interest rates that fully compensate for
the risk and cost of processing a loan.

Snapshot: MFI in the US
The US microfinance industry began in the 1970s to provide access to credit to indi-
viduals and small business in disadvantaged communities. ShoreBank in Chicago
and Women’s Economic Development in Bozeman, Montana were founded during
this time, serving business owners and women entrepreneurs who were denied credit

Business-based Tools
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by larger financial institutions. As news of their success in proving the creditworthi-
ness of these groups began to spread, communities around the country began experi-
menting with microlending models to serve untapped markets.

In the 1980s the country continued to see microfinance as a new style of economic
development. Two leading voices in promoting policies to expand microfinance in the
US, the Corporation for Enterprise Development and Opportunity Finance Network
were formed with support from the Kellogg Foundation, Charles Stewart Mott Founda-
tion, and the Ford Foundation. Other microfinance institutions began to emerge, in-
cluding Self-Help in Durham, North Carolina, which was one of the first organizations
to combine microloans with other services including business advising and affordable
housing financing. By the end of the decade, microfinance had taken root across the
country.

Characteristics
• Significant growth of US and International MFI operations. Since the 1990s the
US microfinance industry has experienced enormous growth. New microfinance in-
stitutions materialized all over the country, from urban to rural communities, from
Silicon Valley to New England. International microfinance institutions ACCION Inter-
national and Grameen Bank developed US operations. Since launching in 1991 in
New York, ACCION USA has made more than 33,000 loans totaling $250 million to
approximately 20,600 low- and moderate-income clients in the US.30

• New technology fueling expansion. New technologies helped popularize individ-
ual microlending: Kiva, which since its founding in 2006 had used web-based tech-
nology to enable over $75 million in microloans to more than 180,000 individuals
from 44 developing countries, entered the US as a lender in 2009. In partnership
with Opportunity Fund and ACCION USA, Kiva is enabling US clients to access loan
capital from lenders around the world. In addition to practitioners, national and
state-level associations and research and policy organizations devoted to microfi-
nance have emerged and developed, creating a more robust industry.31

• Offers support for small business opportunity and financial services during re-
cession. The recession, combined with tighter credit in the US, has increased the
demand for small loans, and microlenders are expanding their lending to Ameri-
cans who may not typically fall within their traditional profile. In particular, an in-
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creased number of small business owners who traditionally went to larger financial
institutions for loans are receiving much needed support from microfinance insti-
tutions. The US government supports this trend, granting $54 million to the Small
Business Administration for lending and technical assistance to microlenders in
2009. US microfinance institutions have played a key role in helping their borrow-
ers build a credit history, a critical component of participating in the mainstream
US financial system, by reporting repayment to the major credit reporting bureaus.

• Supports growth in employment and increased wages. It is estimated that
microfinance and microenterprise contribute approximately 18 percent of employ-
ment in the US and create 900,000 jobs a year.32 A 2009 Aspen Institute study
found that each microenterprise provided 2.2 paid jobs, not including that of the
owner.33 Further, it found that the number of jobs sustained by microenterprises
effectively doubled just one year after receiving microfinance services.34 And,
the jobs created helped increase sustainable wages in low-to-moderate income
communities: The median hourly wage provided by businesses owned by ACCION
USA borrowers ($9 an hour) is 24 percent higher than the federal minimum wage,
and 98 percent of existing small businesses receiving microloans were still in
business by year-end 2008, compared to a national average of 70 percent.35

Snapshot: MFI in Mexico
The Catholic Church shaped the development of the finance sector in Mexico with its
tradition of charity and prohibition against usury. Nacional Monte de Piedad, a state-
sponsored pawn brokerage established in the 1700s, was the earliest and for many
decades the only source of credit for the poor. Today one of the largest lending insti-
tutions in the country, with 22 million loans and portfolios of savings accounts and
home equity loans, Nacional currently has approximately 200 branches and aims to
open an outlet in every city in Mexico. Run as a nonprofit and governed by a board,
Nacional charges 4 percent interest and contributes all income to charitable causes.

Because the finance sector continued to be dominated by large commercial banks
with little interest in serving the poor, however, low-income communities continued
to be underserved. As little as 6 percent of the rural population and 15-25 percent
in urban areas had access to accounts in financial institutions in 2005.36 Community
savings and borrowing practices were begun in the early 1950s by religious organizations
that recognized the limited financial services available to low-income parishioners.
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Two types of MFIs emerged: NGOs, whose purpose was charitable; and sustainable
non-bank microfinance providers, whose operations covered their costs but did not
make a profit.

In 2000, with the support of the newly elected administration of Vicente Fox, the mi-
crofinance sector worked with politicians to create a regulatory structure that encour-
aged the entrance of new firms and encouraged NGO lenders to professionalize their
operations and become non-bank financial institutions (NBFIs). In 2001, a new law,
the Popular Savings and Credit Act (LACP), created a Division of Microenterprise
within the Ministry of the Economy. This law also allowed regulated microfinance
providers to offer savings accounts and access commercial capital; these institutions
do not comply with interest rate ceilings.

Characteristics
• Government regulations favor the expansion of private-sector microfinance.
There are approximately 800 diverse kinds of financial institutions providing sav-
ings and credit services to low- and middle-income families throughout the coun-
try. Thanks to the active encouragement of the government, the Mexican
microfinance sector has many institutions that originated as NGOs but have since
become NBFIs or, in a few cases, banks. PRONAFIM (Programa Nacional de Finan-
ciamiento al Microempresario), a federal agency located within the Ministry of Fi-
nance and Public Credit (Secretaría de Hacienda y Crédito Público, SHCP), assists
in the establishment and consolidation of the microfinance sector with small loans
to microfinance providers and technical support and capacity training to the sector
more broadly.

Mexico is also home to many self-sustaining non-bank microfinance providers, since
regulations allow them to offer savings accounts and access commercial capital.

Regulations also allow not-for-profit providers to become for-profit, and the oppor-
tunity to make money—and the example of Compartamos, a not-for-profit turned
for-profit that in 2007 was generating returns on equity of more than 50 percent a
year—has drawn the private sector as well.37 In December 2007, Businessweek
documented the entry of Banco Azteca, Banamex (a wholly owned subsidiary of
Citigroup), Walmart, HSBC, and Zurich Financial Services into the Mexican microfi-
nance market.38
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• Microfinance in Mexico is expensive for borrowers and profitable for lenders. Ac-
cording to CGAP, interest rates in Mexico are among the world’s highest for MFIs. A
2008 donor brief found that microloan interest rates in Mexico averaged close to
65 percent, though operating costs (including transit to reach widely distributed
clients, and the relatively high cost of qualified loan agents) also were compara-
tively high.39 Competition and the disclosure of rates and costs have not brought
interest rates down: regulated institutions are required to disclose the earned in-
come ratio (EIR) of their loan products (called CAT in Mexico), but they can get a
legal exemption fairly easily. There is also evidence that clients do not understand
the concept of the CAT and therefore do not base their financial decisions on a
comparison between the CATs of competing loan offers. Also, a large number of
MFIs in Mexico are not regulated and do not disclose effective interest rates.

• Presence of international donors. Possibly because of the openness of the
sector, Mexico continues to receive more international funding for microfinance
than Brazil. According to CGAP’s 2009 survey of global microfinance donors, Brazil
(along with Haiti) was in a category of Latin American countries receiving less than
US$50 million in commitments from such large donors and investors as Oikocredit,
the World Bank, AECID, KfW, and IADB. Mexico was in a group of countries with
commitments of US $100-US$300 million that year.

Snapshot: MFI in Brazil
Brazil is home to some of the earliest microfinance efforts in Latin America, which
actually predated the Grameen Bank. In 1972, three organizations came together to
create the region’s first microfinance organization, including: a now prominent inter-
national nongovernmental organization, ACCION International (then AITEC); a govern-
ment development agency (then CEBRAE, Centro Brasileiro de Assistência a Pequenas e
Médias Empresas, now SEBRAE); and a regional state-owned bank (the now defunct
State Bank of Pernambuco).40 This MFI was called Projecto UNO (União Nordestina
de Assistência a Pequenas Organizações, or Northeastern Union of Assistance to
Small Organizations), and its work was concentrated in Northeastern Brazil. Despite
funding between 1979 and 1981 from the federal government and the World Bank,
UNO (which later became involved in Programa Polonordeste, an economic develop-
ment program for the Amazon region) was unable to become self-sustaining and
closed its doors in the mid-1980s.41 Its demise was caused by its practice of informal
lending in rural areas and by management that focused more on its economic devel-
opment credit objectives than on the need for repayment and financial sustainability.42
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In 2004, a state-led process to draft legislation governing the microfinance sector
gave providers a seat at the table and access to top officials. Even so, the regulatory
regime was more limiting than most microfinance providers had hoped.

Characteristics
• Government-dominated MFIs. Two institutional types were established—Microfi-
nance Credit Societies (SCMs, nonprofits that raise capital primarily from the gov-
ernment) and Public Interest Civil Societies (OSCIPs, which are also nonprofit but
are not restricted exclusively to lending)—though neither is allowed to raise deposits
from the public.43 Financing sources were restricted to philanthropic donations,
owner investments, and government funding.44 Because these organizations
cannot accept deposits and few can rely entirely on philanthropic funding, since
1998 most MFIs have depended on capital of specific programs within the National
Development Bank (Banco Nacional de Desenvolvimento, or BNDES) or state-
owned banks (including Caixa Econômica Federal, Banco do Brasil, Banco do
Brasília, and Banco do Nordeste, or Northeast Development Bank). The BNDES
is a major source of financing for the microfinance sector in particular and for
broader economic efforts in Brazil in general. Indeed, in 2009 the BNDES loaned
more money than the World Bank (US$71 billion vs. US$57 billion, respectively).45

The Inter-American Development Bank, in contrast, lends roughly US$10 billion
annually.46 Despite this level of public funding, microfinance providers often
complain about the limitations of relying on the state, such as the short-term
nature and uncertainty of such funding opportunities and their inability to expand
in a sustainable manner.

• Restrictive regulations and interest rate caps. Brazilian policymakers adopted a
somewhat restrictive regulatory framework under which non-banking financial in-
stitutions are not allowed to accept deposits and must comply with a de facto in-
terest rate ceiling.47 MFIs using funding from BNDES must comply with interest
rates set by the government. Government funding permeates the sector to such an
extent that private banks, which are just beginning to explore the microfinance
sector, quote interest rates at just under the government rate.48 Moreover, NGOs
must comply with a usury cap of 12 percent annually, whereas the costs of lending
to the rural poor may be 30 percent or more of the loan’s value.49
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Possibly because of these restrictions, and despite being home to one of the earli-
est microfinance initiatives in Latin America, Brazil’s microfinance sector has not
experienced the growth that many anticipated. The number of microfinance institu-
tions increased marginally (from 220 to 228) between 2006 and 2007. Though
the total number of clients grew substantially, more than half of that growth came
from the clientele of CrediAmigo, a subsidiary of the state-owned Banco do
Nordeste.

• Small number of players. Brazilian microfinance is completely dominated by a
handful of key institutions. Assessing a subsample of microfinance providers in
Brazil (48 institutions), the MIX market reports that five of those institutions—Cre-
diAmigo, Banco Popular do Brasil, Cresol Central, Central Cresol Baser, and Real
Microcrédito—comprise nearly all of the operations, with 89.2 percent of the bor-
rowers and 89.5 percent of the loan portfolio.

• Limited presence of international donors. The Brazilian state partnered early on
with the World Bank and what is now known as ACCION International (in the early
1970s, it was called AITEC). In the late 1990s, the BNDES also partnered with DAI,
an organization that helps countries promote development strategies. Today, how-
ever, there is less international philanthropic funding in Brazil than in Mexico, likely
because of the overwhelming presence of state-based funding. In 2009, Brazil had
less than US$50 million committed from international donors, compared to $100-
300 million in Mexico.50

• Government incentives to expand private sector involvement. The Brazilian mi-
crofinance sector has not grown as much as most observers would have expected,
given the overwhelming demand among low-income Brazilians for access to finan-
cial services. In an effort to help the sector expand, Brazilian policymakers have of-
fered incentives to commercial banks to provide financial services to the rural poor
through such cutting-edge technologies as mobile and correspondent banking.
These efforts may increase outreach over the coming years.
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Cooperative Businesses
Overview
“The historical development of cooperative businesses cannot be disconnected from

the social and economic forces that shaped them. Coops then, as now, were created
in times and places of economic stress and social upheaval.” 51

—Cooperatives: Principles & Practices in the 21st Century

The modern cooperative movement had its foundation in Europe in the late 18th and
19th centuries, in response to the social and economic changes of the Industrial
Revolution. These earliest cooperatives were created by the less powerful members
of society—workers, farmers, and producers—to protect their interests in the face of
societal changes.52

The Rochdale Equitable Pioneers Society, founded by a group of textile mill workers
in 1843 in Rochdale, England, was the first coop to be successful and stand the test
of time. Most notably, the Rochdale Pioneers developed a list of operating principles
that formed the basis for what are now known as the “cooperative principles,”
adopted by the International Cooperative Association (ICA), which guide how modern
cooperatives around the world put their values into practice.53 The principles stress
openness of membership, democratic governance, full economic participation, insti-
tutional autonomy, a commitment to educating members and leaders, cooperation
with other cooperatives, and concern for community.

The modern cooperative movement spread from its European base around the globe.
While it was largely successful in Western Europe and the US, the cooperative model
has had mixed results in other parts of the world. In some countries, cooperatives
suffer from a negative legacy due to past failures in the face of repressive govern-
ments, corruption, and obstructive policies. A form of the cooperative model was
transferred from Europe to developing countries as part of colonial rule, but often
did not follow the cooperative principles. Under colonial rule cooperatives were often
controlled by governments, not by members, and primarily served to provide products
to the colonizing country. Similarly, the cooperatives promoted by the former Soviet
Union were top-down organizations controlled by the state rather than by members.
For these reasons, cooperatives in developing countries have not been as successful in
building and sustaining economic influence as their counterparts in developed nations.54
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Cooperatives in developing countries have experienced a recent resurgence due to
several factors, including: globalization of markets; the abandonment of planned
economies in favor of economic liberalization; the emergence of the Fair Trade move-
ment (to be discussed later in this section); the failure of the socialist co-op model;
and a rising call for democratization and social inclusion.55 Additionally, in countries
where government has decentralized and encouraged privatization, cooperatives
have formed to meet the needs of communities—particularly in those areas that may
be less profitable for more traditional business models.

Although estimates of the number of cooperatives and their economic impact vary,
their global reach is extensive. The ICA, a non-governmental organization recognized
as the leading authority that unites, represents, and serves cooperatives worldwide,
provides the following statistics:56

• More than 800 million people are members of cooperatives worldwide.
• Cooperatives provide employment to 100 million people around the world—20

percent more than are employed by multinational enterprises.
• In 2008, cooperatives were responsible for an aggregate turnover of $1.1

trillion, which is comparable in size to the 10th largest economy in the world.

Although cooperatives operate around the world, they are more prevalent in some re-
gions. As shown in the breakdown of the ICA’s membership (245 member organiza-
tions from 92 countries), there are considerably fewer cooperatives operating in
Africa, compared with Europe, the Americas, and Asia (see Table 1).
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Region Number of Countries Organizations
Africa 13 21
Americas 20 74
Asia & Pacific 25 68
Europe 34 82
Total 92 245

Table 1. ICA Cooperatives and Membership by International Region
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Today, cooperatives are found in various economic sectors, though agriculture accounts
for a sizeable portion of cooperatives (36 percent of cooperative societies represented by
ICA member organizations).57 Following is a list of the industries in which the cooper-
ative model is particularly common:58

• Agriculture
• Childcare and preschool
• Credit unions and financial services
• Food/grocery
• Healthcare
• Housing
• Insurance
• Manufacturing
• Technology

Cooperatives and Poverty Alleviation
“Founded on the principles of private initiative, entrepreneurship and self-employment,
underpinned by the values of democracy, equality, and solidarity, the cooperative
movement can help pave the way to a more just and inclusive economic order.”59

—Kofi Annan, former United Nations Secretary-General

While cooperatives range in size from small storefronts to Fortune 500 companies,
there are several important ways they are distinguished from other businesses.60

• Cooperatives are owned and democratically controlled by their members.
Members elect their board of directors from within the membership.

• Surplus revenues are returned to members proportionate to their use of the
cooperative.

• Cooperatives are not motivated by profit, but rather they exist to meet the needs
of members.

By their very nature, cooperatives—and the cooperative principles that guide their ac-
tivity—can provide significant benefits to their members, their families, and the com-
munities in which they operate and have considerable positive impacts on poverty
alleviation. Cooperatives can result in tangible benefits, such as increased employ-
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ment and growth in sales and profit, and intangible benefits, including creating oppor-
tunities for members to develop leadership and problem-solving skills and an in-
creased confidence and self-reliance.61

This impact of cooperatives on poverty alleviation was highlighted by the United Na-
tions in its declaration of 2012 as the International Year of Cooperatives. In its resolu-
tion, it emphasized “the contribution of cooperatives to socio-economic development”
and noted that “cooperatives impact poverty reduction, employment generation, and
social integration.”62 The resolution also recognized that cooperatives often create
positive impacts for the most vulnerable populations: “cooperatives, in their various
forms, promote the fullest possible participation in the economic and social develop-
ment of all people, including women, youth, older persons, persons with disabilities
and indigenous peoples… and are becoming a major factor of economic and social
development and contribute to the eradication of poverty.”63
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Transformational Development
Cooperatives have long been dedicated to conducting
business in a way now being recommended as an ef-
fective route to transformational development: putting
people in charge of their futures and helping them
bring services to their communities; encouraging demo-
cratic participation and working together to resolve
problems; providing a profitable connection to the pri-
vate sector; building and protecting assets at the com-
munity level; and limiting the role of government. The
cooperative model is unique in addressing all three
pathways out of poverty through transformational devel-
opment (see below). Particularly in developing and tran-
sitioning economies, the cooperative business model
can be transformative for individuals and communities
in each of these three areas.

• The Economic Pathway—Co-ops are institutions
of choice to bring economic opportunity to under-
served areas. Remote, rural regions, where most
poor people live, tend to be less profitable for
other forms of enterprises and unattractive to in-
vestors. Cooperatives allow entrepreneurs to over-
come many of the market barriers that exist in
developing countries. Over time, areas can be
transformed when members invest in: agricultural
cooperatives to lower the costs of farming inputs
and improve marketing; credit and saving cooper-
atives to reach lower-income groups than commer-
cial banks; insurance cooperatives to protect
assets of low-income people; and rural electric,
health, telecommunications, and housing cooper-
atives to provide community services to the under-
served.

• The Democratic Pathway—Democratically, co-op
members learn firsthand the principles of demo-
cratic governance, transparency, and member
participation. Cooperative membership gives sub-
sistence producers and other impoverished peo-
ple a voice and a chance to take charge of their
destinies. This experience provides a sense of
ownership of the local political process; it sets an

example of organizational efficiency, transparency
and accountability; and it creates a practical vehi-
cle for conflict management through jointly vested
interests.

• The Social Pathway—Socially, co-ops increase
trust and solidarity, leading to social well-being
and stability, in some cases in the face of adverse
conditions and conflict. Through development pro-
grams, cooperative members learn the relation-
ship between serving their own needs and the
viability of organizations. They develop as people
by receiving training in leadership, organizational
and financial management, member services, and
advocacy. They develop social capital and trust in
their communities and learn how to bring critical
social services to their communities such as
health care.

Since World War II, cooperative-based organizations
in Europe, the US, and Canada have been promoting
transformational development through the creation of
cooperatives in many countries around the world. The
governments of developed countries have also begun
to support the growth of cooperatives in the develop-
ing world as they evaluate the effectiveness of tradi-
tional foreign aid in terms of its ability to effect real
change at the local, regional, and national level. For
example, in the US, Congress passed the “Support for
Overseas Cooperative Development Act” in October
2000 to “strengthen the participation of the rural and
urban poor in their country’s development,” providing
technical and capital assistance in the development
of cooperatives in developing countries to “enable
and encourage greater numbers of the poor to help
themselves toward a better life.” The Cooperative De-
velopment Program, supported by USAID, focuses on
credit, housing, agribusiness, technology transfer,
democratic institutions, rural telecommunications
and electrification, private enterprise development,
and insurance protection.
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The Fair Trade Movement
Because three-quarters of the poor in developing nations live in rural areas and de-
rive their livelihoods from agriculture or related activities, lifting people out of poverty
is highly dependent on what happens in the agricultural sector.64 Cooperatives in
developing countries face the challenge of obtaining a competitive advantage in the
global marketplace. As a means to increase their competitive edge in the market, co-
operative enterprises around the world are increasingly becoming involved in the Fair
Trade movement. Fair Trade cooperatives provide an opportunity for small producers
to participate in the global economy, especially in coffee, tea, cocoa, and increasingly
in organic produce.

Though the Fair Trade movement is rapidly becoming mainstream, with Fair Trade
products increasingly available at major grocery stores and large chains, it is a fairly
recent development. The first Fair Trade label was launched by a Dutch development
agency in 1988, and was initially applied to coffee as world coffee prices began a
steep decline. In 1997, the Fairtrade Labeling Organization (FLO) was formed in Ger-
many to unite labeling initiatives and create worldwide standards. The US partner of
FLO, Fair Trade USA, incorporated in 1998 and is the leading certifier and promoter
of Fair Trade products in the US. Fair Trade has experienced remarkable growth, with
global sales that have more than tripled in the last four years. Currently, there are
827 million Fair Trade certified organizations representing more than 1.2 million
producers and workers in 58 developing countries. In 2008, Fair Trade certified sales
amounted to approximately €3.4 billion worldwide. An additional €43 million was
distributed to communities for use in community development.65

Benefits of Fair Trade
Well beyond providing small producers in developing countries with a market for their
sustainably produced products, the Fair Trade model has key elements that are es-
sential to poverty alleviation. FLO cites four unique benefits of the Fair Trade model:66

1. Stable prices—Above-market prices are calculated to cover the costs of sustainable
production, even when world market prices fall. Producers can also receive
partial pre-payment of their contract, which ensures the small-scale organizations
have the needed cash flow. Long-term relationships with buyers allow producers
to predict their income and plan for the future.
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2. A Fair Trade premium—Sometimes referred to as a “social premium,” this
amount is a separate and additional income paid on top of the agreed Fair Trade
price, which goes into a communal fund for workers and farmers to use to
improve their social, economic, and environmental conditions. Cooperative
members decide democratically how to utilize the premium. The broader
community also reaps these benefits, as the premiums are often used toward
projects aimed at helping their children and future generations, such as investing
in schools and healthcare.

3. Partnership—Producers are involved in decisions that affect their future and are
able to influence prices, premiums, standards, and overall production strategy.
They are joint partners in Fair Trade and are able to make the decisions that
affect their future.

4. Empowerment of farmers and workers—In order to be certified, the small farmer
cooperatives must have a democratic structure and transparent administration,
and a democratic process for determining the use of the Fair Trade premium. For
commercial farms, the Fair Trade premium must be used for the social and
economic benefit of the workers, their families, and their communities.

Looking at Fair Trade coffee as an example, certified cooperatives can earn three to
five times more than they would receive through traditional marketing channels. Addi-
tionally, importers make available up to 60 percent of the value of the contracts in
pre-financing. It is estimated that Fair Trade coffee has provided $34 million over five
years in additional income to small-scale producers.67

Women and Cooperatives
In many developing countries, women play a critical economic role in their families
and their communities; however, they are often excluded from participation and posi-
tions of power in institutions that impact their economic potential. As with other insti-
tutions, women’s participation in cooperatives has traditionally been low and has only
more recently begun to expand. Particularly in agricultural cooperatives, women have
often been excluded for a variety of reasons including cultural constraints, household
obligations, land ownership requirements, and lack of financial resources. For exam-
ple, in Africa, although women account for approximately 80 percent of food produc-
tion, they have not historically had access to the training, technology, credit, and
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institutional involvement necessary to achieve increased productivity and economic
advancement.68 The inclusion and full democratic participation of women in coops
and other institutions enables them to influence decisions that impact them and
their families, and is ultimately an essential element for the economic transformation
of poor communities in developing countries. As one of our interviewees noted, the
sugar and honey producing cooperatives they work with are almost entirely dominated
by men.

While these male-led cooperatives have typically supported a range of community
development projects including improved schools and educational advancement for
their children, undoubtedly, bringing more women into the decision-making process
would result in greater advancements for women and children.

Impact of a Women’s Cooperative in India
The cooperative model can be highly effective as a means to empower women
and build valuable skills while improving their economic situation. In India, the
Women's Dairy Cooperative Leadership Program worked with milk unions from
1999 to 2002. An extensive analysis of its impacts in 50 villages indicated that
cooperative training improved rural women’s capacity to generate income and pro-
moted savings and credit. In addition to economic development impacts, partici-
pation in the coop led to better health, hygiene, functional literacy, and legal
rights. The program significantly increased women’s involvement in cooperative
management—participation rates more than doubled on management commit-
tees of targeted cooperatives.

Source: US Overseas Cooperative Development Council
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The US, Mexico, and Brazil: A Comparison
Cooperatives have been an important part of the economies of Brazil, Mexico, and
the US. In all three countries, cooperatives are common in rural areas and are partic-
ularly widespread in the agricultural sector. However, there are substantial differ-
ences in the capacity of cooperatives, as a whole, in each of the countries.

In the US, government agencies (including the USDA) provide support to cooperatives,
though it is primarily focused on agriculture and providing services, such as electricity
or phone, to underserved rural communities. Numerous cooperative associations
connect cooperatives by geography or industry, and provide them with information
and resources. The National Cooperative Business Association (NCBA), which exists
to “develop, advance, and protect cooperative business,” provides extensive support
for cooperative members in areas such as marketing and promotion and public pol-
icy, and offers a variety of education and training opportunities.69

Brazil’s government has structures in place that are very supportive of cooperatives.
Over the past two decades, Brazil has developed government agencies and programs
that provide technical assistance and other educational opportunities for coopera-
tives to help them succeed—including very targeted programs, such as schools fo-
cused on teaching how to raise and harvest honey. Although Brazil’s cooperatives are
often large and very well organized, they are still often in need of assistance with
marketing efforts, including getting organic or Fair Trade certification.

In Mexico, and particularly in Chiapas, the members of cooperatives tend to be less
educated and have very little business experience. They often do not have basic busi-
ness skills needed for budgeting or setting timelines, and can even face obstacles to
completing the necessary paperwork for organic or Fair Trade certification. They also
generally lack assistance from state or local government or other external sources.
One interviewee noted a huge difference between the amount of assistance their
company had to provide the Mexican cooperatives compared with Brazilian coopera-
tives, which typically benefit from a stronger infrastructure and support system. An-
other considerable challenge for doing business in Mexico, and especially in Chiapas
(as mentioned by several interviewees), is widespread corruption, which has an effect
on small cooperatives’ ability to engage in business locally as well as with interna-
tional partners.
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Snapshot: Cooperatives in the US
In the United States, cooperatives are an integral part of the nation’s history, as coop-
eratives have existed from colonial times. As with European cooperatives of the time,
early cooperatives in the US were a means for members to pull together to gain eco-
nomic power and influence to improve the economic situation. Historically, most
American cooperatives were formed to assist farmers; however, cooperatives grew
up in various sectors and industries. Most early American cooperatives failed due to
insufficient capital, poor management, and a lack of understanding of the cooperative
principles by their members.70 With a few exceptions, cooperatives in the US only
began to have long-lasting success starting in the early 1900s.

At the state level, cooperatives generally were supported by state law. The first coop-
erative marketing statute was enacted in Michigan in 1865. By 1911, 12 states had
enacted special cooperative laws and numerous state laws were passed in the early
1920s. These laws generally drew from the principles set forth by the Rochdale Pio-
neers, and today all states have fairly uniform cooperative statutes.71

The federal government was initially less supportive of cooperatives. Although it was
enacted in reaction to the large monopolies of the time, the Sherman Antitrust Act of
1890 also restricted the activities of cooperatives, and many directors and officers of
marketing cooperatives were indicted under antitrust laws from 1890 to 1910. After
a series of smaller legislative measures, finally, in 1922, Congress came out strongly
in support of cooperatives with the passing of the Capper-Volstead Act—sometimes
referred to as the “Cooperative Bill of Rights”—which authorized the right of farmers
to unite and market or process their agricultural products cooperatively without violat-
ing antitrust laws.72

In addition to establishing legal legitimacy for cooperatives, the federal government
went on to play an important role in supporting the organization of cooperatives by
providing technical assistance, research, information, and credit. Land grant universi-
ties conducted research and spearheaded extension efforts that were instrumental in
creating many of the farm cooperatives that still exist today. The Cooperative Market-
ing Act of 1926 formalized the supporting role of the USDA and established an
agency (now called the Rural Business-Cooperative Service) to conduct research and
provide technical assistance and information to increase awareness about cooperatives.
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As a stronger infrastructure in support of cooperatives came into place, cooperatives
flourished in the first decades of the 1900s, and many of the cooperatives that still
operate today were founded at that time. Some prominent, long-running cooperatives
in various sectors include:

• Land O’Lakes—a dairy cooperative (and one of the largest cooperatives in the
country) serving more than 300,000 milk producers, formed in 1921.

• Recreational Equipment, Inc (REI)—founded in 1938, the country’s largest con
sumer cooperative now has more than 100 stores and 3.8 million members
nationwide.

• Sunkist—a cooperative of citrus farmers in California and Arizona, it is the
world’s largest coop marketing fruits and vegetables, with roots going back over
100 years.

• Western Family Foods—a wholesale cooperative that markets 6,000 products
through 3,000 stores nationwide, formed in 1930s.

• Northwestern Mutual Insurance—providing insurance coverage since 1857.
• Ace Hardware—a marketing cooperative with 4,400 stores, founded in 1924.

Characteristics
• Cooperatives are important to the US economic history. In the US, cooperatives
have been an important part of economic development. There are currently an
estimated 43,000 cooperatives in the US, which can be found across sectors and
varying considerably in size. In 2009, more than 40 cooperatives reported annual
revenues in excess of $1 billion, and the top 100 US cooperatives had combined
revenues of more than $175 billion.73

Because many individuals are often members of multiple cooperatives, it is diffi-
cult to calculate the exact number of Americans who are members of coopera-
tives; however, it is estimated that approximately 1 in 4 Americans is a member of
a cooperative.74

• Rural communities depend on coops. Many cooperatives exist in rural America;
either in the agricultural sector or providing necessary services to otherwise over-
looked communities. A prime example, utility cooperatives are very common in
low-density rural areas that are generally considered not profitable enough to at-
tract investor-owned utilities. Cooperatives provide rural electrification to 35 mil-
lion consumers and cover nearly 80 percent of the US land mass.75 In the
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agricultural sector, approximately 30 percent of farmers' products are marketed
through 3,400 farmer-owned cooperatives.76 Cooperatives are particularly wide-
spread among certain types of producers; for example, dairy cooperatives control
80 percent of dairy production, and most California specialty crop producers are
organized into co-ops.77

• Most cooperatives are consumer-owned. The vast majority of cooperatives are
consumer-owned, accounting for more than 26,000 of the country’s cooperatives.
The most common forms of consumer cooperatives are credit unions and electric
co-ops.78 Other types of consumer coops, such as grocery stores, have had mixed
success in the US, and over time they tend to be plagued by the same problems—
insufficient capital, inadequate membership support, a stronger commitment to
idealism than to economic success, the lack of adequate support from their whole-
salers, and resistance to consolidation.79 The next most prevalent type of
cooperative—producer cooperatives—number approximately 1,500 and exist mostly
in the agricultural sector.80 There are relatively few worker cooperatives in the US;
approximately 300 worker cooperatives are owned and democratically governed
by their employees.81

• Economic contribution is significant. Overall, the 29,284 cooperatives that
operate at 72,993 places of business across the US have the following collective
impact:82

• Nearly $652 billion in revenue and $154 billion in income.
• More than $74 billion in wages.
• More than two million jobs.

Snapshot: Cooperatives in Mexico
While cooperatives exist in various sectors of Mexico’s economy, agricultural coopera-
tives are particularly widespread throughout the country, and particularly in states
like Chiapas where mainly indigenous farmers live. Mexico’s tradition of communal
farming has a long history, closely connected with political and economic changes
over the past century.

Following the Mexican Revolution, the ejido, or communally farmed plot of land,
emerged as a unique form of redistributing large private landholdings to groups of
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villagers.83 Although the state retained the title to the land, the ejidatarios could
work the land and pass rights on to their heirs (in 1992 the ejido system was radically
altered by awarding members individual titles to the land, and allowing them to rent,
sell, or mortgage the property).

In the decades following the creation of the ejidos, the Mexican government has
vacillated in terms of its support for these small, rural producers. During the 1920’s
and 1930’s, policymakers viewed the ejido as a transitional system that would result
in more small private farms across the country; however, over the following three
decades, the government turned to favoring large-scale commercial agriculture at the
expense of the ejido. By the 1970s, following the discovery of petroleum reserves,
the government used oil profits to establish the Mexican Food System, which sought
to secure national self-sufficiency in basic food staples, which led to a shifting of
priorities again to support the ejido. Government agencies provided ejidos with
access to credit through government agencies; however, for many credit generated
increased debt and dependence on government without significantly improving their
overall conditions.84

As a result of the country’s debt crisis in 1982, the Mexican Food System was
abolished and agricultural funding was cut by two-thirds. The economy eventually sta-
bilized, but the rural sector was negatively affected by the ensuing trade liberalization
and other government policies. In 1994, political and social instability brought about
another economic crisis resulting in dramatic inflation, which most affected the poor
who had few or no assets to protect themselves from the financial shocks. The Mexi-
can agricultural sector was regulated and subsidized by government programs that
funded rural areas through subsidies and transfers directed to peasants. However,
rural member-owned cooperatives were not given proper supervision or monitoring
support resulting in serious fraud problems.85 More recently, the governments of
Zedillo and Fox focused on developing new sources of subsistence for the ejidatarios;
however, after years of abuse, farmers are often reluctant to trust the government
and outside private industry.86

Characteristics
• Producer coops are prevalent and important in global Fair Trade. Producer coop-
eratives are common in Mexico’s agricultural sector, and coffee is one of the main
products farmers can organized around. The vast majority of Mexican coffee, and
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particularly organic coffee, is grown by small farmers in the southern-most states
of Chiapas and Oaxaca. These two states also happen to be the poorest in the
country, and not coincidentally, have the largest indigenous populations. Coffee
is one of Mexico's most lucrative exports and close to half a million small farmers
and their families rely on the crop for their economic survival.87

Mexico is one of the global Fair Trade system’s most important origin countries,
home to producers of coffee, cocoa, honey, and fresh fruits. Mexico is the US
market’s third most important source of Fair Trade certified coffee, and more than
half of Mexico’s Fair Trade coffee farmers reside in the southern Mexican state
of Chiapas. Many Mexican participants in Fair Trade in Chiapas and beyond are
representatives of systematically disadvantaged indigenous communities, and
all live in isolated rural areas.88

In the poor rural areas such as Chiapas, the Fair Trade premiums can have
substantial positive effects on the cooperative and the greater community. For
example, Fair Trade USA reports on premiums in Mexican coffee cooperatives
being used to provide better access to education, by supporting community members
pursuing education at all levels—paying school fees for schoolchildren, purchasing
equipment for schools, and subsidizing the expenses’ for those attending college
and university.89 A recent study also found that among coffee producers in southern
Mexico, a household’s participation in a cooperative with access to Fair Trade
and/or organic markets is correlated with a one-half-year increase in average
educational attainment for females ages 16-25 and a positive, but not as strong,
effect for males.90 Increased income can also reduce the need for family members
to migrate to the US—a strategy for many rural families who use remittances from
emigre family members to enable them to remain in the countryside. Cooperatives
have also used their Fair Trade premiums to support healthier children and families
through such initiatives as creating a fund to support emergency medical expenses,
underwriting local health clinics, and offering childhood vaccinations, maternal
healthcare, and other health programs.91

• Expansion is an opportunity. There is great potential for the expansion of Fair Trade
cooperatives in Mexico, particularly among sugar and honey producers. In early
2010, ice cream manufacturer and Fair Trade pioneer Ben & Jerry’s announced a
plan to convert 100 percent of the certifiable ingredients in their products to Fair
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Trade certified sources by 2013. In order to meet the increased demand, Fair
Trade USA will need to double the amount of Fair Trade certified sugar available.
The organization is looking to Mexico as a prime source, as it is already home to
more than 100,000 organized smallholder sugarcane growers that could be re-
cruited, trained, and certified.92

Business-based Tools
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The History of Coffee Cooperatives in Mexico
As Mexico is one of the worldʼs largest producers of coffee, the role of coffee cooperatives is an
important one. The government saw coffee cultivation as a valuable economic contributor. In
1973, INMECAFE (the National Coffee Institute of Mexico) was developed to support coffee cul-
tivation among small farmers, by providing technical assistance, credit, guaranteed purchases,
transportation to market, and facilitating sales of coffee on the international market.

From 1973-1990, coffee production exploded in rural areas, with the support of INMECAFE.
However, government support did not extend to services beyond coffee production, and farmers
in Chiapas and Oaxaca remained among the most marginalized in the country lacking municipal
support or the most basic of government services. It was in these areas that some of Mexico's
strongest social organizations flourished—demanding further land distribution, advocating for
workers rights and ending debt peonage, and reasserting the claim of indigenous groups to the
land and resources they had inhabited for centuries.

Following the economic crisis of the early 1980s, the Mexican government slowly ended its sup-
port of coffee farmers and farming, with INMECAFE collapsing entirely in 1989. The effect on
coffee farmers was devastating. Coffee, which had previously accounted for $882 million of agri-
cultural exports in dollars in 1985, quickly dropped to less than $370 million in 1991. The price
for coffee at the farm gate plummeted, credit dried up, and farmers had no way of selling their
crops. Predatory coffee brokers, or coyotes, quickly filled the vacuum left by INMECAFE, exploit-
ing farmers' isolation, lack of access to information, credit or transportation. The first coffee co-
operatives arose from labor organizations and agrarian movements to replace the transportation,
processing, and marketing arms of INMECAFE, and were crucial to the survival of thousands of
coffee farmers in the early 1990s.

These co-ops have become powerful players in the organic coffee industry, and also extend their
purview to economic diversification, environmental initiatives, and provide and lobby for social
services like school and hospitals. The model and success of Mexican cooperatives and civic
organization has laid the groundwork for some very compelling social movements.

Source: Equal Exchange
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Snapshot: Cooperatives in Brazil
While the cooperative culture was imported by the Portuguese to colonial Brazil, the
Brazilian Cooperative Movement began at the end of the 19th century. This was ini-
tially an urban movement that included the creation of consumers’ cooperatives and
credit cooperatives, later followed by the development of rural and agricultural coop-
eratives. From this time, Brazilian cooperatives were tightly controlled by the govern-
ment, and the INCRA (the National Institute for Colonization and Agrarian Reform)
had the right to intervene in the management of individual cooperatives.93 In 1969,
the Brazilian Cooperative Organization (OCB) was created as a representative of na-
tional cooperative interests. More recently, Brazil improved the legal and regulatory
environment for cooperatives by reforming cooperative laws and reducing the degree
of government control. In 1988, a new constitution included language that mandated
the autonomy of and state support for cooperatives.94 In return for the autonomy, the
cooperative movement implemented an intensive “self-management” training pro-
gram to help cooperatives succeed managerially and commercially without govern-
ment oversight.95 In 1998, the National Cooperative Learning Service was created
which, along with the OCB, is responsible for the education, professional training, and
social organization and promotion of workers, members, and employees of Brazilian
cooperatives. As was often the case in colonial rule around the world, Brazil initially
suffered with excessive government control of cooperatives. However, today Brazil
serves as an example of how other countries can develop cooperatives as strong, in-
dependent, member-owned businesses by undertaking cooperative legal reform in
the removal of invasive and inefficient government controls.96

Characteristics
• The agriculture sector benefits from coops. Cooperatives play an important role
in the Brazilian economy, especially in the agricultural sector. More than 5.6 mil-
lion people in Brazil are members of cooperatives.97 In 2009, cooperatives ac-
counted for more than 5 percent of Brazil’s GDP and more than 37 percent of the
country’s agricultural GDP.98 The exports of Brazilian agricultural cooperatives
amounted to $3.6 billion.99

• Co-ops receive support from the government and are professionally managed.
As a whole, Brazilian cooperatives are very professionally managed. Cooperatives
receive considerable support and technical assistance through the government.
For example, some of the objectives of the National Cooperative Learning Service
(Sescoop) include:100

Business-based Tools
for Social Change



36

• To organize, administer, and conduct professional training and education, the
social improvement of cooperative members and their families, and to super-
vise cooperatives throughout the country.

• To establish and disseminate methodologies which are adequate for the pro-
fessional development and social promotion of cooperative employees, man-
agers, members and their respective families.

• To develop and conduct studies and research projects on human develop-
ment, its monitoring and social promotion, according to the interests of coopera-
tives and their members.

The country is focused on the long-term success of cooperatives. For example,
one of Sescoop’s recent initiatives is the Young Cooperative Leadership Pro-
gram (Cooperjovem). Launched in 2007, it is aimed at investing in young people
ages 16-24 “not only for future succession, but also to promote the expansion
of the Brazilian cooperative movement.”101

In addition to assisting in the economic development of cooperatives, the
Sescoop’s programs have played a significant role in social development. Ac-
cording to the Brazilian Cooperative Organization, Sescoop has had the follow-
ing impact on social development within cooperatives:102

• The lives of thousands of Brazilians have been changed through cooperative
actions, programs, and courses provided through Sescoop over its 10 years in
existence.

• More than 1 million individuals have been trained through courses, seminars,
and training sessions—most of which are free-of-charge.

• In 2007 the Young Cooperative Leadership Program (Cooperjovem) involved
400 youngsters in four Brazilian states, and 42 instructors were trained. In its
promotion of cooperative culture among school children, the program has
reached more than 200,000 students and 4,000 teachers in 716 public
schools and educational cooperatives in the last four years.
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Cooperative Illustration
The following illustration provides some insight into the challenges cooperative busi-
nesses can be presented with when they try to participate in larger retail markets, as
well as the considerable opportunities that can be available to them.

Wholesome Sweeteners
Wholesome Sweeteners is a prime example of a highly successful new business
founded on an environmentally responsible and ethical business model—“Fair Trade,
Not Aid.” The company has flourished in a traditional sense, with substantial growth
in sales and market share, while having a considerable impact on its Fair Trade certi-
fied suppliers. Wholesome Sweeteners pioneered the certification process for Fair
Trade certified sugar and honey, rolling out its first certified granulated sugar line in
2005. Since that time, the company has paid more than $2.5 million in social premi-
ums (a premium above the market price paid for the sugar) to its cooperative part-
ners that produce sugars, syrups, nectars, and honeys.103 The company’s success is
directly linked with the success of its cooperative partners, or, as co-founder and Mar-
keting Director Pauline McKee puts it, “the more successful we are in marketing our
products, the more we can send back to the producers.” While their honey producers
in Chiapas, Mexico have only been certified since 2008, Wholesome Sweeteners has
already seen its impact on communities in Costa Rica, Malawi, and Paraguay. The co-
ops’ social premiums have been invested in providing access to safe water, electricity,
medical supplies, and schools in Malawi; and improved communication, community
infrastructure, micro-credit, and healthcare services in Paraguay.104

Although the quality-of-life improvements made possible by Fair Trade premiums are
a big step in the right direction, McKee sees the need and potential for advancement
in other areas, including:105

• Training and technical assistance in becoming Fair Trade and/or organic certi-
fied. This is particularly needed by smaller producers in Chiapas, who often have
limited education and lack assistance from state or local governments. Brazil has
a more supportive infrastructure, such as schools for honey production, but even
the large and well-organized Brazilian cooperatives could benefit from guidance
through the certification process.
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• Access to financing and business expertise. Especially in Chiapas, cooperative
members typically do not have the education or financial and business expertise
needed to create long-term budgets and business models. They could also benefit
from guidance and training in customer service, outreach, and marketing.

• Increased engagement of women in sugar and honey production, which has
been traditionally dominated by men. While the male-run cooperatives have in-
vested some of their social premiums in better schools for-and access to health-
care, having more women in the decision making process would undoubtedly
impact the types of investments made in their communities benefitting women
and children.

Along with continued involvement by socially conscious businesses like Wholesome
Sweeteners, there may be a role for business schools as an impartial third party pro-
viding training and assistance to cooperatives.
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Corporate Social Responsibility
Overview
Corporate social responsibility (CSR) generally refers to the voluntary actions of busi-
nesses that improve the lot of stakeholders, including employees and shareholders, and
positively impact society and the environment.106 CSR activities vary across industries,
time, and geography, but common elements include going beyond compliance; soliciting
stakeholder engagement; considering both current and future impact; transparency
and accountability; and utilizing human, social, natural, and financial capital. Jane
Nelson, of the Harvard Kennedy School's Corporate Social Responsibility Initiative,
offers the following matrix of approaches to CSR:

In this analysis, compliance ensures that a company is complying with national laws
and other voluntary, international or sector-specific standards; control goes beyond
compliance by managing risks, liabilities, costs, and negative impacts to the com-
pany; charity moves from value protection to value creation through effective philan-
thropic or community investment strategies and can create both social and market
value if aligned to both community and corporate interests; and creating new value—

Figure 1. Matrix of CSR Approaches

Business-based Tools
for Social Change

Charity

Compliance

Business
as usual

Societal
value-added

Shareholder
value-added

Build competitive
advantage

Do positive
good

Do no harm

Create
new value

Control
• costs
• risks
• negative impact



40

both social and market value—entails developing new products, services, processes,
investment mechanisms, and business models that directly align social need with
profit-making business opportunities.107

In its early stages, companies often saw CSR as a strategy to manage risk. Many cor-
porations were reacting to pressure from activists, media, and consumers around is-
sues such as sweatshop labor or pollution. More recently, corporations are
responding to society’s growing expectation that business be socially responsible. In
a February 2007 survey of 391 UN Global Compact participant CEOs, an average of
95 percent agreed that society has higher expectations for business to take on public
responsibilities than it had five years ago and more than 90 percent believed that
these expectations would increase significantly in the next five years.108 This trend,
combined with a widespread loss of trust in large business and increased demands
from stakeholders including consumers, employees, and investors, has encouraged
corporations to not only practice but evolve their CSR efforts, resulting in initiatives
that are more long-term, strategic, and deeply integrated into core business activities.
A 2010 report by CSR Europe, a business-led network that works in various ways to
advance CSR, cited twelve of the world’s largest multinationals on their efforts to
make CSR part of core practice, including seeking “to combine CSR issues with a
strong performance culture by making non-financial goals up to one third of their per-
formance appraisals and reward structures.” Said a representative of British bank
Lloyds TSB, “CSR is about better management of existing practices, not something
new or additional to what we already do.”109

Today, more than 5,300 companies in 130 countries around the world are members
of the United Nations Global Compact, the world’s largest corporate citizenship and
sustainability initiative. Many multinational and national companies have senior level
executives dedicated to CSR initiatives and publish reports on their activities. In a
2009 study produced by the Sustainable Investment Research Analyst Network, it
was determined that the number of S&P firms producing CSR reports jumped by
more than a third from 2008 to 2009 and that 93 of the S&P (Standard & Poor’s)
100 provided at least some CSR information on their websites.110

Yet there is some concern about the sincerity of CSR reporting. Many critics feel that
these reports are little more than “green washing,” publications put together by so-
phisticated public relations departments that project an image of a corporation as a
good corporate citizen when in actuality there is not much substance behind it.
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To address this concern, a number of CSR standards have been developed. Think
tank SustainAbility identified more than 100 ratings globally in 2010, only 21 of
which existed in 2000. At present, no single system has emerged as the universal
standard, but there are a number of credible ones. Included among these are the
Dow Jones Sustainability Indexes (DJSI) launched by Dow Jones and Sustainability
Asset Management (SAM) in 1999 and the Global Reporting Initiative (GRI)’s G3
Guidelines, which were first published in 2006. We will use the DJSI for the purposes
of providing consistency in this report.

Global Examples of Successes
Danone
Antoine Riboud, founder and former chief executive officer of French food and beverage
group Danone, was one of CSR's true visionaries. In a speech given in 1972, he said,
"Corporate responsibility does not end at the factory gate or at office doors. The jobs
a business creates are central to the lives of employees and the energy and raw ma-
terials we consume change the shape of our planet. Public opinion is there to remind
us of our responsibility in the industrial world of today."111 His vision of combining
economic performance, commitment to people, and respect for the environment was
formalized in 1974 in the economic and social dual project, which forms the basis of
the Danone model and fully integrates CSR into the company's overall culture.

Some of Danone's notable CSR initiatives are:

• Commitment to the Danone Way, a framework that ensures compliance by all
Country Business Units with the fundamental sustainable development criteria.
Danone has engaged Muhammad Yunus of the Grameen Bank to help in this
alignment of all aspects of Danone’s operations with its social values.

• A bonus system that integrates social performance for management committee
members of all Country Business Units. It consists of three tiers, one based on
economic and financial objectives; another on social and environmental objectives;
and the third on individual performance goals.

• The Danone Ecosystem Fund, which aims to support, strengthen, and develop
the activity of the suppliers, subcontractors, raw materials producers, and distributors
whose businesses are part of Danone’s supply chain. Endowed with 100 million
Euros, it funded its first agricultural and distribution projects in late 2009.
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• The establishment of danone.communities, a mutual fund managed and
marketed by Crédit Agricole group and designed to encourage social business
initiatives.

• An initiative to improve the employability of unskilled youth developed in response
to the French Government’s Youth Employment Plan; Danone aims to accept 500
unqualified young people by 2012, including 100 young people in 2010, at 25
Danone France sites.112

PepsiCo
PepsiCo is an international consumer products company that owns such well-known
brands as Quaker Oats, Lay’s, Pepsi-Cola, and Gatorade. Indra Nooyi, the Tamil
Nadu-born CEO, leads a company-wide CSR initiative branded “Performance with
Purpose.”113 The initiative has three pillars: human sustainability, which has to do with
the nutritional value and wholesomeness of the company’s products; environmental
sustainability, which has to do with how those products are produced; and talent
sustainability, which focuses on developing the skills and leadership abilities both of
employees and of members of the communities it serves. PepsiCo’s commitment to
these pillars includes concrete nutritional and environmental goals, as well as an effort
to increase economic development and human opportunity in the communities in which
it operates. These commitments are manifest in the following programs:

• Pledging to achieve a positive water balance, ultimately returning more water to
the Earth than is used in PepsiCo products in water-stressed regions where PepsiCo
does business. PepsiCo also has a company-wide goal to improve water efficiency
by 20 percent by 2015 and is on track to achieve that with 12 billion liters annually
being saved through more efficient operations. In addition, Pepsi is working to
provide safe and healthy drinking water to 3 million people in developing countries
by 2015.114

• Improving the nutritional content of its products by reducing unhealthy fats, in-
creasing the proportion of whole grains and traditional food products, and focusing
on improved products and nutrition education in low-income communities. PepsiCo
has increased its R&D budget 45 percent to increase interdisciplinary efforts within
the company to improve nutritional content.
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• Sourcing products locally where possible, and training local farmers in modern
sustainable agricultural practices. The second largest seller of nuts and seeds in
the world, PepsiCo seeks to ensure that these products are produced sustainably
and that the producers’ communities will share in the economic benefits of pro-
duction. In Mexico, PepsiCo has entered into an innovative partnership with the
International Development Bank, the first time a private corporation has invested
in one of the IDB’s trust funds for regional development. PepsiCo is investing in
technical support and training for 850 local farmers who will grow sunflowers to
provide healthy oils for PepsiCo’s snack food business. Advance contracts with the
farmers are estimated to be worth $52 million over seven years.115

• Involving managers in building the skills of women entrepreneurs in developing
economies. PepsiCo offers its employees many opportunities to volunteer, seeing
this as a plus for recruitment and retention of talented workers. A partnership with
Trestle Group Foundation, an international NGO dedicated to empowering women
entrepreneurs, links PepsiCo managers with women entrepreneurs leading mid-
size firms in Jordan to coach them in business and management skills.116

The Tata Group
The Tata Group is another multinational with deeply embedded CSR activities.
Founder Jamsetji Tata said in 1868 that “community is not just another stakeholder
in business, but is in fact the very purpose of its existence.” The Tata Group estimates
that through its trusts and companies it spends about 30 percent of its profits after
tax on social uplift programs. The conglomerate as a whole has a particularly strong
focus on community development, though each Tata company pursues its own priorities.
Selected Tata CSR activities include:

• Tata Trusts, two principal philanthropic trusts that operate under the Tata umbrella
and independent of the community development activities of Tata companies.
They support NGOs specializing in a broad range of areas including education,
health, livelihoods, arts and culture, and civil society and governance. Over time,
the Tata family has given so much of their personal wealth to the trusts that Tata
Trusts control 66 percent of the shares of Tata Sons, the holding company of
the group.
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• Tata Index for Sustainable Human Development. In 2003, the Tata Council for
Community Initiatives (TCCI), the umbrella entity that coordinates and integrates
the various social projects undertaken across the group, introduced the Tata Index
for Sustainable Human Development, an innovative and robust framework that
measures and enhances the community work that Tata companies undertake.
Originally initiated by TCCI in collaboration with the United Nations Development
Program (India), the index was the first initiative of its kind and both impressed
and challenged the global business community.117

• Tata International Social Entrepreneurship Scheme (TISES). Initiated in 2008,
TISES gives students from leading foreign universities an opportunity to work on
the community initiative projects of Tata companies in India, providing them with
grassroots exposure to India while bringing international perspectives and practices
to these projects and promoting international understanding. Participating schools
are the University of California, Berkeley, the University of Cambridge, and the
London School of Economics and Political Science.118

Vodafone
We highlight Vodafone because of its CSR program, but also as a leading telecommu-
nications company exploring the use of cell phone technology to expand financial
services to the poor. Vodafone considers corporate responsibility an integral part of
its business strategy. Vodafone’s approach falls into three categories: Engage with
stakeholders to understand their expectations, respond to stakeholders with evolving
CR targets and expectations, and report progress back to stakeholders. Vodafone has
been reporting transparently on its CR targets and goals since 2001. For each indicator,
Vodafone reports on what it said it would do, what it did do, and then lays out what it
will do in the future to meet the ultimate goal. All information is easily accessible on
Vodafone’s website.

Selected Vodafone CSR activities include:

• Internal Communications. Vodafone ensures its employees are fully engaged
and aware of important information. The company has more than 450 internal
blogs or wikis and also has 8,000 online team rooms that help share information
internally. “Talkabout” sessions ensure that company executives meet with em-
ployees in person, discuss business strategy with them, and receive feedback.
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• Industry Partnership around Supply Chain. Vodafone works with its industry
partners through the Global e-Sustainability Initiative (GeSI) Supply Chain Working
Group to develop a common approach to supplier assessments through industry
partnerships. In partnership with the Electronic Industry Citizenship Coalition, GeSI
has developed and piloted: an online tool to facilitate a consistent and resource-
efficient method of assessing supplier risk and information flow between compa-
nies; a common supplier self-assessment questionnaire; a common auditing
methodology; and learning and capacity-building projects.

• Vodafone Group Foundation (VGF) was set up as a registered charity and acts
as an umbrella organization to make social investments that help the people of
the world lead fuller lives. The Foundation was launched in June 2002 to support
this commitment in a coordinated effort to harness the individual power of country
initiatives and maximize Vodafone’s efforts to be a responsible global citizen and
member of society. It pursues both a global and local giving strategy.

The US, Mexico, and Brazil: A Comparison
Firms in the United States, Brazil, and Mexico come to CSR from different perspectives.
In the US, CSR grew from the community-oriented philanthropy of early 20th-century
business leaders. In the post-World War II era, it was transformed by public aware-
ness of environmental and health issues (such as public concerns around DDT and
Agent Orange) and the accompanying growth in regulation by such agencies as the
Occupational Safety and Health Administration (OSHA), the Consumer Product Safety
Commission (CPSC), and the Environmental Protection Agency (EPA), and other social
issues such as equal opportunity, which led to the Equal Employment Opportunity
Commission (EEOC).

There is a long tradition of social responsibility among Mexican firms, but it has been
more driven by the sense of personal charity of family-owned firms and more philan-
thropic in orientation. Historically it was characterized more by contributions to hospi-
tals, hunger, education, and disaster relief. As a strategic imperative the CSR culture
in Mexico is still evolving.

CSR in Brazil began slowly in the 1960s, since under a military dictatorship Brazil
lacked civil society groups with an ability to organize and disseminate information
about environmental and health concerns.119 It grew in part because of community
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concerns about the entry of foreign multinationals into undeveloped areas to engage
in extractive businesses such as mining and paper pulp. A combination of promotion
by national business associations, new regulatory requirements, and voluntary sector
initiatives has led more businesses to engage in self-assessment and more openness
to community consultation.

CSR today is more likely to be integrated into the core business strategies of a corpo-
ration and to be part of managers’ responsibilities rather than the task of the compli-
ance division of the company. Much of the activity centers on measuring and
reporting corporate performance on a number of metrics, which are often identified
with the participation of stakeholders including employees, community members,
and advocates. Companies are driven to practice self-assessment and improve their
performance on social metrics by public awareness (both domestic and interna-
tional), and strengthened by the emergence of a variety of rating and self-assessment
tools that enable business and other organizations to measure and report on their
progress toward sustainability goals. Among these assessment organizations are:
Ceres, which began in 1989 as a network of US corporations and NGOs whose pur-
pose was to inform investors about member corporations’ sustainability efforts; the
Global Reporting Initiative (GRI), incubated by Ceres, which was established to har-
monize the reporting standards of a growing number of global sustainability metrics;
business networks such as Business for Social Responsibility in the US, the Centro
Mexicano para la Filantropía (CEMEFI) in Mexico, and the Geneva-based World Busi-
ness Council for Sustainable Development, which help businesses self-measure and
self-report while taking on other related research projects.

Snapshot: CSR in the United States
CSR in the United States had its origins in the philanthropy of business leaders such
as John D. Rockefeller and Andrew Carnegie. However, its emphasis shifted as work-
ers’ rights and consumer safety became an issue during the Progressive era of the
1890s to 1920s and then environmental impacts came to the fore in the 1960s and
1970s. In response to activist and community concerns, the US government created
regulatory agencies such as OSHA, EEOC, CPSC, and EPA, which established areas of
legal responsibility for corporations. Seeking to shape public opinion and forestall fur-
ther regulation and possibly litigation, many US firms began to take more responsibil-
ity for social and environmental issues. Stakeholders, including customers and
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shareholders, demanded it on environmental and health issues, and in other areas
there was an element of self-interest (e.g., supporting education because of concern
about the lack of a qualified workforce). Over the last 20 years more US firms have
come to see CSR as a competitive advantage and integrated it more closely into core
business strategies.

Voluntary sustainability yardsticks and self-reporting became important elements of
CSR. Ed Mongan, who heads environmental stewardship for DuPont, articulated the
next stage of CSR: “commitment to excellence in environmental stewardship and
sustainable growth” went beyond government requirements because “[DuPont] uses
TRI data internally… Plus, its employees, some investor groups, environmental
groups, and communities around DuPont facilities expect to find TRI and other waste
and emission information updated each year on the company's website.”120

Characteristics
• Primary focus on environmental and public health impacts. Because the move-
ment for CSR in the US emerged from community and environmentalist pressure
on the impacts of industrial activity, CSR efforts and reporting tend to focus on
those issues. A scan of Ceres member companies’ annual sustainability reports
for 2007-8 reveals that they strive to improve their performance on aspects of
their business that affect their workers, communities, and the environment. For
example, American Airlines reported progress on measures of noise reduction, fuel
and energy use and conservation, emissions, and resource conservation.121 Ford
Motor Company reported reduced CO2 emissions, improvements in vehicle safety
design, and adopting a code of working conditions that it will promulgate through-
out global operations.122

• Builds on a regulatory “floor.” Many aspects of corporate performance are regulated
in the US, and corporations have chosen to go “beyond compliance”—seeking to
improve operations above the minimum needed to respond to regulatory require-
ments—in order to avoid the promulgation of further regulation, litigation over
workplace exposures, etc. Although US corporations may also engage in charitable
activities unrelated to their core business, and publicize those activities, they are
not typically reflected in CSR reporting.
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• Driven by a desire to manage risk. US corporations are aware of the expectations
of various stakeholders, including the community in which they are operating, their
employees, consumers and shareholders, public interest organizations, and gov-
ernment agencies. They use CSR in part to improve their reputation and manage
such risks as loss of consumer confidence, increased regulatory scrutiny because
of stakeholder complaints, and pressures on share price if environmental and
health problems are suspected.

Examples
Below are two examples of successful CSR for multinational corporations: the global
athletic equipment firm NIKE, Inc., with 34,400 employees around the globe, and
Cascade Engineering, a Grand Rapids-based company with 1,600 employees. Each
is a leader in community commitment to reduce poverty and achieve social change
locally and globally.

• NIKE, Inc.: Partnerships for Whole System Success and Sustainability. After
enormous backlash in the early 1990s (allegations of workers exposed to toxic
chemicals, forced overtime, child labor, etc.), NIKE took major steps to completely
reframe its image. In 1998, founder Phil Knight announced a six-point plan to
introduce independent monitoring, raise minimum working age requirements,
and set formal targets for improving conditions for workers in contract factories
overseas. In the wake of these changes, NIKE set up a Corporate Responsibility
Department.

Selected NIKE CSR activities include:
• Sustainable Business and Innovation (SB&I). NIKE recently transformed its
corporate responsibility function into SB&I, the mission of which is to enable the
company to thrive in a sustainable economy. It combines the former Corporate
Responsibility team and the Lean, Energy, and Compliance teams that work with
its suppliers and focuses on elements of corporate strategy as well as key business
priorities—sustainable products, sustainable manufacturing, and sustainable
marketplaces. The SB&I function is headed by a vice president, who reports
directly to the CEO and to the Corporate Responsibility Committee of the Board
of Directors, which was established in 2001.
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• Nike Foundation. Funded by NIKE, Inc., Nike Foundation is a separate body
that began in 2005 to invest in adolescent girls in the developing world. Geo-
graphically, the foundation focuses on Bangladesh, Brazil, China, Ethiopia,
India, Kenya, Liberia, and Paraguay.

• Return on Investment. NIKE measures return on investment (ROI) through its
ROI2 formula. According to NIKE, “We are embracing ROI thinking to help us
build our business case for corporate responsibility and measure the broader
impact of our work... This approach forces us to focus on the business impact of
our corporate responsibility strategy, creating greater clarity on how responsible
business practices can be a source of growth and innovation.” NIKE’s ROI2 for-
mula seeks to create “exponential return” from integrating corporate responsi-
bility practices into its business.

• Supply Chain Visions. NIKE has two supply chain visions, one for the com-
pany and one for the industry. It also developed a “worst case scenario” vision
to “help identify where the root causes of non-compliance lie.” NIKE has also
outlined the details of its vision of success at multiple levels with a variety of
stakeholders: government, industry, civil society, consumer, factory manage-
ment, and buyer. Understanding the degree of their influence and control with
these stakeholders is important as NIKE seeks to define “whole system suc-
cess.”

• Cascade Engineering: Creating Partnerships for Welfare-to-Career. Cascade En-
gineering (CE), based in Grand Rapids, Michigan, created a Welfare-to-Career
(W2C) program in partnership with the Michigan Department of Human Services
to integrate the hard-to-employ into the workforce. W2C required that CE’s leader-
ship commit to change its own mental model about people in poverty. Seeking
ways to reduce a 60 percent turnover of employees, CE discovered that 40 percent
of incoming workers either were on the active welfare rolls or had just come off.
Through integrated training of its workforce on all levels, CE reduced the average
monthly turnover of full-time employees from 3.1 percent in 2000 to .72 percent in
2008. In 2000, turnover cost CE $3.6M whereas in 2008 costs dropped to less
than $500,000. The success was attributed to a new employee orientation pro-
gram designed to effectively use an undeveloped labor pool. CE is sharing its
knowledge and experience from W2C to help the community build a Prisoner Re-
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entry Program for ex-offenders, another potential labor pool. The impact on the
State of Michigan is the reduction of $975,000 annually in welfare benefits to
more than 30 people completely leaving welfare and another 70 working with
reduced state benefits.

In addition to tackling local challenges within its own company and within the com-
munity CE is also working globally to improve water quality in developing countries
through a sand water filtration product for individual households. The HydrAid filter
has been used in Africa, Latin America, and Asia. The product was supported by
Rotary, the Kellogg Foundation, Dow Chemical Company, Cascade Engineering,
University of Calgary, and the University of North Carolina. CE partnered with
Windquest Group to form a social business joint venture called Triple Quest, and
they transferred the license to this joint venture. Biosand filtration is recognized
by the World Health Organization, UNICEF, and USAID as an efficient and effective
point-of-use safe water technology. In its work, locally and globally, CE has woven
social, financial, and environmental change tightly into the culture and fabric of
the organization.

Snapshot: CSR in Mexico
According to Manuel Arango, a Mexican businessman and the founder of Centro
Mexicano para la Filantropía (CEMEFI), an organization that promotes civil society
and philanthropy in Mexico, the period from 1521 to 1860 was characterized by a
strong presence of the Catholic Church in the creation of charitable organizations.
The Church became the majority landowner in the country and generated income to
finance schools, hospitals, and social programs to address the poverty, health, and
education of indigenous people.123

There was an accompanying lay tradition of social responsibility in Mexico, however.
As early as the middle of the last century, Cerveceria Cuauhtémoc Moctezuma (CCM),
one of Mexico’s largest breweries, voluntarily began providing employees and their
families access to health services, as well as sporting, cultural, and educational facilities.
More recently, natural disasters brought an outpouring of private-sector support
ranging from talent, product, and financial contributions to the development of a
voluntary state tax for recovery and reconstruction initiatives.124
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Characteristics
• Vigorous promotional efforts and the examples of some national and interna-
tional firms are beginning to transform the view of CSR. Today, though the largest
Mexican firms continue to express CSR largely through philanthropy, awareness of
strategic CSR is beginning to grow across the country thanks to organizations like
CEMEFI and Unión Social de Empresarios de México (USEM). Large Mexican firms,
including Grupo Bimbo and Cemex, have received positive international attention
for CSR practices.125 Other firms such as Grupo Azteca have created corporate
foundations through which to administer and publicize CSR activities.126 Analysis
of CSR only in the MEX-20 (the largest national corporations in Mexico) has limited
the ability to generalize for Mexican business as whole, as small and medium-
sized enterprises (SMEs) make up more than 90 percent of firms, approximately
50 percent of GDP, and provide more than 70 percent of formal employment.127

Data on the activities of such small firms are not available, and in any case there
is no uniform understanding of what CSR means.

• A legacy of distrust among firms, unions, and government makes it difficult
for them to partner. Mexico and much of Latin America’s political history has been
shown to affect managers’ and consumers’ attitudes towards CSR.128 Labor
relations, unionism, and high incidences of corruption continue to set the context
for CSR in Mexico.

• The need for reporting on corporate performance is not widely accepted.
Concerns have been cited that although Mexican companies have reasonably
well developed corporate initiatives, many do not report on these initiatives in
a way that global audiences can readily understand.

Examples
Below are two examples of successful Mexico-based CSR efforts. Another, the
low-income housing program of global construction materials giant Cemex, is
described in more detail in Section VIII by researcher and Oxford Saïd Business
School dean Peter Tufano.
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• National leadership in education: Fundación Azteca/Grupo Salinas. Fundación
Azteca is a Mexican non-profit organization founded in 1997 and owned by Grupo
Salinas, one of Mexico’s largest conglomerates. The corporate foundation began
with the founding of a free secondary school for low-income, high-performing Mexi-
can students, an initiative that has expanded to include a technical college and
one of Mexico’s largest scholarship programs, Plantel Azteca. Dedicated to provid-
ing education for low-income students, Plantel Azteca is now one of the best
schools in Mexico City. More than 6,000 low-income students have graduated
Plantel Azteca schools.

Since 2003, Plantel Azteca has run a successful university scholarship program.
Recently, a cross-border partnership has emerged through Azteca’s collaboration
with the Western Union Foundation, which provides scholarships for Mexican stu-
dents through the Inversión Educativa Western Union-Elektra (“Western Union-
Elektra Educational Investment”) Program. In addition to providing access to
high-quality education for low-income students, Fundación Azteca has been recog-
nized for its anti-drug campaign, Vive Sin Drogas (“Live Drug-Free”). Through Grupo
Salinas’ media channels including TV Azteca, the Foundation targets at-risk Mexi-
can youth with its anti-drug message.

The Foundation also uses television as a way to promote and support the Third
Sector in Mexico. Through TV Azteca, Fundación Azteca has completed more than
800 campaigns with as many organizations. Many of these causes focus on vul-
nerable children and their families. For example, the campaign Rompiendo el Si-
lencio "breaking the silence" raised funds to provide hearing aids and corrective
surgery to deaf children across the country. More recently, the foundation has ex-
panded to include Donaciones Hormiga (Ant Donations), an Internet platform that
allows individuals in Mexico to donate to small-scale, urgent causes, often educa-
tional or family needs.

• Farmacias Similares: Addressing health care through generic drugs and US$2
medical appointments. In 1997, an estimated 30 percent of Mexicans had never
seen a doctor, the country’s public health system was dramatically overburdened,
and almost all pharmaceuticals were imported. To address this need, Farmacias
Similares, a BoP franchise of more than 3,000 pharmacies, created two innovative
products: 1) generic prescription drugs; and 2) US $2.00 medical appointments.
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The firm has approximately 10,000 employees across its stores in Mexico and
owns pharmacies under other brand names in Chile, El Salvador, and Guatemala.
Farmacias offers healthcare and medicines under the banner of “Lo mismo, pero
más barato” (“The same, but cheaper”) and maintains a highly publicized promise
to sell prescription drugs for at least 25 percent of their cost in a mainstream drug-
store. By targeting the poor—specifically women and children with little access to
medicines or healthcare—Farmacias Similares has tailored a business to serve the
needs of Mexicans who were previously unable to access medical care.

Snapshot: CSR in Brazil
The traditional model of Brazilian corporate engagement in meeting social needs was
the “S System,” established in the 1920s, through which corporations contributed
to a government-managed set of programs that funded adequate food, training, and
other benefits to improve the workforce. Originally an effort to maintain control over
the growing power of workers’ movements,129 the S System has become a central
part of Brazil’s welfare state. Until recent decades, most Brazilian companies thought
the S System “adequately corresponds to the corporate social responsibility model.”130

Brazilian companies have been increasingly involved in CSR since the early 1990s.
According to the international responsibility report tracking organization SustainAbility,
“a combination of factors has worked to create an environment where sustainability
reporting is almost a given component of doing business” in Brazil.131 SustainAbility
credits several factors as driving the move to CSR in Brazil:

• Foreign investment. The presence of major multinational corporations has
influenced attitudes toward CSR in Brazil. Among MNCs that brought the practice
of sustainability reporting and community engagement: Walmart and Carrefour in
retail; Cargill and Bunge in agribusiness; and Veolia, EDP, and Gas Natural in the
energy sector.

• Brazilian business investment overseas. At the same time, Brazilian MNCs have
been investing outside Latin America and have been influenced by expectations
there. Among SustainAbility’s top-ranked CSR reporters: Vale, a Brazilian mining
firm with operations in Canada, Australia, and Asia; Natura, a cosmetics company
that uses native plants and markets through community-based women sellers; and
Gerdau, the world’s 14th largest steel manufacturer, with operations in several
Latin America countries and Canada, India, Spain, and the US.
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• Global reporting initiative. The standard reporting framework and in-country
verification of the GRI, which were first developed in 1997, have also helped to
set a high bar for Brazilian CSR, according to SustainAbility.

• Regulation. As sectors such as energy have come under the jurisdiction of
regulatory agencies, increasing consciousness of CSR has resulted. For example,
since 2001, regulatory agency ANEEL (Agência Nacional de Energia Elétrica) has
required that all energy companies report on their sustainability initiatives.132

• Sectoral initiatives and self-regulation. In Brazil, firms within the same sector
have influenced one another to adopt CSR. For example, mining companies have
been influenced by the International Council on Mining and Metals, a CEO-led
association of mining and metals companies that has created a sustainable devel-
opment framework for its members and asks them to make a commitment to
public accountability.133

Characteristics
In part because it developed as part of a general societal change in the 1990s, which
some associate with the election of Lula da Silva, CSR seems to have taken on a
different character in Brazil than in the US, Europe, or Mexico.

• Business is seen as occupying a place of responsibility. High levels of inequality
in Brazilian society, a general concern about environmental destruction, and posi-
tive laws on both those issues that the government lacks the ability to implement
have left corporations feeling that they have the capacity and responsibility to take
action on these issues.134

• CSR, or a concern for sustainability, is being widely adopted by Brazilian companies.
SustainAbility reports that in 2010, 73 percent of the companies nominated for
recognition for their sustainability reports were Brazilian.

• Voluntary associations of businesses are an important driver. In addition to the
Ethos Institute, the Group of Institutions, Foundations, and Enterprises (GIFE), the
Brazilian Foundation for Sustainable Development, and the Brazilian Institute of
Corporate Governance (IBGC) all are associations of businesses in some cases
with partners from other sectors who encourage the adoption and implementation
of sustainability goals.
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• Businesses in Brazil see inclusive business as a goal. According to Graziella
Comini, who directs the CEATS program at the Universidade de São Paulo, busi-
nesses in Brazil see CSR as somewhat akin to charity, but they are very concerned
about sustainability, and for that reason many large corporations are trying to involve
the poor in their value chain. The small producers are becoming partners with
large businesses, and the companies see it not as CSR but as part of their core
business.135

Examples
Below are examples of successful CSR initiatives in Brazil:

• Petrobras, begun in 1953 to manage all Brazilian oil operations, is now the
seventh-largest oil company in the world, with 62,000 employees and a quarter of
a million shareholders, though the Brazilian government still owns more than 50
percent of Petrobras and the president of Petrobras is appointed by the president
of Brazil.

Petrobras first began CSR reporting in 2003, has adopted the 10 elements of the
UN Global Compact, and has incorporated five elements into its carbon-intensive
business model: energy efficiency, using and creating renewable energy, research
and development, quantifying and controlling its emissions, and reforestation.136

The company has been one of the strongest supporters of former President Lula
da Silva’s Fome Zero (Zero Hunger) program. Petrobras is also noteworthy for the
depth of its attempt to give voice to the communities it is operating in town hall
meetings and other forms of two-way communication. Petrobras Biocombustívei
is reaching out to deal directly with small-scale farmers, to enable them to partici-
pate in biofuels production. Petrobras works closely with the community to create
grower cooperatives; provide a wide range of support including a full-time agrono-
mist, equipment and supplies; and sign formal contracts.137

• Natura is a $2.4 billion Brazilian direct sales cosmetics firm with more than
800,000 direct sellers—mostly female—throughout the country. The firm has ex-
panded to other countries in Latin America and is currently considering expansion
to France. The company has published ten sustainability and corporate social re-
sponsibility reports, and uses a core philosophy of a “chain of relationships” to
guide their corporate citizenship practices. Their motto, “Bem Estar Bem” trans-
lated literally from Portuguese means “well-being/being-well.” Natura maintains
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that they strive, through their products and services, to help people enjoy a better
relationship with themselves (“well-being”), with others, and with nature and the
world around them (“being well”).

Natura represents best practices in corporate citizenship from Latin America and
globally. SustainAbility ranked Natura first in its analysis of 60 companies for their
sustainability records. Harvard Business School business has prepared four cases
about Natura describing their sustainability innovations focused on improving the
lives of women and girls.

• UniEthos is an education and training organization founded by Brazil’s Instituto
Ethos, dedicated to improving sustainability and socially responsible management
practices. The organization primarily trains Brazilian and Latin American managers
and firms, using their own content and methodologies. UniEthos offers executive
education and advice. UniEthos provides: conferences for leaders on sustainability
and social responsibility, training for business leaders on management and CSR,
tailored training in-house for companies, and open courses for practitioners and
interested parties. UniEthos serves as an example of “best practice” from Latin
America in CSR education and engagement, serving as a hub and a source of
knowledge creation for the region and for corporations across the globe.

Walmart: Case Study of a Global MNC
One of the world’s largest corporations, Walmart employs 2.1 million people around
the globe and is controversial for its size, business practices and employee policies,
and impact on smaller businesses. Yet it aims to lead the world in corporate social
responsibility and has responded generously and effectively to disasters from New
Orleans post-Katrina to Haiti to Chile.138 Among many other programs are a partner-
ship with CARE to empower marginalized women in India and providing inoculations
against the flu for children and the elderly.

Walmart and its impact have come up repeatedly in this project—both as a potential
philanthropic partner and as part of a cautionary tale about the power of scale to
change local communities and the lives of those who live and work there. We repeat
those stories here because we believe they illustrate why it is important to engage
with Walmart and other corporations entering markets in the developing world to
encourage community voice, to support the social learning of the corporate decision
makers, and to strengthen change agents and intrapreneurs within the corporation.
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As described in the Cooperative section, the successful dairy cooperative Organic
Valley, which had built its business working with independent organic grocery stores,
was approached by Walmart to supply milk in 2001. As part of its move toward sus-
tainability and recognition of the growing power of organic customers, Walmart was
expanding into the organic market. While some in the cooperative saw Walmart as
“the antithesis of everything their company stood for—an impersonal, price-slashing
menace,” others saw an opportunity to grow the organic movement and greatly ex-
pand access to organic milk.139 Walmart rapidly became Organic Valley’s third-largest
customer, buying 1.3 million gallons of milk a year.140 In addition to expanding its
sales, the coop gained valuable techniques took lessons from the efficient retailer
and such as inventory management.

But in 2004, demand for organic milk began to exceed Organic Valley’s supply, and
the cooperative was unable to meet all its orders. At the same time, Horizon—the
nation’s leading organic milk brand and Organic Valley’s biggest competitor—offered
to sell to Walmart at a price 15 percent below Organic Valley’s. While Walmart had
not yet demanded that Organic Valley meet Horizon’s price, it was well known for
driving costs as low as possible and regularly switching suppliers to get the best
price.141 Although a big account with Walmart had potential for dramatic growth,
Organic Valley was concerned that with a growing share of their production going
to Walmart they would be vulnerable to pressure to lower their prices, which would
violate the coop’s mission of providing fair prices to its farmers.142 In the end,
Organic Valley decided to discontinue sales to Walmart and stay with the natural
grocers who had helped to build its business over mass-market accounts.

A more positive view of the potential impact of Walmart entering a community comes
from Mexico. According to one of our interviewees, who expressed reservations about
some impacts of the giant retail chain, the most successful CSR program with com-
munity engagement he knows of is one organized by Walmart. Called the “sustain-
able backyard project,” it involves sourcing produce from local backyard growers in
rural areas. They receive technical assistance to meet Walmart’s requirements, as
well as developing construction skills while building a growing area in their backyard
lot and training to manage water catchment systems for better availability of clean,
safe water for irrigation and household use. He credits the program with helping
3,000 rural households have better income and a more nutritious diet.

Business-based Tools
for Social Change



58

Social Enterprise and Social Business
Overview and Global Comparisons
As David Bornstein says in his book about social entrepreneurs, How to Change the
World, innovation is occurring in the third sector at an unprecedented pace. He cites
several ways in which this represents a profound change in social institutions: the
unprecedented scale; the global reach and diversity; the attention to transforming
systems, not just treating symptoms; the fact that these organizations stand outside
the traditional dual powers of church and state and can profoundly influence the poli-
cies of both; their ability to partner with business, government, and academia; and
the way that competition, collaboration, and heightened attention to performance are
transforming the field.143 Social enterprise is an important partner in the effort to
alleviate poverty and improve the lives of vulnerable children and their families.

Social enterprises can encompass a variety of approaches, including microfinance,
cooperative business structures, franchising, and involving stakeholders up and down
the value chain in a differently organized business model. In general, they use the
tools of business, but their purpose is to meet a social need that other social sectors
have failed to address. They differ from charity or traditional aid in their effort to radi-
cally change the structure of the institutions within which they are working to achieve
a social goal.

The raison d’etre of social entrepreneurship is to unleash high-leverage ideas and
highly motivated individuals to address persistent social needs—poverty, lack of basic
human needs, lack of access to capacity-building opportunities such as education,
jobs-related training, and lack of gender and class equity—that government programs
and charity have failed to solve. The search for impact, the attention to metrics of
success, the intention to generate a surplus over operating expenses, whether that
surplus is plowed back into social programs or whether it represents a monetary
return to shareholders, all are hallmarks of a business-oriented approach to social
change.

Though social entrepreneurs undoubtedly have been around in some form since time
immemorial (author Bornstein points to St. Francis of Assisi as someone who built
multiple institutions that fundamentally changed the field in which he operated), the
idea of social entrepreneurship as a high-impact hybrid between business and
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not-for-profit or third sector type activity has exploded in recent years. Bornstein’s
book, which popularized the notion of the social entrepreneur, describes Bill Drayton,
a former McKinsey consultant and assistant administrator at US EPA, as a seminal
influence. In 1981 Drayton established an organization to support “individuals with
fresh ideas for social change who combined entrepreneurial ability and strong ethical
fiber.”144 That organization, Ashoka: Innovators for Change, identified its first social
entrepreneur in India in 1982, launched in Brazil in 1982 and Mexico in 1986, and
finally identified social entrepreneurs in North America in 2000. It now has a presence
in 63 countries around the world and has identified more than 2,000 social entrepre-
neurs whom it supports as fellows with venture capital and technical assistance. It
also offers a mix of other development support including pro bono consulting services
from global companies such as McKinsey and Company and Hill and Knowlton; pro-
viding networking opportunities for social entrepreneurs; serving as an intermediary
to social investors willing to provide seed capital to social entrepreneurs but lacking
the knowledge to do so directly; and offering training through a network of campuses
collectively known as Ashoka U and the Ashoka-McKinsey Center for Social Entrepre-
neurship in São Paulo, which bring innovators together and teach transferable skills
such as fundraising, marketing, communications, and management for not-for-profits.

Emerging Issues
• Expanding philanthropic leadership. An important global driver of the social
entrepreneurship model is philanthropic leaders who have embraced this model,
seeking out and supporting individuals who have an idea that fits the mold of a
simple but original response to a social problem, with the potential to go rapidly to
scale. Their promotion of individual social entrepreneurs has helped raise public
awareness of this approach to social change. One prominent example is Jeff Skoll,
the first president of eBay and a Bay Area philanthropist whose Skoll Foundation
supports a variety of activities around the world that recognize and fund social
entrepreneurs. Skoll has also created the Skoll Centre for Social Entrepreneurship
at the Oxford University SaÏd Business School. Another is World Economic Forum
founder Klaus Schwab, whose Schwab Foundation identifies and supports social
entrepreneurs, including 11 in Mexico and 18 in Brazil. Among them, in the US,
Wendy Kopp founded Teach for America, the nonprofit that pioneered the idea of
accomplished college graduates spending two years after graduating as teachers
in high-needs urban or rural schools; since its founding in 1990, Teach for America
has served 450,000 students, and its innovative model has been adopted globally. In
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Mexico, Jose Ignacio Avalos Hernandez has been involved in a number of social
hybrids including the microfinance bank Compartamos; Mi Tienda, a wholesaler
that supplies goods to small rural shops in smaller quantities and at lower prices
than conventional wholesalers; and Un Kilo de Ayuda, which uses multiple services
to eliminate malnutrition among children younger than five by distributing nutri-
tionally balanced food packages to 50,000 children every two weeks, with food
distribution managed by largely volunteer community-based staff and a health
monitoring database developed by Microsoft. In Brazil, Fabio Rosa developed a
rural electrification project that reduced the cost of supplying electricity to under-
served areas (70 percent of which did not have electricity) by 90 percent, using
local labor and materials. By providing inexpensive irrigation, the project has
boosted farm incomes by 200-400 percent and reduced outmigration to cities by
providing sustainable, nondestructive livelihoods on farms.

• The role of profits. A growing debate in this young but burgeoning field involves
the role of profits. Some observers argue that it is immoral to profit from serving
the very poor, others that if social entrepreneurs can profit from their innovations it
will make the venture more sustainable and draw more innovators into the model
of serving those at the base of the economic pyramid. An example of this debate
at its most heated can be seen in Grameen Bank founder Mohammed Yunus’ criti-
cism of Banco Compartamos, a formerly nonprofit micro lender that issued an IPO
in 2007 and has become the largest for-profit bank in Mexico, while still serving
the very poor. On the occasion of the IPO, Business Week reported that “Yunus
objected to the mention of Compartamos and microfinance in the same sentence.
‘When you discuss microcredit, don't bring Compartamos into it,’ he instructed.
‘Microcredit was created to fight the money lender, not to become the money
lender.’"145

The debate is more complex than it may at first appear. The Mexican microfinance
institution Compartamos targeted its services to women in very poor states such
as Chiapas and Oaxaca. A study of Compartamos completed in 2001 found that,
though Compartamos had a broad reach in poor communities, “Compartamos’
market penetration [was] higher in the better-off areas, while the poor areas [were]
clearly under-served. Similarly, the household level assessment [revealed] that
Compartamos' new clients [were] under-represented in the two poorer terciles and
over-represented in the upper tercile [the researchers had divided households into
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thirds based on measures that could be a proxy for income level, such as purchasing
readymade tortillas versus making their own] in relation to the general population.
Clients reached by the program [were] mainly from the better-off segment of the
population.”146 Critics argue that since the seed funding for Compartamos came
from government and charitable sources to help the very poor, Compartamos’
services should reach the very poorest. But others point out that if the provider
is not sustainable, the poor will not be served at all, and Compartamos has unar-
guably reached hundreds of thousands who previously had no financial services.

Another example of social entrepreneurship, TOMS Shoes, demonstrates a financially
successful model for social change. TOMS Shoes was established in 2006 by a young
American traveler who noticed that many children in Latin America had no shoes, ex-
posing them to soil-based diseases and cuts and infection and often excluding them
from schools where shoes were a required part of the uniform. His simple concept was
“one for one”—for each pair of shoes sold, TOMS delivers one pair of shoes to a child in
a developing country. Now sold in stores such as Neiman Marcus and Nordstrom,
TOMS has given away 1 million pair of shoes to children in developing countries.

• New sources of funding. A related issue is the nature of the seed funding for so-
cial enterprise. Though originally many investments came directly or indirectly from
charitable sources such as foundations or from government, novel funding sources
are emerging, such as venture funds specializing in the social entrepreneurship
sector as an asset class and micro social investment. Examples include:

• Ignia, a new venture fund in Mexico founded by social entrepreneurs Michael
Chu and Alvaro Rodriguez Arregui, both formerly associated with the microfi-
nance nonprofit ACCION International (Chu was its CEO and Rodriguez remains
its chairman), has $100 million under management and will invest in affordable
housing in Latin America, though it is also exploring the health, distribution, and
agricultural sectors. The brand strategy consulting firm Sparxoo, itself a mission-
driven for-profit that works with socially responsible brands, in 2009 noted that
“the pool of socially responsible investment dollars in the United States has
now grown to $2.34 trillion and the second quarter of this year has seen a 12
percent increase in clean tech investment, a $1.2 billion upswing.”147 Again, the
debate is over whether the availability of these commercial funds will expand
services to the very poor, and ultimately improve their quality of life, or exploit
them. So far, the evidence is largely anecdotal, but some standardization of
impact measurement would be desirable.
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• Endeavor Global, an international entrepreneurship catalyst based in New
York, provides training and technical support to potentially high-impact social
entrepreneurs around the world. Targeting “young, enterprising individuals who
want to create hundreds of jobs, and thought they could change an industry
and generate revenues and needed advice and smart capital,”148 Endeavor has
offices in 13 countries, including Mexico, Brazil, and Argentina. Its goal is for
Endeavor businesses to provide 1 percent of GDP per year in its target develop-
ing countries.

• Web-based microloans. At the other extreme from international venture
capital is the prospect of funding from individuals who are willing to invest/
donate to international causes through “impact investing.” That is, they may
or may not want a financial return, but they certainly want to know that their in-
vestment is affecting the social bottom line. A recent report by Hope Consulting,
“Money for Good,” identified a potential market of $120 billion for high-impact
social change efforts and $45 billion for overseas (non-US) investment in social
needs.149 Much of that investment would be distributed through web-based
social investing instruments such as Kiva.org. Kiva was established in 2004 by
young Silicon Valley techies who had worked at TiVo, PayPal, and LinkedIn. By
combining microfinance with the internet, Kiva enables individuals to provide
microloans to BoP entrepreneurs whose projects they learn about online. Its
first set of seven loans totaled $3,500. In November 2010, Kiva had facilitated
loans averaging $300 from 500,000 lenders in 208 countries to 450,000 bor-
rowers (81 percent of them women), in 54 countries around the world.

Increasingly, those wishing to bring about social change are turning to business
models and business schools for the tools they need to be successful. And from the
nature of those successes, much can be learned. Because at this stage of the evolu-
tion of social entrepreneurship it is difficult to discuss impacts at the country level,
the following discussion highlights examples of social entrepreneurship in each of the
target countries.

Snapshot: Social Entrepreneurship in the US
Many of the organizations highlighted throughout the report are social enterprises,
such as Fair Trade USA, which is described in the cooperative section. Additional ex-
amples include:
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• Root Capital is a nonprofit social investment fund that provides financing to
grassroots businesses in rural areas of the developing world. These are small and
growing businesses such as farmer and artisan associations that are considered
too small and risky for mainstream banks and too large for microfinance institu-
tions. Root Capital provides them with capital, financial training, and connections
to ethical supply chains, thereby creating economic incentives for poor rural pro-
ducers to engage in environmentally sustainable and socially responsible practices.
Producers benefit by building sustainable livelihoods, which in turn helps to trans-
form their communities both economically and environmentally. Since its launch
in 1999, Root Capital has provided more than $200 million in credit to 282 small
and growing businesses in 30 countries in Latin America and Africa with a 99
percent repayment rate from borrowers and a 100 percent repayment rate to
investors. It has been recognized by the Clinton Global Initiative, the Skoll Founda-
tion for Entrepreneurship, Ashoka, the International Finance Corporation, and
many others.

• REDF (formerly the Roberts Enterprise Development Fund) began in 1990
as a private effort to spur innovation in job creation through funding, partnership
building, and technical assistance. REDF fights poverty by supporting innovative
nonprofits that create jobs in the Bay Area for populations in need. For example,
Juma Ventures hires at-risk youth as vendors at ballparks; Rubicon Programs runs
a bakery and a landscaping business; and the San Francisco Conservation Corps
hires at-risk youth to restore and build trails in San Francisco parks while receiving
individualized education (most youth in the program have not completed high
school). In 2010, REDF received $3 million in grants from the federal Social Inno-
vation Fund, and plans to use the money in part to take its innovative approach
statewide.150 Part of REDF’s strategy is to strengthen ties between the business
community and business schools—who provide planning and mentoring support—
and the social enterprises it nurtures, who actually create jobs and hire the hard
to employ. Since 1997, REDF has helped more than 5,500 people in the Bay Area
find jobs.151
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Snapshot: Social Entrepreneurship in Mexico
In addition to Compartamos, which is cited universally as an example of a social en-
trepreneurship success despite its more recent and controversial decision to raise in-
ternational capital from private markets, Mexico has other impressive examples:

• Diconsa, a project jointly organized by the Gates Foundation, the global consult-
ing firm McKinsey, and public agencies in Mexico, is deploying the technology of
smart cards and readers in 23,000 small stores in rural Mexico for multiple bene-
fits. The point of sale devices allow the stores to keep more accurate stocking in-
formation, which improves their retail operations; with the same technology, the
stores also become part of the system to deliver benefit payments to 200,000
households, making the payments from their own cash supply after electronically
reading the particularly interesting model for how the most advanced technology
can introduce efficiencies into both economic development and the delivery of
social services to the very poor.

• CiNiA is a Puebla-based social enterprise founded in 2005 by a Puebla resident
who was formerly the president of Grupo Modelo (Mexico’s largest brewery, best
known for producing the brands Corona and Negra Modelo). The link between
CiNiA and Grupo Modelo is not highly publicized, as CiNiA functions as a commu-
nity-based enterprise highly embedded in Puebla’s local community. CiNiA now
employs more than 500 people from Puebla who live with some form of disability.
The firm is a for-profit company with several divisions, including commercial bak-
ing, textile production, light manufacturing, handicrafts, professional cleaning serv-
ices, and landscaping services. Its mission is to create and promote employment
of people with disabilities, and to dispel stigmas and myths around people with
disabilities while filling a market need. All entering CiNiA employees undergo train-
ing, after which they are matched with a formal post either in one of CiNiA’s divi-
sions or through a contract with one of their clients. CiNiA contracts workers from
their landscape services and commercial cleaning divisions to companies includ-
ing Volkswagen, which has a plant in Puebla. Once a CiNiA employee has spent
two years providing services at the same outside firm, CiNiA encourages the out-
side company to employ them on a permanent basis, enabling CiNiA to take on
someone in their place.
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Unlike the European Union, Mexico has no level requirement for inclusion of people
with disabilities into the work force. CiNiA hopes that the company can be part of
a “virtuous cycle” if companies begin to face regulations regarding their hiring
practices in Mexico. CiNiA’s is not only a corporate vision, but a plan for cultural
and political change. It is difficult to know how many people with disabilities are
living in Mexico, as only several thousand are listed on Mexico’s national social
security registry.152 A child with a disability is often a source of shame in Mexico,
and employment of disabled people is very rare. CiNiA demands its workers be
paid wages above the Mexican minimum wage. Their charges fall in the high-middle
range of the market average for cleaning and landscape services in Mexico. All
CiNiA workers are required to be given full benefits by firms who contract them.
CiNiA’s director explains, “We don’t want our company to be a ghetto… we use it
to promote change in society.”

• Arroz con Leche is a successful social venture supported by Endeavor Mexico.
Like many Endeavor businesses, the firm has a particular emphasis and impact on
marginalized women and vulnerable children. Founded in 2001 by three Mexican
women, Arroz con Leche is a high-end boutique label specializing in children’s
clothing in Mexican-inspired designs. All design and craftsmanship is the work of
rural indigenous Mexican women (artesanas).

In response to the observed lack of employment opportunities for women and the
high instances of rural poverty in Mexico affecting vulnerable children, Arroz con
Leche was founded to build networks of artesanas across the country’s rural areas,
providing employment, training, quality inputs, and increased market access for
female heads of household in rural communities. Arroz con Leche heavily emphasizes
the importance of social responsibility across their value chain. With customers,
they hope to create a sense of pride and Mexican identity through the introduction
of high-quality, identifiably Mexican textiles. With their employees, their goal is to
increase earning ability, entrepreneurial skills, and economic independence of
women in rural indigenous communities. The goal is to provide employment for
Mexicans trained in textiles during the maquiladora industry boom who have been
left unemployed as that industry diminished. Arroz con Leche also manages a
corporate foundation dedicated to supporting the needs of artesanas and their
children.
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Snapshot: Social Entrepreneurship in Brazil
According to Rosa Maria Fischer and Graziella Comini of the Universidade de São
Paulo, the most recent examples of social entrepreneurship in Brazil are characterized
by cross-sector collaboration, drawing on the skills and experience of NGOs as well
as of the business sector. Moreover, they represent “a radical change in the values
behind social welfare actions,” recognizing “that it is not enough to provide help, but
rather, it is necessary to equalize social conditions…”153

• SolarEar was established by Howard Weinstein, a former Peace Corps volunteer
in Botswana who developed a digital hearing aid powered by a solar battery that
could be manufactured and distributed inexpensively (less than $100) in develop-
ing countries. Hearing-disabled workers are trained to make the hearing aids. A
factory is being opened in Brazil to distribute hearing aids throughout Latin America,
according to Fast Company, which profiled Weinstein in 2009 as a Tech Award
Laureate.154

• The Institute for the Development of Natural Energy and Sustainability was
founded by Fabio Luis de Oliveira Rosa, an engineer who pioneered a low-cost
system for supplying power to rural areas that has grown to supply electricity to
1 million people in Brazil. In 2004, Rosa won a World Technology Network award
for his subsequent development of an energy grid using solar photovoltaics. “It is
a completely new concept business approach that can bring electricity to poor people
in a completely sustainable approach, without subsidies,” he said on receiving the
award.155
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Social Business: Some Examples
A new phenomenon in this evolving field is partnerships between social entrepreneurs and socially
minded corporations to create social businesses. These are businesses with an exclusively social pur-
pose that are supported by the corporation and shaped by the partners.

• Grameen Danone Foods Ltd. is a social business established in 2006 as a partnership between
Danone and Muhammad Yunus of Grameen Bank to improve nutrition and employment in
Bangladesh. Danone has developed a fortified yoghurt that is produced and distributed locally in
Bangladesh, with technical support and training, as well as direct investment, from Danone. Grameen
contributes its connections and understanding of local culture to design the distribution system and
ensure the venture achieves its social goals. The first factory, built in 2007, uses milk supplied by a
cooperative of local microfarms, and 500 local women sell yoghurt directly in the community, ensur-
ing that all earnings support the local economy. The partners aim to build 50 plants by 2020.

• The Grameen Nurse Institute is a social business supported by Nike to provide a new model for
health care in Bangladesh, particularly for young women and girls. Announced in 2009, the Institute is
designed as a replicable, scalable, and sustainable model for health care delivery that addresses the
shortage in rural health care by: 1) recruiting and training young rural women to be nurses, 2) devel-
oping a specialized curriculum to expedite their training, particularly in meeting the health care needs
of girls, and 3) designing a nurse-centered and financially sustainable health care system for rural
areas The project envisions developing specialized curricula to train nurses in several specialties, em-
ploying them through a set of existing health care centers which nurses would be trained to adminis-
ter, and ultimately training nurse-graduates to take over recruitment,
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IV. Policy Interface with the Private Sector
Overview
Poverty alleviation is among the world’s greatest challenges both for developed and
developing nations. With poverty rates of 12 percent in the US, 13.8 percent in Mexico,
and 31 percent Brazil,156 finding solutions remains difficult. In looking at policy, we
sought to understand differences and similarities between the three countries,
whether there are policy ideas and best practices that might be shared among the
target countries, and how lessons learned might be shared to enhance each coun-
try’s efforts to end the plight of the poor.

The US, Mexico, and Brazil: A Comparison
To understand social policy approaches and solutions it is important to understand
the political context of each country and how the private sector is woven into the long-
standing debate about economic development and the role of government to meet
the needs of all of its citizens, particularly those most disenfranchised. In the past
decades, Mexico and Brazil have paralleled political trends of the entire region which
have moved from protectionist models favoring state-led growth (1950s/60s) to a
decade of debt-led growth and hyperinflation that resulted in the 1980s becoming
known as Latin America’s “lost decade” for economic growth. During this time, rising
prices and stagflation meant many Latin American children and families fell into, or
sank deeper into, poverty.157 During the 1990s, countries adopted structural adjust-
ments that required the cutting of many public services and widespread privatization
of utilities and other key public works. The potential effect of these reforms on poor
communities became a source of significant public debate.158 In the 2000s, govern-
ment-run conditional cash transfer programs (CCTs) targeted at women with school-
age children (e.g., Bolsa Família in Brazil and Oportunidades in Mexico) garnered
considerable positive attention for their achievements in alleviating poverty and
reducing economic inequality by requiring benefit recipients to receive benefits condi-
tional upon their doing something in return. The latter could include proof of their
children being in school or being immunized.

This is in contrast to the American system, which has been driven by capitalism,
greater emphasis on public sector freedom, and recognition that corporations are
part of the solution. The US approach to welfare, and the concern about encouraging
work over supporting “the undeserving poor,” which became explicit policy in the
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1980s, is instructive. Welfare reform was enacted federally and in states across the
country. Though each state could enact its own program, common elements were:
ending welfare as an entitlement; an emphasis on work, subsidized if necessary;
term limits of two consecutive years of receiving welfare, with lifetime limits of five
years; increased enforcement of child support; and programs such as afterschool
child care and workforce training to help families achieve self-sufficiency through
work. Encouraged by favorable tax policy and by their own sense of the need, busi-
nesses became partners, hiring people with limited experience to facilitate their entry
into the workforce, working with not-for-profits and community colleges to design
training programs for welfare leavers, and cooperating with large-scale evaluations to
figure out “what worked.”

Across all cultures, policymakers, academic institutions, and business leaders have
begun seeking innovative ways to work together to combat poverty. Strategies include
micro to macro approaches including microfinance, cooperatives, small and medium
enterprises, larger national and multinationals and the interplay among them all.

Conditional Cash Transfers (CCT) is an example of one social policy and program that
is being used or tried in each country. It began in Brazil in 1996 (the first such pro-
gram was PETI, which aimed to reduce child labor) and is being used extensively in
Mexico and throughout Latin America as a way to reduce poverty and increase fami-
lies’ investment in human capital. The United States is also testing a CCT approach:

• Learnfare, an influential demonstration program tested by the state of Wiscon-
sin in the mid-1990s, was a modified CCT program in which the benefits of fami-
lies on welfare were withheld if children failed to meet school attendance targets.
Similar programs were also tested in Ohio, Maryland, Illinois, and California, with a
mix of supportive services, rewards and sanctions, and targets—sometimes par-
ents of school-age children, sometimes teen parents on welfare themselves,
sometimes school-age children who were rewarded directly for improved school
performance. Despite problems with program design and implementation, evalua-
tion of Learnfare found that the program increased school enrollment by 3.7 per-
cent and attendance by 4.5 percent, effectively increasing school persistence
among at-risk youth by 41 percent.159
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• Opportunity NYC: Family Rewards is a privately funded CCT demonstration
launched by Mayor Michael Bloomberg in April 2007. It targeted families with in-
come less than 130 percent of the federal poverty level, and offered incentives
based on children’s education, family health care, and parental work. A one-year
evaluation by the Manpower Research Demonstration Corporation found that the
program was having the following impacts:

• On poverty and hardship indicators, it boosted average monthly income by
$338; reduced the proportion of families with income at or below the federal
poverty level by 11 percentage points; alleviated hunger (the proportion of fami-
lies that “sometimes” or “often” did not have enough to eat dropped by one-
third), and families were less likely to forgo medical care.

• On financial indicators, families likely to have savings increased by 9 percent-
age points, and families likely to have bank accounts increased by 22 percent-
age points; families were less likely to rely on neighborhood check cashing
outlets.

• On education indicators, there was a 6 percentage point reduction in stu-
dents repeating ninth grade; a 15 percentage point increase in likelihood of 95
percent or better attendance; and an 8 percentage point increase in the likeli-
hood of high school students earning enough credits to be on track for on-time
graduation.

• On employment indicators, parents working full-time increased by 6 percent-
age points, even during a recession.

Snapshot: Social Policy in the US
The US has several federal programs that meet the needs of poor children and their
families. As they deal with cash assistance, nutritional needs, and health care, there
are similarities to the Latin American programs. However, there are philosophical dif-
ferences as well. In the US, social policy is made in a context that prizes individual re-
sponsibility and frowns on entitlements. Even social programs that clearly function as
transfers of cash income to entitled subsectors of the population—including Social
Security payments to the elderly and agricultural subsidy programs for farmers—are
viewed by recipients as something which they have earned. Social policies aimed at
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improving the lives of the poor are viewed as safety nets, not entitlements, and as
discussed below, are structured to discourage a sense of permanent dependency.
This is a partial list, as other earned benefits including (EITC) Earned Income Tax
Credits, WIC (Women, Infants, and Children), Headstart, and Childcare Development
Block Grants are other important policies and programs aimed at improving the lives
of vulnerable children and their families.

Temporary Assistance for Needy Families (TANF)
The central federal program to assist poor children and their families, TANF replaced
Aid to Families with Dependent Children in 1996. It supplies block grants to states to
provide cash assistance and other support to qualifying families; eligibility for the
program is determined by the states based on some federal parameters.

TANF has several key features that are similar to some of the Latin American cash
transfer programs: it is conditional, it targets families rather than individuals, and it is
not administered at the federal level. However, it also has a fundamental philosophical
difference with programs such as Bolsa Familia and Oportunidades. Where the condi-
tions of those programs focus on building the future capacity of the children, at least
in theory, by requiring pre- and postnatal nutrition training and checkups, attendance
at school, and keeping children out of the labor market, TANF focuses on parental
fiscal responsibility by placing work requirements on the parent or parents (generally,
in half of each state’s TANF-recipient families the parent must work at least 30 hours
per week, or 95 percent in the case of two-parent TANF-recipient families), and the
benefits are time limited to 5 years, with each state having some flexibility to set its
own limits. Also, TANF has a federal requirement to encourage marriage and discour-
age out-of-wedlock births. States may also use TANF block grant dollars to provide a
range of services that support parental work, such as transportation, child care, and
education and job training.

A recent study by DHS, cited by the Center on Budget and Policy Priorities, says that “in
2005 state TANF programs provided cash assistance to just 40 percent of families who
are poor enough to qualify for TANF cash assistance and who meet the other eligibility
requirements for these programs. During the 1980s and early 1990s, by contrast, the
former AFDC program provided cash assistance to about 80 percent of very poor fami-
lies that qualified for assistance.”160 This drop in coverage was primarily because of
failure to meet the eligibility requirements for TANF. “In 2005… the TANF program lifted
just 23 percent of deeply poor children above 50 percent of the poverty line.”161
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Supplemental Nutrition Assistance Program (SNAP)
SNAP is the new name, as of October 1, 2008, of the Food Stamp Program, a federal
program that provides food assistance to needy households. Benefits are provided
through an electronic benefit transfer card that can be used to purchase groceries.
According to USDA, which administers the program, in October 2010 48 percent of
SNAP recipients were children; 29 percent of SNAP households had some earnings in
2009, and less than 10 percent of SNAP households received TANF. However, 41 per-
cent of SNAP recipient households had income at, below, or half of the federal
poverty line of $22,000 for a family of four.162

State Children’s Health Insurance Program (SCHIP)
SCHIP provides low-cost health insurance to children from families that do not qualify
for Medicaid because of higher income (up to $44,100 for a family of four) but have
no other form of health insurance. Originally passed in 1997, SCHIP was renewed
and extended in 2009 from covering 4 million to covering 11 million children nation-
wide. SCHIP is administered by states, which can set some eligibility requirements,
but it generally provides preventive, screening and treatment, and emergency care for
children up to the age of 19 whose families do not qualify for Medicaid but cannot af-
ford insurance.

Medicaid provides for full health care services for children up to age 21 who qualify
for Medicaid by living below the federal poverty level ($18,310 for a family of 3 in
2009). Medicaid served 29 million children in 2006.
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The table below shows how Michigan, Mississippi, and New Mexico compare on par-
ticipation in several of these social programs that benefit vulnerable children.

Table 2. Participation of Children in Social Policy Programs:
Comparison of Michigan, New Mexico, and Mississippi163

* One-parent households; NM and MS do not break out two-parent from one-parent households.
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Michigan New Mexico Mississippi
Program (pop = 9.8 M) (pop = 2 M) (pop = 2.9 M)

SCHIP eligibility
0 – 1 yo @185% FPL @235% FPL @185% FPL
1 – 5 yo @150% FPL @235% FPL @133% FPL

Uninsured children (FY 2008) 140,700 85,000 102,800

Medicaid/SCHIP participation rates
(FY 2008) 89.9% 81.1% 81.1%

Monthly SCHIP enrollment (6/09) 46,308 8,647 67,097

Children participating in SNAP
(FY 2009) 575,000 151,000 238,000

Households participating in TANF
through state program 73,204 19,855 11,927
(monthly average for June 2010)
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Snapshot: Social Policy in Mexico
According to one interviewee who knows Mexico well, social programs tend to be de-
signed and implemented by the government with little participation from the commu-
nity or civil society. There is a general lack of civil society infrastructure compared to
the US; this may be because tax policy generally does not support the formation and
expansion of NGOs, since it is difficult for them to get approval to accept tax-exempt
donations, or it may be because of lack of trust in institutions generally. In either
case, innovations have been in government programs addressing the needs of the
poor, or through public-private partnerships with multinational businesses such as
Microsoft and McKinsey and Associates, or with the support of other outside parties
such as international philanthropies, Ashoka, etc. To date there has not been a lot of
home-grown innovation, but with many people with business training returning from
stints in the US or elsewhere, there may be increasing opportunities to engage them
in finding innovative solutions to the social needs of the very poor in Mexico.

A number of federal government programs seek to address poverty issues, to improve
the lives of families and promote their full participation in society. As is often the case
with anti-poverty programs, many of these tools are targeted toward women. Specific
programs seek to improve nutrition, especially among children and women of child-
bearing age; improve access to good basic education; provide access to basic health
care; and provide housing and basic social infrastructure to less advantaged families.
Among these specific programs that target the well-being of women, children, and
families are:

Social Programs
• Oportunidades is a pioneering CCT that it is widely seen as a model, both as “an
outstanding demonstration of ideas put into practice”164 and as “one of the most
the most thoroughly evaluated social programs of its kind.”165 It has served as an
example for programs in nearly two dozen other countries, including in the US and
elsewhere in Latin America. Oportunidades, which was established in 2002 (based
on a prior Mexican federal program called Progresa), improves the well-being of
poor families by providing cash assistance directly to mothers but requiring them
to meet certain standards of health care, school attendance, and nutrition in order
to continue receiving the aid. Oportunidades is viewed as a success, and currently
25 percent of Mexican families—an estimated 32 million families—receive aid from
the program.
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Nutrition Programs
• Liconsa is a dairy company owned by the Mexican government. Established in
1944, its purpose is to provide fortified milk at subsidized prices to help meet the
nutritional needs of disadvantaged families, especially children and women of
pre- or childbearing age. According to SEDESOL, children who regularly consume
Liconsa milk are less likely to be anemic, tend to grow taller, and show better physical
and intellectual development than those who do not. Although since 2004 questions
have been raised about whether Liconsa duplicates the role of Oportunidades and
might be eliminated, President Felipe Calderon announced in November 2010 that
the price of Liconsa milk, which serves 10 million Mexicans, primarily children,
would remain at 4 pesos per liter.166 It is estimated that Liconsa is serving 6
million children under the age of 12 per year.167

Housing Programs
• Fonhapo is a federal program that seeks to meet the housing needs of low-
income households, prioritizing those households that are headed by a single
female or person over 60, where the head of household is disabled, or with
children younger than 14. Fonhapo finances the building, repair, and expansion
of low-income housing. Established in 1981 as the Fondo de Habitaciones
Populares, Fonhapo received its current name in 1985 and in 1988 was merged
with the Fondo Nacional para la Vivienda Rural and added that agency’s mission
to support housing for rural agricultural workers, foresters, and livestock owners.

• Conavi (the Consejo Nacional de Vivienda) is the federal agency that designs
programs and policies to meet the Mexican federal government’s goal of meeting
the housing needs of newly formed households by 2012. It promotes and coordi-
nates public and private programs for affordable housing, including financing.

Health
• Seguro popular is a public health insurance program that was enacted in 2003
with the goal of at least partially replacing Mexico’s National Health Service.168

Seguro popular is financed primarily by the federal government and administered
by the states, which also contribute a share of the cost. The program, which is
means-tested and intended to be free to families in the lowest decile of income
with contributions increasing as participants ascend to higher-income deciles,
served 7 million families in 2008. A related program, Seguro medico para una
Nueva Generacion, covered all health care costs for 1 million children.169
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Programs to Improve Individual Earnings
• Programa Estancias Infantiles (Childcare Center Program) was established in
2007 to make it possible for women in Mexico to work outside the home. Two-
thirds of women reported not working for income, and women workers tended to
live in higher-income households (although 25 percent are still poor) because they
are two-earner households. Estancias Infantiles establishes privately run local day-
care centers for the children of low-income working mothers, providing training for
the owner and aides and ongoing supervision to ensure the care is of high quality,
and gives vouchers to low-income mothers to pay for the service at their choice of
center.

Snapshot: Social Policy in Brazil
In the late 1980s, despite spending almost 9 percent of GDP on social programs,
Brazil had high levels of income inequality and ranked poorly on indicators such as
infant mortality and illiteracy. As a report written for the OECD Global Forum on Agri-
culture said, “the early 1990s [in Brazil] were marked by the dismantling of the main
federal programs in the area of food and nutrition. At the time, the Hunger Maps, pre-
pared by the Institute of Applied Economic Research (IPEA), revealed that 32 million
Brazilians lived in extreme poverty.”170 A new approach to social policy was sought
that would be less expensive but more efficient in targeting the short- and long-term
needs of families with children as well as rural dwellers, the descendants of former
slaves, and indigenous people.

• Bolsa Escola was piloted in 1995 and expanded into a national program by
2001. Bolsa Escola was a response to pervasive disappointment with the current
welfare system, which had been based on formal employment and thus did not im-
prove the conditions of children or of workers in the informal economy. In addition
to relieving poverty in the near term, a primary purpose of Bolsa Escola was to im-
prove the educational attainment of participants, reduce child labor, and establish
a social safety net to smooth out the effects of macroeconomic shifts on the more
vulnerable populations.

One of the earliest of the CCTs that were experimented with in many developing
countries, Bolsa Escola made sending children ages 6 to 12 to school a condition
of receiving cash assistance. Preliminary evaluations found that in Brazil (as in
Mexico and Nicaragua, where CCTs were also being tested), “they are an effective
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means for promoting capital accumulation among poor households. In particular,
there is clear evidence of program success in increasing enrollment rates, improv-
ing preventive health care and raising household consumption.”171

• Bolsa Familia was a successor to the Bolsa Escola program that combined a
number of anti-poverty and hunger programs aimed to address poverty more
comprehensively in urban as well as rural areas. Bolsa Familia has been exten-
sively evaluated and is viewed as having been generally successful. A report said,
“Largely as a result of the Bolsa Familia (Family Grant) program, a government
income-transferal mechanism, the 2004 indigence and poverty rates fell to 11.3
percent (19.8 million people) and 30.1 percent (52.5 million people) respectively.”172

The Bolsa Familia program “is directed to families whose monthly per capita
income is lower than R$ 60 and families with pregnant or lactating women and
children and adolescents up to 15 years of age whose per capita income is lower
than R$ 120 per month (as of October 2006). Municipalities, through their depart-
ments of social assistance are largely responsible for the selection of the benefici-
aries. The MDS is in charge of the Program management and the Caixa Econômica
Federal (a federal financial institution) operates the transfers. The Program includes
education and health conditions for the receipt of transfers, basically related to
school attendance, children’s immunizations and pre and postnatal care, accord-
ing to the composition of beneficiary families.”

The program currently serves 12.4 million families, approximately a quarter of
Brazil’s population. According to a 2010 article in The Economist, Bolsa Familia
is still viewed as a success: “By common consent the CCT Program has been a
stunning success and is wildly popular [in Brazil]” while in global anti-poverty policy
circles it is seen “in the words of a former World Bank president, [as] a ‘model of
effective social policy’.”173

Tina Rosenberg wrote recently in the New York Times that Bolsa Familia and its
sister program in Mexico, Oportunidades, have been so successful in reducing
poverty, reducing malnutrition and improving health, and keeping children in
school that the IMF and the World Bank are working with developing countries
around the world to institute similar programs. CCTs are the most promising
model to fight both poverty and economic inequality in developing countries.174
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V. New Thinking for Business Partnerships
This section briefly summarizes the latest
thinking of our advisors—six experts whose re-
search has explored innovations in business
practice to tackle the intractable poverty in
our target areas and globally. It also captures
ideas that emerged from interviews and re-
search on the role and importance of busi-
ness schools in shaping the future of global
change. (See Appendix H for business schools
engaged in social change and Appendix I for
resources and examples of community part-

nership.) Each of these advisors highlights an area of research where business prac-
tice, by engaging community and finding innovative ways to meet the needs of
underserved communities, has benefited the business and the community in which it
has formed these relationships.

We see these findings as making an important contribution to the goal of testing, in-
cubating, and scaling up innovative ways to eliminate poverty. We are asking the advi-
sors to help us design a second phase of this project to engage public, private, and
philanthropic sector partners in demonstrating and documenting better models to al-
leviate poverty and improve the lives of vulnerable children.

Ideas and Opportunities from Advisors
Social Partnerships: Entrepreneurial Opportunities for the Very Poor
Dr. Graziella Maria Comini, an economist, researches social entrepreneurship and
sustainable development at the Universidade de São Paulo in Brazil. As part of the
Social Enterprise Knowledge Network, a ten-institution research collaboration of Iber-
ian-American schools, she and her colleague Dr. Rosa Maria Fischer study cases of
social entrepreneurship in which the partnership “encourages income generation,
employability and improvement of the social and economic conditions of groups op-
pressed by poverty and lack of prospects.”

In their most recent work, Comini and Fischer, also of the Universidade de São Paulo,
looked at five cases—three involving coops, and two that partner the local community
with multinational corporations—in which sophisticated business practices and part-
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“Making money and doing good are invariably viewed as
separate goals to be achieved by separate entities in society;
this divide is convenient, theoretically elegant, but arguably
unsustainable. The business world needs intelligent leaders
who can do good for society in a financially disciplined and
rewarding way. With leadership comes the responsibility to
educate shareholders and the public at large about the complex
nature of the interactions between the firm and society.”

—Gautam Kaul, Professor of Finance and Management,
University of Michigan Ross School of Management
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nerships have enabled the poorest Brazilians to become part of a thriving interna-
tional value chain. The three non-corporate programs developed as bottom-up ap-
proaches to helping provide financial opportunity to poor, low-skilled women. The
first, Coopa-Roca, is a cooperative business that enables hard-to-employ women in
the poorest parts of Rio de Janeiro to work, become part of a fashion production
chain, and develop an awareness of citizenship. The second, Asmare, is a coopera-
tive of homeless garbage recyclers in the slums of Belo Horizonte in southeastern
Brazil that helped a stigmatized group become a self-supporting and respected part
of the city’s social fabric. The third, the Association for the Sustainable and Solidary
Development of the Sisal Region (APAEB), has enabled women in the arid and impov-
erished north of Brazil to cultivate and harvest sisal and use it to manufacture carpet-
ing. By also providing training in financial management, APAEB has helped its
members develop production capacity to export sisal rugs and carpets internationally,
generating 650 direct jobs and providing average revenues of $6 million per year.

Also in the North of Brazil, Agropalma, Brazil’s largest palm oil producer, worked with
multiple partners–local governments, the state of Pará, and BASA, the Amazonian de-
velopment bank–to make it possible for neighboring subsistence farmers to become
palm-oil suppliers. By enabling local small suppliers to become part of its production
chain, Agropalma enabled them to “join dynamic and modern production” in the local
economy. And another social-entrepreneurial firm, the pulp and paper company VCP,
has also worked with local communities to engage small growers as part of its pro-
duction chain. A subsidiary of Votorantim, a formerly Scandinavian-owned company
that was purchased by a Brazilian group, VCP replaced its predecessor’s forceful top
down presence in the region with a collaborative approach that “not only fills its raw
material needs” but also “promotes sustainable socioeconomic development”
through its partnership with small growers from 22 towns in the region.

Whether the impetus came from a social movement, an NGO, or a corporation, Comini
says that what these cases have in common is the collaboration of all sectors of society
to improve economic opportunities for the economically (and sometimes socially) mar-
ginalized in the affected place. “We are pioneers here in Brazil… Alliances between the
first, second, and third sector are very important to Brazilians,” she says. “The most im-
portant factor to success is how they manage these alliances.” Understanding how
multi-sector partnerships can make corporations more successful can become an im-
portant part of future academic curricula and of training for future business leaders.

New Thinking for
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Gender, Economic Empowerment, and Entrepreneurship
Dr. Catherine Dolan, associate fellow in Governance, Accountability, and Innovation
Initiative in the Institute for Science, Innovation, and Society and Fellow of Green
Templeton College, University of Oxford, is an anthropologist specializing in the cul-
ture and political economy of markets and development. Dolan and her colleague
Linda Scott are researching how corporations can improve the lives of poor women
who also represent an enormous and growing consumer base. Globally, women
control $20 trillion in annual consumer spending (a figure said to climb as high as
$28 trillion in the next five years) and according to Harvard Business Review, women
represent a bigger market opportunity than China and India combined.175

Dolan has studied woman-to-woman sales networks as a model for entrepreneurship
among women at the bottom of the economic pyramid. In South Africa, she examined
the role of Avon, a common brand in the US, in alleviating poverty. One of the first
companies to use women as a direct sales force, Avon has become one of the largest
employers of poor women in Brazil and Africa, transforming women’s economic exclu-
sion "into a resource for entrepreneurship, ownership, and profit.” In South Africa,
Dolan found that Avon raised women to the middle quintile of South Africans as a
whole and into the top 25 percent of the black population. Participation in Avon also
helped women improve their financial autonomy and self-confidence, social skills,
and level of respect in their family and community. Perhaps the greatest success was
that almost 90 percent of the women believed they could get other employment
because of the training Avon gave them.

Dolan has worked with CARE Bangladesh to develop a similar woman-to-woman sales
model there. CARE’s Rural Sales Program (RSP) uses a sales force of poor women
(aparajitas) to distribute affordable products in rural areas. It reaches consumers
where they are, distributing products by bicycle to aparajitas who in turn sell them
door-to-door through existing social networks. Unlike Avon, the CARE program is NGO-
led and brings together the products of multiple companies, both global and local.
Begun in 2004 as a pilot with one supplier and 49 women sellers, by 2009 the RSP
had six consumer goods companies with 2,000 women supplying needed products to
1.2 million households. The model has been of significant interest to corporations
seeking ways to expand distribution of small, frequently purchased products in
regions beyond the reach of existing broker arrangements. And for NGOs, partnered
distribution schemes serve as a financially sustainable means to ensure that social
goods and information are accessible to remote and marginalized populations.
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Dolan has also helped Procter & Gamble implement an ambitious cause-related mar-
keting campaign, a joint effort by Pampers and UNICEF to raise funding to vaccinate
women in developing countries and their babies against maternal and neonatal
tetanus (MNT). For every Pampers product purchased with the “1 pack = 1 life-saving
vaccine” logo, Pampers donates the cost of one tetanus vaccine dose to UNICEF. As
of September 2010 the Pampers-UNICEF campaign had helped protect 100 million
women and babies from maternal and newborn tetanus, and brought unprecedented
media attention to a disease with which few in the developed world were familiar. The
partnership has expanded around the globe, reaching 21 countries on two continents.

Dolan explains that a focus on gender is important in the BoP marketplace and in the
context of companies helping poor women through their products and their marketing
efforts: “This is a win-win. Companies that have global reach can empower poor
women around the world while creating devoted customers. MBA students need to
understand how issues of gender impact their business and often students are sur-
prised by the facts.” Dolan adds, “Companies can profoundly change the lives of the
poor financially, but also socially by enabling women to become more respected
within their family and community. It is critical that business students imagine their
roles well beyond Wall Street and the boardroom to villages around the world.”

Sustainability and Competitiveness, Profits and the Poor
Dr. Antonio Lloret, Associate Professor at the Instituto Tecnológico de México, has
studied the role of tourism and ecotourism in creating economic opportunity in under-
developed areas. He believes that alleviating poverty in the Yucatán Peninsula in-
volves finding a point of intersection between the burgeoning tourism of the “Mayan
Riviera” and opportunities to improve the lives of the poorest population in Mexico.
These lessons apply to global poverty alleviation, as well: data from the World
Tourism Organisation indicate that today tourism represents 10 percent of global GDP
and 200 million jobs; that share is projected to grow 4.5 percent annually over the
next 10 years. According to Banco de México and the Mexican Ministry of Tourism
(SECTUR), in Mexico, for every direct job created in tourism, four indirect jobs are gen-
erated. Moreover, jobs created in this sector pay 30 percent more than the average
national wage. At the local level, in the Lacandon jungle of Chiapas, direct economic
impacts have had a spillover effect in people owning and operating boats, restau-
rants, and cabins, with an additional income benefit of 41 percent, 61 percent, and
66 percent, respectively. Ecotourism also represents a new form of organization that
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allows local communities to learn to manage resources collectively and in a sustain-
able way. Dr. Lloret argues that hospitality businesses that work collaboratively with
community and practice and market sustainability as part of their corporate identity
have an advantage in the marketplace that translates into profits.

Furthermore, work in this area can help to shape the thinking of current and future
business leaders. Undertaking research that shows the relationship between sustain-
able practices and profitability will yield tangible examples that can be integrated into
business school curricula to help students understand the complexity of the world in
which they are operating, and the extent to which a corporation’s dealings with com-
munity can either enhance or harm its reputation and ultimately its financial bottom
line.

Companies that embrace sustainability, embody triple-bottom-line values throughout
their organization, and recognize and embrace their role as members of the commu-
nity ultimately succeed. Or, as Lloret puts it, “Business leaders—old and new—must
recognize that partnerships with community members can both help to ensure com-
petitiveness and threaten the viability of a company because of its lack of sustain-
able practices.”

Helping the Poor Make Better Economic Decisions
Dr. Sendhil Mullainathan, an economist at Harvard University, researches the inter-
section of development economics, behavioral economics, and corporate finance. He
is a leading researcher in the pioneering field of how people are hard-wired to make
decisions that are at odds with the traditional economic assumption that people are
rational actors, and that their decisions will always be in their self-interest.

Though Mullainathan is a quantitative researcher who deals in large datasets—one
study, of how small incentives could affect demand, used a rigorously controlled ran-
domized sample of 50,000—the topics he researches are in the realm of social wel-
fare (e.g., smoking, savings). A focus of his recent work has been to investigate how
insights from behavioral psychology can be applied to making it easier for people to
make decisions that are in their economic self-interest. For example, one study in
South Africa found that attractive insurance rates were not as effective in stimulating
interest from potential customers as was a picture of a sympathetic and approach-
able-looking female attached to the application. Another, by one of Mullainathan’s
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students in Malawi, found that a very small reward could increase the percentage of
people tested for AIDS coming to pick up their test results from 30 percent to 70 per-
cent. And, based on these kinds of insights, 401K savings plans have been designed
so that future increases in earnings automatically trigger increases in the amount
saved, rather than the earner having to actively increase the amount taken out of
his/her paycheck.

Now Mullainathan and his colleagues are investigating how these and other behav-
ioral insights can be applied to improving the situation of the very poor, particularly to
help them accumulate assets and invest in human capital. One hypothesis: the poor
are neither driven to make apparently irrational but really rational decisions that are
the best they can do in difficult circumstances nor do they make poorer decisions
than others who are not poor; they are, like most people, driven by psychology but
lack the margin for error that protects those with more resources from the conse-
quences of their irrational decisions. Mullainathan finds that the poor can benefit
from systems that help them make better decisions. For example, everyone saves
more if their pay is directly deposited into a bank account, but the poor get further
advantages: it helps them accumulate assets not only by paying interest but also by
protecting them from the temptation to splurge, the high costs of payday loan serv-
ices, and the possibility that cash savings will be stolen or appropriated by a family
member.

For the purposes of this inquiry, Mullainathan’s research yields two important in-
sights. The first is about the value of crossing disciplinary boundaries to achieve new
insights: in his work, the coming together of two different disciplines—psychology and
economics—produces insights that can be applied to helping the poor. A second,
equally compelling insight has to do with the potential for business to play a con-
scious role in providing systems that help the poor better serve their own interests.
Says Mullainathan, “One fundamental lesson of such a behavioral analysis is a new
appreciation for the impact and responsibilities of financial institutions. These should
not simply be viewed from a financial cost-saving point of view but instead should be
understood to affect the lives of people by easing their planning, facilitating their de-
sired actions, and enabling their resistance to temptation.”
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Teaching Business School Students about Risk and the Triple Bottom Line
Dr. Rafael Ramirez is the James Martin Senior Research Fellow in Futures at Oxford
University and editor of Business Planning for Turbulent Times: New Methods for Ap-
plying Scenarios, with John Selsky and Kees Van der Heijden. Ramirez believes that it
is important for the future leaders of the business world—and for all of us—to under-
stand the role of uncertainty in the world we live in today. In an interview with Reuters
in September of 2009, Ramirez outlined five scenarios for future uncertainty and
their perils for key decision makers who think they understand the nature of risk:

• Risk One: Confusing risk with uncertainty. Unfortunately, while the uncertainty
that we became aware of as the financial crisis unfolded did not adhere to the
characteristics of “risk”, a lot of the policy interventions and “solutions” that were
put in place pretended that the risks were known—and thus are well positioned to
create new trouble. What we need to do is accept that uncertain ignorance—for
which forecasting, probability, and risk are irrelevant—is now a common character-
istic of our environment, and that we need technologies based on plausibility, like
scenario planning. Plausibility is not going to be easy to implant in large organiza-
tions with established teams whose livelihood depends upon calculation of proba-
bility, but is necessary.

• Risk Two: Failure to link different types of knowledge. A second underexplored
risk is keeping different forms of knowledge disconnected. This is typically mani-
fested as keeping knowledge in the organizations that develop and use it in silos
(like universities, corporations, or patent offices), while also ignoring that different
scales create difficulty to translate applicability from small to large contexts and
vice-versa. Failure to link different types of knowledge together, and to organize
the architectures that enable this, prevents effective action. So the risk is that in-
sufficient conversations linking different forms of knowledge will be made avail-
able, and that “solutions” in one context create (bigger) problems in others that
have not been consulted.

• Risk Three: Finding false comfort in “solutions.” A third risk is the ongoing and
often unquestioned overdependence on the comfort of “solutions.” The promised
comfort in any one solution leads people addressing complex messes to construe
these as a single problem that, once solved, will be OK. The emotional appeal of
“solution-security” is highly misleading, and way too often the “solution provider”
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over-promises and under-delivers. For example, the “solution” confidence to de-
velop and do well after “winning a war” has led to terrible approaches to deal with
messes such as poverty, drugs, and terrorism. The “wars” that have been declared
on poverty, drugs, and terrorism have not only not delivered the promised solutions
but have also mis-fired and created even messier messes.

• Risk Four: Pushing irreversible solutions. A fourth under-attended-to risk is pro-
moting irreversible designs. Uncertain complexity in our contexts means that what
we do may be the wrong thing to do if the context changes. So designing irre-
versible options is the only responsible thing to do. Certain forms of bioengineering
such as some GMO crops and toxic cocktails of insecticides and herbicides have
created conditions in the countryside (such as the collapse of honeybee colonies)
that may well be irreversible, and which would be terrible if scenarios for which
they were not designed unfold.

• Risk Five: Giving too much priority to the short-term. Finally, the form of dis-
counting that is used to value things is highly risky. The short-term is given far
higher priority in relation to long-term effects than sustainable solutions call for.
Contextualizing the short-term in long-term implications is one of the key chal-
lenges to design better governance than we have today.

Ramirez’s lessons about unpredictable outcomes, the need to consider the values
that are held implicitly, particularly in business environments, the risk of adopting ir-
reversible solutions to today’s problems that could create further problems down the
line, and the advice to break out of disciplinary silos and learn from the perspective
of other fields of knowledge are all important insights for current and future business
leaders.

Banking the Unbanked: Unorthodox Strategies to Encourage Saving
Dr. Peter Tufano, Sylvan C. Coleman Professor of Financial Management and Senior
Associate Dean, Harvard Business School and newly appointed Dean of Oxford SaÏd
Business School, researches ways to encourage the very poor to save and build fam-
ily assets. He believes that people who save help the global economy. These savings
can help insulate them from predictable but not regular risks such as job loss, car
breakdown, or illness, or save toward quality-of-life improvements such as education
or buying a home. What is distinctive about these approaches is that they draw on
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new understandings of human behavior rather than assuming—as economists do—that
all people are rational actors.

Tufano notes that approaches used around the globe to encourage nonsavers to save
tend to fall into several categories, ranging from the most paternalistic approach to
programs that make savings more voluntary or even fun:

• Coerced savings (Social Security is one example)
• Automatic enrollment (some IRAs are structured this way)
• Bundling (airline or credit card rewards programs)
• Savings building on existing workplace or tax infrastructure (saving a portion of

a tax refund or earned income tax credit)
• Point-of-sale savings (building on the model of prepaid non-interest-bearing

cards)
• Matched savings programs (Individual Development Accounts and Child Savings

Accounts, in which savings are partly matched by government or—in demonstrations—
philanthropic sources)

• Incentives to save for retirement (in effect, matched IRAs targeting low-income
savers)

• Savings circles (wherein all members of a group contribute to a pot of money
each week and each member in turn takes the pot, a system that is popular in
“unbanked” countries such as rural Africa and South America, and provides
social as well as economic rewards)

• Lottery-linked savings (modeled on public lotteries, with savers qualifying for a
significant cash prize)

While each of these approaches increases savings, the response to a Michigan
demonstration of lottery-linked savings was particularly impressive: in seven months,
more than 10,000 certificates of deposit (CDs)—the “lottery ticket” purchased by
savers—were sold and $4.67 million in savings generated; more than 55 percent of
those who bought a certificate had not saved regularly before; 39 percent had assets
of $5,000 or less; and 44 percent had household income below $40,000, and 16
percent below $20,000.

A vignette from Tufano’s research describes an innovative savings/affordable housing
program designed by Mexican cement maker CEMEX. The program draws on many
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social, financial, and structural incentives of the programs described above —it uses
a savings circle structure, combines savings with credit, and helps savers build a tan-
gible asset, in this case, a home. Whole communities must save to contribute a down
payment toward concrete-block homes, materials are supplied by CEMEX, and technical
assistance is provided so that the houses go up quickly. According to CEMEX, the
program is successful on many measures: the homes built go up three times as fast
and at a third of the average cost of homes in Mexico; their market value is 20 percent
higher than comparable homes because of improved quality; only 0.4 percent of
borrowers default on the credit CEMEX extends to complete the homes; the project
creates training and jobs for skilled work such as masonry; and communities with
CEMEX savings circles often go on to build community infrastructure such as schools.

Tufano says that, particularly in the US, lower-income people don’t particularly believe
that savings will help them. It’s not hard to devise savings instruments for people who
want to save—“a bigger challenge is to find savings products that don’t require that
people particularly want to save… to be successful, we must find ways to make
savings exciting.”

Business Schools as Change Agents
“The offices, boardrooms, and trading floors of today’s global companies may seem
worlds away from the many struggling communities and families in our nation and
around the world. But how business thinks and acts—how it defines success and
which investments it undertakes—are in fact deeply relevant to the quality of life in
our communities and families.”

—Interviewee

According to the US Department of Education, in 2008-09 business accounted for
roughly one in four graduate—and one in five undergraduate—degrees granted in the
US.176 The MBA is also a degree of choice, and the ideas and techniques taught in
business school classrooms (i.e., efficient market hypothesis, risk, marketing, agency
theory, quantitative modeling, performance-based compensation, and the use of
stock options) have a profound impact on local and global economies. The theories
taught in business schools permeate consulting, financial markets, and boardrooms.
Businesses provide jobs, train and develop their employees, provide goods and services
worldwide, and generate innovations in areas such as health and the environment.
Moreover, companies are making the world’s poor their consumers—tapping an
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estimated $20 trillion in potential revenue. More often companies’ profits depend on
BOP consumers that pay in excess of 10 times more than middle-income customers.
Businesses are drawing their workforce from developing nations with different cul-
tures and social and economic needs, and they must adapt to these different needs
and cultures. Business leaders must be prepared to make a profit while addressing
social, environmental, and financial issues facing their clients and companies. Many
current and future leaders are expecting to find answers quickly to complex issues at
business schools. As Fernando Rossetti, Director, Grupo de Institutos Fundações e
Empresas, said, “Business leaders must have a social change repertoire to be suc-
cessful. CEOs and leaders encounter difficult issues and may freeze or try command
and control techniques that won’t work on wickedly difficult socio-political and envi-
ronmental issues.” A leader’s social repertoire must include knowing how to build
partnerships with community and the third and public sectors; addressing dire needs
of customers and staff living in developing nations for roads, schools, and access to
clean water; and providing escape options and aid during times of war and political
volatility.

In exploring the changing role of the institutions that train business leaders to deal
with a changing world, we looked at the Aspen Institute’s Business & Society Program
(BSP), a leader in working with business schools to prepare future business leaders
to address complex social change issues. BSP suggests that the financial crisis,
heightened interest in environmental issues, and the growing gap between rich and
poor have created a willingness among business school leaders to consider a new
teaching paradigm in their institutions.

BSP also argues that the need for change is highlighted by recent research findings
suggesting that “students trained in economics are, on balance, more utilitarian, less
cooperative, and less concerned with the health of the commons than their counter-
parts [with training in other disciplines]. In addition, MBA training narrows—not broad-
ens—how students view the responsibilities of business and its leaders.”

Increasingly, social entrepreneurship is becoming a topic of interest and inquiry in the
leading business schools around the globe. Since the World Resources Institute pub-
lished its first report, “Grey Pinstripes and Green Ties,” in 1998, this regular ranking
of social responsibility programs at business schools (now issued by the Aspen Insti-
tute’s Center for Business Education) has grown from ranking 37 programs to ranking
more than 150 global programs.
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Social change projects are now the subject of 94 of Harvard Business School’s fa-
mous case studies, according to Harvard Business Publishing. Many such courses in-
clude a field practicum, in which students design projects or develop business plans
to meet needs in South Asia, Latin America, and Africa.

Business schools are increasing students’ interest in social entrepreneurship through
competitions, as well. Among the innovative projects that received awards from the
Harvard Business School competition in 2008 (not necessarily to students at HBS):

• Ruma empowers the poor and poorest in Indonesia with pre-packaged and
proven business opportunities—complete with the equipment package, a strong
brand, marketing materials, initial training, ongoing mentoring, and access to a
supply chain. Its initial product is a cell phone “franchise in a box,” for $23, which
enables local entrepreneurs to set up a kiosk and sell prepaid minutes to cus-
tomers in their community.

• Angaza Design, from a team at Stanford University, seeks to provide household
power to BoP communities in East Africa who may spend a third of household in-
come to purchase kerosene or batteries to meet their need for light and to power
radios and cellphones. Anzaga has designed a micro solar home system tailored to
the needs of off-grid households and businesses in East Africa. The base level sys-
tem costs a fraction the price of existing solar home systems and provides all the
electricity needed by a typical family; it can be expanded to meet larger needs.

• Drinkup, from the Schulich School of Business at York University in Toronto,
rents water filtration units to local entrepreneurs to help them provide clean water
in their communities. Customers have access to safe drinking water that they
might otherwise have to walk miles to procure, and the entrepreneurs who are se-
lected for a Drinkup franchise have the opportunity to develop business skills.
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Emerging Themes
Synthesizing the views of our advisors, business leaders, and other interviewees, we
found the following themes emerging:

• The purpose of the business corporation must be re-examined and re-written to
realign business purpose with the public good, and business schools must teach
this new approach. Triple-bottom-line thinking must be embraced and taught as
mainstream. Milton Friedman’s mantra, “The social responsibility of business is to
increase its profits,” must be viewed in its historical context while recognizing that
a new frame must be provided to business leaders and business students. New
approaches that should become part of the core business curriculum include
learning from businesses that are thinking outside the mainstream. For example,
students should have access to models such as the Green Exchange, which offers
learning opportunities that illustrate big companies working together to accelerate
innovation and social benefit. Among the large corporations that have shared best
practices and applied technology through the Green Exchange partnership are
DuPont, Weyerhaeuser, and Procter & Gamble (P&G). For example, DuPont has
created a new fabric out of recycled products from Weyerhaeuser. P&G has a per-
meable contact lens that can be adapted by other companies. There are also inno-
vations by mid-sized companies that live their values and have the agility and
entrepreneurial spirit and commitment to test new ideas that multinationals can-
not try because of scalability.

Another innovation of business schools stepping out to give students real life expe-
rience in social change and entrepreneurship involves the University of Michigan
Ross School of Business, which created the country’s first student-led social ven-
ture capital initiative. It enables students to learn how to spot opportunities and in-
vest in a socially responsible way.

• Building momentum for the systemic change described above will require a dra-
matic shift in public policy that will reward business and allow companies to prac-
tice, without being penalized for innovative practices. Rewriting laws to support a
new US and global business culture will unleash change agents already working
within business and encourage the next generation of managers to find business
opportunities in daunting challenges. Wherever possible business schools should
be advocates for change and teach policy and regulatory reform with a multi-di-
mensional perspective. If the private sector is going to be innovative in incorporat-
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ing the challenges of the poor into their business models, then new economic de-
velopment policies must be designed that can support new ways of thinking. A
more familiar example is B-Corporations, and the expansion of tax incentives and
building the capacity of business associations and advocates to be more creative.

• Supportive networks of business leaders and business schools are needed to
redefine and support new business education. This effort must include open and
public discussions about ethics and values, enabling future managers to treat
moral issues as strategically and effectively as they do business issues. These net-
works to recreate curriculum might include convenings of business school deans
and finance faculty, the former to discuss institutional policies and curriculum and
the latter to identify gaps and develop new teaching materials such as cases,
teaching notes, and revisions to textbooks. An example is found in Babson Col-
lege’s Giving Voice to Values, a new approach to teaching ethics that offers stu-
dents a safe space to practice applying their values to business. It is designed to
support students and give them the courage and competence to raise their voice
in times of moral conflict. There is a growing group of business students who are
taking a pledge to “do no harm” in their business careers.

• It is essential to support multi-disciplinary thinking and partnerships in business
schools and in boardrooms: wicked problems require wicked solutions. Many busi-
ness schools offer joint degrees with public policy, law, and social work schools to
help business students be more effective at addressing complex social and finan-
cial issues. Unfortunately, in many cases these relationships exist only on paper,
and students must take the initiative to integrate ideas and approaches rather
than faculty taking the lead to mentor students and show them the importance of
cross-sector learning. Business schools must be more intentional about such inte-
gration, and should forge partnerships with faculty from other disciplines and de-
sign curriculum accordingly. Just as important, business leaders—current and
future—must bring diverse voices and opinions to the table when dealing with
wicked problems. Complexity requires collaboration, not command and control.
This understanding of the need for multiple voices is part of current thinking and
teaching about strategic leadership, and such teaching can be expanded to in-
clude social and environmental issues in the context of financial concerns.
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• Multiple social change strategies should be offered in business schools and
mainstreamed into traditional business courses. Currently, many business schools
are creating social entrepreneurship programs within business schools. While they
can offer students alternative ways of thinking, the cases they use and the career
paths they offer tend to focus on start-ups or nonprofits with business activity. The
upside, according to an interviewee who works on these issues, is that they “offer
compelling stories of what may be possible in businesses structured around a so-
cial mission—but they are also capital starved and small in scale, and they fail to
reach the starting gate in the race to solve the big questions of our day. We will not
make progress on our most important problems without the active engagement of
mainstream business.” There is fear that students who study social entrepreneur-
ship may otherwise conclude that meaningful work is limited to nonprofits or entre-
preneurial start-ups with social objectives and little access to capital. Other
interviewees believed that it is a “both, and” proposition. Business schools must
integrate social change strategies and cases into traditional courses such as fi-
nance, marketing, and international business. These innovators are sometimes re-
ferred to as “social intrapreneurs” who are working in large public and private
companies that value complexity over simplicity and multiple objectives rather
than seeing profit maximization and social mission as either/or.

• It is important to create scholarly journals that have stature in academia and
can reward faculty who publish there for pushing the envelope and trying new
ideas. Right now faculty are often penalized in the tenure process for not getting
materials published in traditional scholarly journals, and there is a disincentive to
test new theories and write about social change research in the context of busi-
ness. There needs to be a way to, as one interviewee points out, “Shine the spot-
light on innovators and help faculty find state-of-the-art teaching aids, case
examples, helpful theory and curricula—and to find peers with common interests.”

• The way business is taught needs to reflect today’s technological advances.
Schools should offer a more virtual teaching environment that can enable a
broader global learning environment. Similarly, students should also be shown how
technological advancements—such as cell phones used to do banking online—can
be used by BoP to support local economies and new ways of saving.
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• Business schools should be centers of social change innovation on a large, bold
scale and should interface with public welfare programs to encourage beneficial
behavioral changes among the poor. New ideas and new alliances can be built
that deeply influence large public welfare programs and the people they are trying
to reach. Peter Tufano’s example of adapting the concept of a lottery to promote
saving among low-income communities uses advertising techniques to “make sav-
ings fun” and build on new ideas in behavioral economics to encourage saving and
taking advantage of public benefits such as Earned Income Tax Credits and TANF.
Both are earned benefits, but considerable amounts are left unclaimed by quali-
fied beneficiaries. These funds have been shown to be instrumental in providing
safety needs that can improve the lives of young families and their children.

• Innovative ways must be found to reward new behavior. For example, prizes and
awards should be offered for competitions of graduate and post-graduate students
who show new ways for medium-large-multinational businesses can make money
and create social change.

New Thinking for
Business Partnerships



Interpretation of
Overall Learning

94

VI. Interpretation of Overall Learning
For this report, we did an extensive literature review and interviewed more than 65
thought leaders, and synthesized what we learned. Where relevant, we also are
incorporating the results of more than 40 interviews of practitioners and funder
colleagues we conducted in March 2010 as part of a landscape analysis for Family
Economic Security. Interviewees for this study on the potential engagement of business
were drawn from the public, private, and third sectors in the field, spanning work in
the US, Mexico, Brazil, Canada, and worldwide as well as from Kellogg Foundation
staff and board members. They were asked to describe their perceptions of the role
of business in social change, specifically, reducing poverty through skill building and
workforce development. In addition, they were asked to discuss concerns and oppor-
tunities for expanding the role of the private sector in family economic security
programs. Finally, interviewees were asked how new and existing business leaders
could be prepared to partner with other sectors to address complex social change
issues. Below is a summary of common themes that emerged. It was striking how
consistent these themes were, across countries and transcending cultures. These
suggestions set the conditions and offer strategies in which different stakeholders
could help improve the lives of vulnerable children and their families in their respec-
tive countries and across borders.

Below are high-level findings from interviewees on how each sector can expand or en-
hance their roles in social change and poverty alleviation:

Role of Philanthropy and Social Investment
• Understand the role of the informal economy in each country to achieve greatest
positive impact. According to a 2007 McKinsey study, the informal or gray econ-
omy in Brazil is estimated at 40 percent of GDP and 50 percent of non-rural em-
ployment. Moreover, policy and the reality of the economy are not aligned which
causes a substantial productivity gap for Brazil. In Mexico, the informal economy
accounts for 27 percent of total employment. It represents approximately 44 per-
cent of urban jobs and as much as US$146 billion annually (which is more than
Mexico’s exports). The US’s informal economy is approximately $1.26 trillion or
approximately 9 percent of GNP. As one interviewee explained, “Often foundations
do not take into account the hidden economies of our countries. It is essential to
do so when trying to address job creation. The shadow economy is very powerful
and will continue to grow.”
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• Go deep into communities and test prototypes through partnerships. The Sum-
mit idea is important to getting leadership buy-in, but the meeting must be practi-
cal and go deep to see how a template could be developed. “It should focus on
diving deep into one (2-3) community to see real results. This doesn’t mean ran-
domized controls, but practical community tools. It is critical to keep this simple.”
“We also need to make sure that the consumer is the forefront and there is a sus-
tainable exit. We could try different geo-regions and see results.” “It is also impor-
tant to ensure that NGOs get attribution as competition is intense. Grantmaking
and fundraising is a major driver and we must address this issue head-on.”

• Detect early leaders and nurture them as youth. Business school engagement is
critical, but also earlier—high school and younger to cultivate and build young lead-
ers. Interviewees felt this was a weakness in both Brazil and Mexico and this was
an area where capacity building was essential. More could be learned from efforts
in the United States where funders are working to support leadership develop-
ment. “It doesn’t happen in Mexico,” said one interviewee, “and that is why we
don’t have leaders here.”

• Expand foundation and private sector partnerships linked to job creation and
make sure that people get the right jobs that expose their communities to innova-
tion. For example, agriculture and technology uptake is very limited. According to
one interviewee, “The challenge is how to partner with future generations and the
private sector. Another critical component is the use of micro-franchise models
such as Living Goods in Uganda to meet the needs of BoP by bringing health prod-
ucts that they need and helping to break generational poverty. “The goal must be
to meet the needs of the poor and offer employment opportunities.” Another inter-
viewee said, “B-corps, with a sustainability lens, are critical and can help reach fu-
ture consumers living on less than $2 per day.”

• Challenge the way foundations do their work. As one interviewee remarked,
“Often foundations work on a three-year time slot and assume someone else will
pick up the work, which often does not happen. Then the initial funder is gone, and
the initiative struggles to be sustainable on its own.” Several interviewees believed
that if a business model is part of the initiative from its beginning, and through a
partnership upfront with the funder, it is more likely that the work will be able to
continue after the seed funding is gone.
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• Continue to build philanthropic capacity in all three countries, especially to
serve rural communities. Interviewees believed that large corporate and private
foundations should build the philanthropic capacity, especially in developing na-
tions such as Mexico and accelerating economies such as Brazil. One interviewee
explained, “Community foundations should be supported to ensure they continue
to emerge as strong partners. This should remain a focal point for Kellogg Founda-
tion investing.

• Facilitate connection between NGOs and corporate giving in the cross-border re-
gions from organizations such as maquiladoras and help the latter better under-
stand the importance of strong community partnerships and participation. Several
innovative corporate donors have established programs cross-border and are
potential partners for future projects. An interviewee encouraged the Kellogg
Foundation to, “reach out to Medtronic, Johnson and Johnson, Walmart, and IBM
for community support and partnership.”

• Provide patient capital and leverage resources for long-term sustainability
through private and public sources. Though a core idea of social entrepreneurship
is to fill the void between government programs and charity, there is an equally
venerable tradition of government investment in social enterprise, at least going
back to the Indian government’s stake in the Grameen Bank in 1979. Comparta-
mos received its seed funding from government programs as a program of a large
Mexican not-for-profit, before it became successful enough to take over its own
accounting and ultimately to attract private sector capital.

Recently the US federal government also invested in social entrepreneurship
through a Social Innovation Fund. Announced in July 2010, the SIF is a $40 million
federal grants program administered through a set of intermediaries (eleven were
selected for the first round) who must match the funds with their own or locally
raised funds, at latest count expected to exceed $150 million.177 Though there
has been some debate about how innovative the projects supported will actually
be, the stated intent is to fund high-performing nonprofits with innovative programs
“to expand effective solutions across three issue areas: economic opportunity,
healthy futures and, youth development and school support.”178

Interpretation of
Overall Learning



97

• Provide long-term capital investment. While philanthropic grants are important,
there is a greater need for “patient” capital, such as Program Related Investment
(PRI) and Mission Related Investments (MRIs). In many of the successful projects
that were described, there is the potential for enough income generation to be-
come self-sustaining, but there is a gap in the early phases in which foundations
could play a key role by investing at a below-market rate of return or for a longer
term than traditional venture capital. Many social ventures have received impor-
tant support from foundations such as Ford, MacArthur, W. K. Kellogg, and others.

• Be realistic about the changes philanthropy can catalyze, including using words
that more accurately describe the improvements that can be achieved. One inter-
viewee emphasized that often foundations create unrealistic expectations about
what can be achieved through investments. For example, the words “alleviating
poverty” as a philanthropic goal may be hyperbole. The scale of change achieved
by foundations with limited resources when tackling wicked systemic issues such
as poverty is limited. Moreover, even with private sector and public sector invest-
ment, the elimination of poverty is not possible. The interviewee explained, “Foun-
dations and partners can achieve good, but wholesale elimination of poverty isn’t
possible. So, let’s be mindful of those expectations when we build partnerships
with community and multiple sectors.”

• Educate foundation staff to create common language and understanding about
social change and business approaches. Several interviewees expressed concern
that often there is a “disconnect” between staff experienced in social policy and
community development and staff with business backgrounds and working on
MDI and PRI. It was suggested that multi-disciplinary curriculum and courses to
help co-train professionals from different perspectives would be extremely helpful
to move a more coordinated investment and grantmaking strategy forward.

Role of Community
• Support on-the-ground multi-disciplinary projects with social change outcomes.
Pilots were believed to be excellent ways to test community-based projects that en-
gaged the private sector, public sector, and third sector and community. It was es-
sential that these programs were co-created and led by community members.
These experiences would be documented and developed into curriculum. Exam-
ples of community participative processes and projects are described below. The
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common element is that all projects are what Jaime Jimenez, National Au-
tonomous University of Mexico, describes: “People themselves designed and im-
plemented their concept of development.” This approach led to innovations, and
the participatory process was one of reflection-design-action, with the assistance
of external consultants. Monique Sternin provides illustrations of ways the partici-
patory process of Positive Deviance can be used to allow community to address
crucial problems built on successes they identify.

• Test new community leadership and engagement processes such as Positive
Deviance. It was acknowledged that the approach commonly used by foundations
and public and private sectors can lead to ineffective solutions. Too often the
power dynamic is unbalanced and the community voice is drowned out by the
good intentions of aid providers. Finding new ways to give community authentic
voice and control over the process is essential. As one interviewee explained,
“Positive Deviance seeks to support the shining stars in a community who are
succeeding and can be scaled up. However, the process by which the community
must identify the examples of success and choose to scale up solutions based on
what they perceive as critical is essential. Many foundations can’t step out of the
power dynamic even though they think they can and do.”

Role of Civil Society
• Invest in a robust civil society. Beyond the obvious challenges of poverty, lack of
access to education, and inequality, interviewees mentioned the lack of robust civil
society as a challenge in both Brazil and Mexico, particularly the latter. In Mexico,
the previous ruling party, the PRI, discouraged civil society institutions for many
years, and the social fabric is frayed. One aspect of the most successful social en-
trepreneurship programs, the creation of committees for community engagement
in projects, undoubtedly helps to build the capacity for citizen leadership. But
some interviewees urged that this is a process that should begin with children,
with the kind of youth leadership programs that have become more common in the
United States. There are multiple ways that philanthropy can encourage these ef-
forts, including capacity building and idea exchange, PRIs and MRIs in the social
entrepreneurship efforts of such organizations, and leadership building programs.
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• Support well-trained leaders who want to give back. Many of Brazil’s and Mexico’s
most promising future business leaders receive their training in the US or Europe.
Traditionally, this arrangement has led to brain drains. All sectors, including the
public, private, and third, and the community, have a role to play in supporting
these young leaders who come back with ideas for change and ambitions to make
a difference. They can be supported through policy, investment, and partnerships,
and help to create new systems and opportunities that will help the poor in their
societies.

Business as Partner in Social Change
• Collaborate to develop and apply new technologies in ways that will aid the poor.
MNCs have the resources to commercialize new technologies in ways that will help
BoP customers. They must foster information sharing among competitors and
fashion new kinds of value chains to leverage social outcomes. For example,
DuPont has created a new fabric out of recycled products provided by Weyer-
haeuser. Encouraging reuse of recycled products can benefit the poor by creating
new businesses to employ them.

• Ensure social change programs can sustain themselves. Interviewees believed
that charity, while it can meet an immediate need in a country where as much as
half the population is poor, has been too much the rule in Latin America and does
nothing to solve underlying problems. Businesses are well positioned to structure
their aid to the poor on an investment model, with the expectation of a finite term
of engagement, an effort to engage with the community as partners, and the in-
tention that the community will ultimately own the project. This can be true what-
ever the scale of the project—from foot-pumps for irrigation to self-built houses.

Strengthening Microfinance as a Business-based Development Strategy
• Recognize the yin-yang of microfinance. Despite the controversies surrounding
microlending as for-profit lenders and global investors enter the field, there con-
tinue to be many positives. And as the field of microfinance expands to include a
broader set of financial services made available to the poor, its promise becomes
more apparent. Two recent New York Times articles highlight the positive benefits
of microfinance in violence-prone areas of Pakistan and the important role microfi-
nance has played in rebuilding Haiti.179

Interpretation of
Overall Learning



100

• Couple microfinance loans with complementary services, both financial and
developmental. Diversified financial services, including savings and insurance,
are just as important to people living in poverty than loans, if not more so.180 The
poor could meet some of the needs for which they borrow—capital for business
or education and money to deal with illness or other family emergencies—through
savings, but are generally prevented from doing so by distance, costs, and lack of
access to financial institutions. Similarly, risk-management products such as life
and crop insurance could serve as an additional protection against poverty and
insecurity. Institutions such as Compartamos in Mexico and ACCION USA in the
US are entering this business space as needs and opportunities are great. In
April 2008, according to the New York Times, Deutschebank estimated the global
demand for microloans at $250 billion.181 There is an opportunity to create
broader positive impact by promoting a microfinance “plus” model, which combines
microfinance with other important educational components or technical capacity.
For example, ACCION USA offers workshops, mentoring, webinars, and other training
to ensure its clients have the skills they need to succeed in business.182 Recent
studies by the Aspen Institute have found that clients of ACCION USA have a busi-
ness survival rate that is 20 percent higher than other microenterprises.183

• Support innovations in information technology to facilitate service delivery. Mobile
phones and other forms of communication technology are key tools for poverty
alleviation, especially in rural areas, enabling access to everything from real-time
market data to weather reports to banking services. Further investments in tech-
nology and related technical assistance would help MFIs increase efficiency, bring
operating costs down, expand geographic reach, and ultimately serve more clients.
For example, Citibank/Banamex, HSBC, and Commerzbank are considering
“branchless banking” opportunities in Latin America, as is Red Financiera Rural
(a co-op and credit union-based network of rural financial service providers in
Ecuador).184 Vodafone has revolutionized banking in Kenya with a phone-based
program, M-PESA, that allows customers to download cash at stores or cigarette
kiosks, pay bills, or send remittances via a text message; according to African
Business Report, 13 million Kenyans used the service to transfer US$351 million in
March 2010.185 The World Bank cites lack of interoperability among communica-
tions systems and lack of helpful regulations as the primary barriers that are keep-
ing phone banking from spreading in Latin America as it has in Africa and Asia.186

CGAP also noted that MFIs have had less success in entering branchless banking,
presumably because they lack expertise; Red is trying to overcome this by out-
sourcing its technology platform building and maintenance to Tata Group.187
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• Promote transparency and regulation. Many of the current problems facing the
microfinance industry are a result of its growing too large too fast, with generally
poor government regulation and a client base with limited choices and little infor-
mation or experience in making financial decisions. As more commercial banks
and private investors enter the field seeking profits, it is critical to ensure that poor
people are not taken advantage of. Making international regulations consistent
and fair in terms of lending practices and interest rates would help lower interest
rates overall and allow both borrowers and investors to be more knowledgeable
about the MFIs they are looking to work with and invest in.

• Invest in measurement and evaluation. Supporting the development of more
rigorous, comprehensive independent evaluations of market-based change
strategies—including programs on all business spectrums from microfinance to
multinationals programs that assess their actual effectiveness and impact in
reducing poverty—at a substantial enough scale to be statistically valid, would
be a significant contribution to the field. Much of the evaluation to date has been
largely qualitative and/or confined to single cases, specific areas or regions, or
small samples. A more complete and rigorous approach to private sector engage-
ment in poverty alleviation is needed.

Strengthening Cooperatives as a Business-based Development Strategy
• Ensure adequate capital. Financing is the biggest of all the challenges facing
cooperatives; access to adequate capital and financing is one of the biggest.188

The cooperative model’s restriction that members must provide the majority of the
capital can limit growth, and is a particular challenge for cooperatives whose mem-
bers have limited financial resources. Agricultural cooperatives are often especially
in need of pre-harvest financing. This need is currently being addressed by social
investor Root Capital, which provides pre-harvest financing at a fair rate, among
other financial services for small grassroots businesses in rural areas of developing
countries. Fair Trade cooperatives are generally considered “less risky” borrowers
because of the annual audits and other risk management measures built into
being Fair Trade certified.189
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• Ensure adequate capital and technical assistance to help grow effective local
cooperatives. Cooperatives are a proven model for building civic capacity as well
as financial efficacy in a community. However, many coops, especially in Mexico or
Brazil, could benefit from technical assistance or training, such as help with paper-
work for various certification processes, training in customer service, or marketing
and communications. Although it can be challenging, it is important to utilize
experts or trainers who are familiar with the cooperative model, to avoid receiving
inappropriate advice from someone who does not thoroughly understand the
complexities of cooperatives.190 Technical assistance could also come from business
experts who could provide guidance regarding business affairs, particularly for
cooperatives in Chiapas, where cooperatives are unlikely to have leadership with
these skills. Types of assistance could include developing a solid business plan,
creating a long-term budget, or helping with getting bids for expansion projects.
A related need is member education, a critical element of the cooperative model,
which helps keep members involved and committed to the cooperative. Educating
board members and other cooperative decision makers is particularly essential.
Encouraging cooperatives to fully engage women is also an important step to
impact the broader community.

Strengthening CSR as a Business-based Development Strategy
• Target vulnerable youth ages 15 and up and treat them as assets. The Grupo de
Institutos Fundações e Empresas is the Council on Foundations of Brazil. Most of
its members are corporate foundations because tax laws support corporate givers.
Of its 134 members, who contribute $1.2 billion annually, 90 percent focus their
efforts on building jobs and life skills for youth. As in the US and Mexico, this age
group is four to five times more likely to be unemployed. In addition, two-thirds of
people in prison are between the ages of 18 and 21. This age group represents a
significant opportunity for society as well as a burden. For example, Brazilian com-
panies, such as IBM-Brazil, are expanding operations to meet the country’s rapidly
growing economy. According to one interviewee, “IBM-Brazil needs 1,000-1,500
new employees who are good in math and speak another language.” Business rec-
ognizes they must invest in the human resource pool and that being competitive in
a foreign marketplace is essential. For Brazil, the language does not have to be
English, but can be French, Chinese, or English as Brazil expands into African and
Asian markets. Microsoft is also training youth to meet a rapidly growing workforce
need. In addition to workforce development, the company is supporting life and
leadership skills for youth.
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• Support innovation in the value chain to create jobs up and down the chain.
Some farsighted corporations are building community relationships and capacity
along with their supplier networks. Walmart does this in Mexico in multiple ways.
For example, finding that they had a hard time sourcing fresh produce, Walmart
created a supply network among regional small farmers and trained them in modern
agricultural methods. Walmart also builds capacity among community youth, bring-
ing them onto the Walmart payroll and providing training and scholarships/intern-
ships to at-risk youth. Walmart is trying to bring small products to the retail floor;
agricultural products, handicrafts, soaps, and other products. A major deliverable
of this work will be to create an online training program for small producers.

Strengthening the Field
• Develop case studies. In addition to macro-level quantitative and longitudinal re-
search, of microfinance, cooperatives, corporate social responsibility, and social
business would benefit from in-depth, thoroughly documented examples of strong
programs that involve ancillary services such as business development assistance
and financial literacy, meaningful community participation in program design and
implementation, attention to the triple bottom line, and demonstration of long-term
sustainability and scalability. A commitment of up to five years to support and docu-
ment a few such cases would contribute in significant ways to learning in the field.

Role of Business Schools
• Convene and engage distinguished alumni from preeminent business schools.
Many of the most innovative thought leaders inhabiting the social entrepreneur-
ship space in Latin America graduated from US business schools, particularly HBS
and the Wharton School. There may be an opportunity to engage leadership in
those schools by convening some of their most distinguished alumni.

• Change the culture of business schools by incorporating social change strate-
gies into traditional courses such as finance and marketing. Business school
deans and faculty, including the thought leaders in the field of the business-social
change interface, agree that changing the culture of business schools will not be
easy. Building information about social change into the business curriculum is one
way, but it has to be inserted across the curriculum, not isolated in a “corporate
social responsibility” course that students are not required to take. Business
schools need to see the value of incorporating this approach into their teaching,
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because students are seeking out this kind of information, because global busi-
ness is taking an increasing interest, because the tools they have to offer—even
finance and accounting—can improve the access of billions of children and their
families to basic human needs while expanding the global economy.

• Accumulate “stories—successful and unsuccessful” based on research and
measurement tools. The field needs to develop better measures of what consti-
tutes success and standards of practice. That might be a way to facilitate maturing
of the field, and to guard against the very kinds of problems brewing now around
the field of microfinance, where a mixture of profiteering as for-profits enter the
business and failures among not-for-profits that lacked business and management
skills challenge its reputation for success.

• Sponsor projects to engage students in practical learning. Some innovative busi-
ness schools have created awards and venture funds for student social entrepre-
neurs. An awards program at the Harvard Business School was briefly described in
the Social Entrepreneurship section; another such program is the Wolverine Ven-
ture Fund at the University of Michigan. By giving students the opportunity to prac-
tice social innovation and develop social businesses that may actually solve
problems in developing countries, these programs build excitement and demand
among students, which will in turn draw interest and investment of resources from
academic leaders.

• Engage business schools in new ways. We need to blend in business school
learning from big business perspective. Students should have access to models
such as the Green Exchange, which offers learning opportunities that are more
virtual. Although face-to-face is hard to rival, we need to determine how we can
move to new models of teaching through virtual learning that is global in context.

Role of Public Policy
• Foster experimentation by merging tested approaches with innovation.
Government programs often provide the band-aids but do not address the underlying
problems; public sector innovation has had powerful successes when it has hap-
pened. Virtually all of our experts mentioned Oportunidades and other conditional
cash transfer programs as a highly successful example of linking cash welfare pro-
grams with other needed services (e.g., public health and education) for improved
outcomes on several social measures. Such innovation, coupled as the CCT programs
were with rigorous evaluation, can be powerful.

Interpretation of
Overall Learning



105

• Focus on creating revisions of policy change to incentivize business to address
the needs of the poor. If the private sector is going to be innovative in taking on the
challenges of the poor in their business models, then new approaches to economic
development policy must be developed to support new ways of thinking. It is simi-
lar to B-Corporations and expanding tax incentives and building the capacity of
business associations and advocates being more creative.

Several interviewees mentioned the barrier that current Mexican regulations of
charity place in the way of business engagement in social problem solving. More
corporations might make the shift from local charity to more highly leveraged so-
cial change—and might make more willing partners for civil society institutions—if
regulations were retooled.

Also, the partnership of the private sector in welfare reform in the US require a
number of policy adjustments, including tax benefits for employers taking on the
hard-to-employ and giving them longer training periods. The public sector needs to
identify barriers to business participation in social change and remove them.

• Address security issues to provide a stable base for job creation in all countries.
Corruption, crime, and a lack of trust in the efficacy of government are common
themes in any investigation of barriers to economic development and poverty alle-
viation in developing countries. In each of the regions we looked at—whether the
border region around Juarez, El Paso, and Las Cruces; southeastern Michigan and
the Detroit metro area; or the rural jungles of Mexico and Brazil—these factors are
a drag on efforts to improve human capacity and quality of life for the poor. While
there are no easy answers, these factors are in the purview of the public sector
and will have to be addressed.

Interpretation of
Overall Learning



106

VII. Considerations
Headwaters undertook a feasibility study to understand opportunities for philanthropy
to partner more effectively with business to develop and scale up poverty alleviation
strategies. The study elicited enormous energy and enthusiasm around this topic as
described in the executive summary and report that follows. There is a growing body of
work in this area, spearheaded in large part by philanthropic leaders as well as corpo-
rate foundations and businesses. The executive summary and main report document
these many suggestions. We have taken the ideas provided and honed them into three
options for possible expansion of these preliminary findings. The options respond to re-
search findings calling for real life examples to be woven into new core business school
curriculum in marketing, finance, communications, and performance measures, as well
as into policy and third-sector practice. These options would begin to synthesize the
extensive knowledge gained by leading philanthropists engaged in market-based
change and building partnerships with the public, private, and third sectors.

As business consultant, scholar, and author Richard Pascale writes, “We must act
our way into a new way of thinking.” The options outlined below allow the field of
philanthropy and business to do just that by sharing experiences, introducing and
piloting innovations, and informing US and global leaders about opportunities to
create social change through private sector partnerships with community. They will
also enable foundations to address the challenges one interviewee speaks of in the
opening quote of the report: “We must find a new way for foundations to catalyze
change and break the ‘nine-year’ cycle to ensure long-term change through community-
based, public-private partnerships.” Working in concert with some of the world’s
most respected academic institutions and far-sighted corporate leaders will enable
the philanthropic sector to share ideas about new evolving theory and practice.
Private foundations with demonstrated leadership and passion on these issues could
help facilitate this new way of thinking and acting. They could drive this new body
of knowledge that goes beyond traditional financial models and incorporates social
change for those at the bottom of the economic pyramid through multi-sector partnerships.

Three considerations:

• One: Prepare case studies based on current philanthropic investments to incorpo-
rate into business school, public policy, and other curricula and other venues that will
advance business and social sector theory and practice. Foundations would be identified
that have a history of engaging the private sector and multi-sectors in social change to
improve the lives of women, children, and their families. These grant experiences would
be turned into case studies to be used as curriculum to be taught in respective busi-
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ness schools and partner schools, whether of social policy, community or international
development, government, or social work. The academic partners would work with
foundation staff to identify the cases—many of which have been flagged in this analysis.

• Two: Working with interested corporations and geographic communities, identify
potential pilot projects to test a multi-sector, long-term investment leading to wealth
creation and economic security for children and their families. This action research
would define on-the-ground prototypes or pilots that could test approaches advanced
by multi-sector partnerships within receptive communities. The goal would be to
test and scale innovative ideas that could positively impact people’s lives through-
out the value chain, investing in microfinance to multinationals, to show how the
poor could be trained and employed to break the cycle of poverty. This work could
involve either finding early stage existing pilots or co-creating pilots with multiple
partners that are committed to community change.

In addition, the advisors involved in the project offered ideas for work force
development that will lead to job creation and comprehensive financial services,
including financial literacy and programs to “bank the unbanked.” These ranged
from large-scale savings programs targeting the poor through behavioral economics
to triple-bottom-line sustainability projects designed to create economic opportunity
through competitiveness and profits in the tourism industry. Creating a gender-
based economy organized around meeting the needs of women as consumers
also was identified as a powerful tool for poverty alleviation.

• Three: Convene interested interviewees and partners to develop a long-term, more
comprehensive strategy for engaging business and business schools in wealth creation
and family economic security. These discussions would include policy changes needed
to incentivize business to take a more active role in social change. They would also
include ways to support systemic change and networks within the private sector. In order
for corporations such as Cascade Engineering to sustain an involvement in workforce
development and community empowerment, policies must be created that would pro-
vide incentives across sectors. Globally and within the US, there is a growing network
of thought leaders and activists across disciplines that are looking for creative ways to
rewrite the current financial models being taught at business schools and being prac-
ticed on Wall Street and Main Street and in rural places. Additional research is needed
to examine opportunities to create systemic change. This includes building on existing
efforts and testing new approaches that will lead to an overhaul of global and US financial
policy that presently does not support businesses that use triple-bottom-line practices.
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VIII. Conclusion
In September 2010, the blog beyondbrics pointed out that, increasingly, the areas of
the world to which business is turning to look for new markets also face big develop-
ment challenges in health, education, infrastructure, and job creation.

Private-sector businesses have a unique role to play in solving these challenges—they
have the tools, a stake in improving these markets, and collectively access to global
capital that greatly exceeds the available pool of foreign aid. And philanthropy can
seize this moment and leverage these resources to achieve its goals of improving the
situation of the very poor. This paper identifies opportunities for companies and busi-
ness schools to embrace the notion that business has a stake in improving quality of
life among and providing goods and services to the poor in developing economies.
Moreover, it seeks to identify ways to move the business paradigm from the definition
of corporate social responsibility formulated by Milton Friedman in 1970, “to make as
much money as possible while conforming to the basic rules of the society,” to seize
new opportunities to balance financial profits with social change goals and bottom
lines.

Further, as the field of social entrepreneurship expands, along with a suite of busi-
ness-based approaches spurred by tales of the successes of socially oriented busi-
nesses, organizations such as the Grameen Bank, and the high-leverage projects of
the Gates Foundation and other active philanthropies, there is growing interest in ap-
plying the tools of business directly to social problems. This phase of the project laid
the groundwork for crossfertilization of innovations taken from examples around the
globe, as well as within the United States, Mexico, and Brazil.

The three nations being examined occupy different places on the development con-
tinuum, yet each country grapples with how to address the needs of vulnerable chil-
dren and families, and each is experimenting with new ideas that are finding their
way across borders. Drawing the network closer together will provide greater opportu-
nities for philanthropy across programs and disciplines and for multi-sector partners
in the future. These multi-sector partnerships can lead to strong prototypes, partner-
ships, and new academic theory and practice for the 21st Century.
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Appendix A 
Demographics, Defining the Economic Landscape, and  

Quality of Life Indicators 
 

"For an activity to be part of business it must be able to generate a revenue stream sufficient to 
cover all the related expenses and yield a surplus… Profitability needs to be sustained. A stand-
alone unprofitable or sub-profitable line of activity that exists permanently within a large 
multinational corporation is not a business in itself. On the other hand, an activity within a 
nonprofit charitable organization that permanently generates market levels of profitability is 
part of the business sector."  

 —Michael Chu, Commercial Returns at the Base of the Pyramid, 2007 

Demographic Overview 
The demographics of each of the three countries can help illuminate some of the key drivers and 
symptoms underlying poverty. It also helped advisors have a common understanding of poverty issues 
and possible solutions. The data are presented within a frame of common indicators of well-being—
education; food, health, and well-being; and family economic security. We also provide a business 
profile for each country. Specifically, we provide data on the states or regions and as much as possible 
on specific micro-regions and communities where poverty is high. Data were compiled from a variety of 
sources including: the United Nations Economic Commission for Europe, United Nations Statistics 
Division Statistical Databases, Instituto Nacional de Estadistica y Geografia (INEGI) (Mexico’s Census 
Bureau), Instituto Brasileiro de Geografia e Estatística (IBGE) (Brazil’s Census Bureau), the US Census 
Bureau, and other sources of government-generated data detailed in the US demographics section.          

The Big Picture 
Table 1 provides a demographic snapshot of the three countries. 

Table 1. Demographic Data for Brazil, Mexico, and the US 

Indicator Brazil Mexico US 
Population 191,796,000 112,468,855 310,232,863 
HDI* 0.715 0.767 0.908 
IHDI** 0.519 0.589 0.771 
Life Expectancy (years) 74.0 77.2 78.8 
Median Age 29.1 26.6 36.9 
Infant Mortality Rates (per 1,000 live births) 19 14 6 
Population below poverty line 26% 18.5% 12% 
Per Capita Income (US$) 9,390 8,930 47,240 
Literacy rates 88.6% 86.1% 99% 
GDP (trillions) 2.008 1.040 14.582 
Labor Force (millions) 104.3 47.77 153.4 
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*HDI—Defined and calculated by the United Nations Development Program, the Human Development 
Index is a composite measure of three dimensions of human achievements—health, knowledge, and 
standard of living.  

**IHDI—The Inequality Human Development Index takes into account the average achievements of a 
country on health, education, and income, and how those achievements are distributed among its citizens 
by “discounting” each dimension’s average value according to its level of inequality. Thus the closer the 
IHDI is to the HDI, the more equal the distribution of health, education, and income is across the country’s 
citizenry. 

Key Points 
 The populations of each country place them all in the world’s top 15 with the US ranked 3rd behind 

China and India. Brazil is ranked fifth (one third smaller than the US), and Mexico has the 11th largest 
population (a little over half as populous as Brazil). 

 Brazil and Mexico have relatively young populations compared to the US (see Figure 1). 

Figure 1. Age Distribution of Brazil, Mexico, and the US (2010) 

 

 The HDIs of Brazil (ranked 84) and Mexico (57) place them in the High Human Development 
category, while the US (ranked fourth) is in the Very High Human Development category. 

 Infant mortality rates for all three countries are falling with Brazil’s and Mexico’s rates falling faster 
and now converging with that of the US (see Figure 2). Historically, US rates have been significantly 
lower than those of Brazil and Mexico. 
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Figure 2. Infant Mortality Rates in Brazil, Mexico, and the US, 1950-2030 

 

 Life expectancy rates have been increasing in all three countries (see Figure 3). Again the rate of 
increase has been faster in Brazil and Mexico, and projected to be close to convergence with the US 
by 2030, compared to the 20-year gap in 1950.  

Figure 3. Life Expectancy Rates in Brazil, Mexico, and the US, 1950-2030 

 

 Access to safe drinking water and the associated adequate sanitation are significant public health 
indicators. While marginal issues in the US, they remain critical for both Brazil and Mexico, especially 
in the rural areas (see Figure 4). 
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Figure 4. Percent of Population with Access to Safe Water in Brazil, Mexico, and the US 

 

 The GDP of the US dwarfs those of Brazil and Mexico, and has grown more rapidly. However, both 
the Latin American countries’ rates of growth have increased since early this century (see Figure 5). 

Figure 5. Trends in GDP Growth for Brazil, Mexico, and the US, 1975-2010 
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Brazil and the Northeast Region 
The following demographic data focuses on the states in the Northeast region of Brazil (see Figure 6). 

Figure 6. Map of Brazil and its Regions 

 

 

Demographic Snapshot 

Table 2. Some Demographic Data for Brazil and the Northeast Region 

  Brazil Northeast Region 
Population 191,796,000 

 
54,020,000 

HDI 0.807 0.72 
Life Expectancy (years) 73.5 69 

Infant Mortality Rates (per thousand live births) 22.5 33.5 

Literacy rates 95.30% 79.30% 
Per Capita GDP ($US) 10,427 $3,966  
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Demographic Notes 
Population 

 The Northeast region is the second largest region by population (28 percent) and is more rural than 
any of the other areas (see Table 3). 

Table 3. Brazil and Regional Populations by Gender and Rural or Urban 

 

 

 There are three main racial groups in Brazil: White, Black—Brazilians of African descent and Pardo 
(mixed race)—a mixture of Europeans, Blacks, and Amerindians (see Figure 7). 

Figure 7.  Ethnic and Racial Composition—Brazil and Regions 
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Total (000's) Male Female Urban Rural 
Brazil 191,796          48.7% 50.3% 84.0% 16.0% 
North 15,555             49.8% 50.2% 77.9% 22.1% 
Northeast 54,020             48.7% 51.3% 72.8% 27.2% 
Southeast 80,466             48.4% 51.6% 92.2% 7.8% 
South 27,776             48.8% 51.2% 83.2% 16.8% 
Mid-West 13,978             49.0% 51.0% 87.9% 12.1% 

Total Population 
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 Half of the population of Brazil is under the age of 30. The Northeast has the second youngest 
population of any region at 53 percent (see Figure 8).  

Figure 8. Age Distribution in Brazil and Regions 

 

Face of Poverty 

 Brazil has dramatic income disparity. Residents in the Northeast region earn less than the national 
average in all income ranges (see Table 4). 

Table 4. Average Monthly Household Incomes—Brazil and Regions 

 

 

 There is also significant income disparity by race.  As Figure 9 illustrates, whites are more likely to be 
in the top 40 percent of all wage earners, while both the black and Pardo groups are more likely to 
be in the bottom 50 percent of all wage earners. 

 

0%

20%

40%

60%

80%

100%

Brazil North Northeast Southeast South Mid-West

< 6 years  7-14 years 15-30 years

30-50 years 50-70 years  70+ years

Poorest 10%   
(A) 

Poorest 40% 
 (B) 

10% richest           
(C) 

Poorest 10% Poorest 40% 10% richest 
C/A C/B 

Brazil  (all areas) 66.52             164.39           2,830.51        19% 47% 809% 42.55 17.22 
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Northeast 36.47             95.75             1,786.68        10% 27% 510% 48.99 18.66 
Southeast 104.86           225.21           3,216.91        30% 64% 919% 30.68 14.28 
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Figure 9. Population Distribution by Income Levels, by Race 

 

 Poverty is most apparent in Brazil’s Northeast. Composed of the 13 most impoverished states in the 
country, the poverty rate for the Northeast is 44.73 percent (46.71 percent in rural areas) compared 
to 12.59 percent in the South, the wealthiest part of Brazil. 

Education  

 Approximately 34 percent of people in the Northeast aged 10-24 have less than four years of 
schooling, compared to 18.1 percent nationally.  

 The Northeast Region has the highest rate of functional illiteracy of any region (30.8 percent) 
including by gender, for all race and ethnic groups, and regardless of whether urban or rural (see 
Table 5). 

Table 5. Functional Illiteracy Rates in Regions by Gender, Locale, and Race 

Functional Illiteracy Rate for Population 15 years and older 

  Total Male Female Urban Rural White Black Pardo 

Brazil 20.3% 20.9% 19.8% 16.7% 40.7% 16.0% 26.4% 26.7% 

North 23.1% 25.1% 21.1% 18.9% 39.2% 17.7% 27.9% 24.4% 

Northeast 30.8% 33.7% 28.2% 24.0% 50.3% 24.9% 31.7% 33.4% 

Southeast 15.2% 14.5% 16.0% 13.8% 33.6% 12.2% 21.6% 19.0% 

South 15.5% 14.9% 16.1% 13.5% 25.8% 13.8% 22.2% 22.1% 

Mid-West 18.5% 19.0% 17.9% 16.3% 34.2% 16.1% 23.7% 20.6% 

Hunger 

 For all families with children less than 14 years old, the Northeast has the highest rates of usually 
not having sufficient food to feed their family on a daily basis (15.7 percent).  
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Health 

For the two aspects of overall health status reviewed—life expectancy and infant mortality rates—Brazil 
and the Northeast region fare poorly.  

 Life expectancy in Brazil has increased, on average, by three years in the last ten years. The 
Northeast region has the lowest life expectancy of any region in the country—70.4 years.  

 The infant mortality rate in 2009 for all of Brazil was 22.5 out of 1,000 live births; the Northeast 
region was considerably higher, 33.2 out of 1,000 live births. 

Jobs and the Economy  

 More than 90 million Brazilians are employed either part or full time. Broadly, the majority of 
Brazilian workers are employed in the service sector, agriculture sector, retail sector, and 
manufacturing sector.  

 More than 50 percent of all workers in Brazil work in the informal economy, defined as workers who 
do not have a signed work card (called "carteira assinada") or do not contribute to the social security 
system (see Table 6).  

 All the major sectors show a high percentage of informal workers (see Figure 10). For the 
agricultural sector, almost 90 percent of workers are in the informal economy. 

Table 6. Distribution of Employees by Employment Status in Brazil 

 

 

 

 

Figure 10. Informal and Formal Employment by Sector 
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 The information collected on the formal economy shows that the majority of workers are employed 
in the manufacturing or retail trades, and the highest wages are in the “white-collar” sectors—public 
administration, energy, financial services, etc. (see Figures 11 and 12). 

Figure 11. Percentage of Salaried Employees in Brazil, by Sector 
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Figure 12. Median Salary as a Percent of Minimum Wage in Brazil, by Sector 
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Mexico—Campeche, Chiapas, and Yucatán 
In Mexico we explored three states in the Southeast, a region of deep poverty, each with two or more 
microregions (see Figure 13). 

Figure 13. Map of Mexico and its States 

 

Demographic Snapshot 
Some important, though not exhaustive, indicators of human development and quality of life are 
summarized (see Table 7). Each state and its microregions are discussed separately, first in terms of 
demographics, then analyzing its business and economic climate. 

Table 7. Some Key Demographic Indicators for Mexico and Three of its States 

 Indicator Mexico Campeche Chiapas Yucatán 
Population 112,468,855 754,730 4,293,459   1,818,948  
HDI 0.854 0.825 0.739 0.821 
Life Expectancy (years) 77.2 74.44  75.35      75.42  
Infant Mortality Rates (per thousand live births) 13.7 19.52  14.52  14.14  
Literacy rates 97.0% 77.1 88.2 87.7 
Per Capita GDP ($US) 14,337 15,175 3,657 7,160 

Demographic Notes 
The accessible demographic data for Mexico were less detailed than for Brazil and its region of focus 
(Northeast) and the United States and its three states. The following notes supplement the data in Table 
7 by state.  
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Population—Race and Ethnicity 

The ethnic composition of the Mexican people is complex. The four major ethnic groups and the 
percentage of the population each comprises are: 

 Mestizo (Amerindian-Spanish)—60 percent 

 Amerindian (or predominantly Amerindian)—30 percent 

 White—9 percent 

 Other—1 percent 

This level of data could not be identified consistently or quantitatively for each of the three states or 
their microregions. Qualitative data are provided for each area, where available.   

Campeche  

 About 85 percent of all citizens speak Spanish as their first language. Campeche has a fairly large 
population of indigenous (native) people, primarily Mayan.  

 About 15 percent of citizens speak one of the Mayan languages as their first language. According to 
the National Nutrition Survey of Rural Mexico, Campeche, Yucatán, and Chiapas, are among 
Mexico’s six states with the highest levels of malnutrition. 

Chiapas 

 Chiapas is one of the most impoverished regions in the Mexican Republic. 

 Chiapas’ residents are primarily indigenous, and 81.5 percent are concentrated in three regions: the 
highlands, the northern zone, and the jungle.  

 The state of Chiapas has the second highest level of malnutrition in Mexico, estimated to affect 
more than 40 percent of the population (54.7 percent in a recent studyi) behind only Guerrero, and 
the mortality rates are among the highest in Mexico. In 2007 Chiapas was home to a total of 
176,124 malnourished children. In 2008, 70 percent of the indigenous population suffered from 
malnutrition. 

 Chiapas has the country’s highest illiteracy rate. 

 Fifty-five percent of students finish secondary school.ii 

Yucatán 

 The state of Yucatán, located in the southeast of Mexico, is home to many highly marginalized 
communities.  

 Of Mexico’s 31 states, Yucatán has the most children suffering from malnutrition and the country’s 
third most severe domestic violence problem. Educational delays in Yucatán affect almost half the 
population 15 years and older.  

 Yucatán has the nation´s highest rate of suicide. 

Business 
In the three states of Campeche, Chiapas, and Yucatán, approximately 80 percent of the economic 
activity is focused in 10 economic sectors (see Figure 14). Retail, prepared food, and manufacturing are 
the dominant sectors in all three states. 
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Figure 14. Distribution of Economic Activity—Campeche, Chiapas, and Yucatán 

 

Campeche: Calakmul and Hopelchén Main Economic Activities 

 Campeche has 168,919 people working in manufacturing, retail, and services, according to the 2009 
Economic Census; this represents around 22 percent of the state´s population. 

 Campeche´s major economic activities are selling basic-needs products, primarily through mom-and-
pop shops (changarros); oil and gas extraction; textile manufacturing; and self-service and takeout 
restaurants. 

 Retail, mining, manufacturing, and the prepared food and beverages and temporary housing 
industries account for 56 percent of all economic activity in the state in terms of number of workers. 

 The two microregions of interest contain a very small fraction of Campeche’s total state workforce.  
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 Residents of the microregions are formally employed in five sectors (see Figure 15). Retail, primarily 
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Figure 15. Employment in Campeche’s Targeted Microregions 

 

Altos de Chiapas 

 In Chiapas, 411,997 people work in manufacturing, retail, or services, according to the 2009 
Economic Census; this represents less than 10 percent of the state’s population.  

 Eighty percent of the workforce is employed in five economic sectors: retail (37 percent), 
manufacturing (12 percent), prepared food and beverages and temporary housing (12 percent), 
wholesale (6 percent), construction (4 percent), and agriculture (3 percent).  

 The nine microregions of interest—Aldama, Chalchihuitán, Chenalhó, Mitontic, Pantelhó, Santiago el 
Pinar, San Juan Cancuc, Simojovel (Sitalá*), and Tenejapa—comprise a very small fraction of 
Chiapas’ total workforce. Figure 16 charts each. 

Figure 16. Percent of Campeche’s Workforce in Each of the Two Microregions 
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 Residents of the microregions are formally employed in five sectors (see Figure 17). Retail, primarily 
mom-and-pop stores, dominates employment in all of the microregions. 

Figure 17.  Employment in Chiapas’ Targeted Microregions 
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  The 13 regions of interest—Cantamayec, Chacsinkín, Chankom, Chikindzonot, Maní, Mayapán, 
Oxkutzcab, Tahdziú, Teabo, Tekom, Tixcacalcupul, Tixmehuac, and Yaxcabá—comprise less than 3 
percent of Yucatán’s workforce. Figure 18 charts employment by sector for each state. 

Figure 18. Percentage of Yucatán’s Workforce by Target Microregions 

 

 

 Residents of the microregions are formally employed in five sectors (see Figure 19). Manufacturing 
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Figure 19. Employment in Yucatán’s Targeted Microregions 

 
  

 -  200  400  600  800  1,000  1,200  1,400  1,600  1,800

Cantamayec

Chacsinkin

Chankom

Chikindzonot

Mani

Mayapan

Oxkutzcab

Tahdziu

Teabo

Tekom

Tixcacalcupul

Tixmehuac

Yaxcabe

 74  

 17  

 102  

 196  

 1,720  

   

 197  

 67  

 104  

 196  

 117  

    

   

 640  

   

    

    

    

    

    

 -    

 
 

 294  

 377  

 80  

 528  

 78  

 880  

 753  

 1,000  

 207  

 82  

 265  

    

    

    

   

   

   

    

   

    

   

 38  

Number Employed 

Ta
rg

et
ed

 M
ic

ro
re

gi
on

s i
n 

Yu
ca

ta
n 

Other Sevices Manufacturing Health/ Social Assistance Prepared Food Retail



HEADWATERS| A19 

United States, Michigan, Mississippi, and New Mexico 
The amount of US government-generated demographic data for the US and the three target states—
Michigan, Mississippi, and New Mexico—is staggering. Moreover, these data have been parsed, cross-
tabbed, and otherwise massaged by several organizations and foundations including the Robert Woods 
Johnson Foundation (http://commissiononhealth.org), Henry J. Kaiser Family Foundation 
(http://www.kff.org), and the Annie E. Casey Foundation-sponsored Kids Count 
(http://www.aecf.org/MajorInitiatives/KIDSCOUNT.aspx).  

A new source on economic activity and opportunities is from the Workforce Strategy Center (WSC) and 
the Center for Regional Economic Competitiveness (CREC). They prepared reports on the labor markets 
in the three target states, which expand and detail some of the workforce and business data referenced 
below. The following state-level data provide a broad overview of some of the key demographics that 
we believe directly link poverty alleviation with business needs and opportunities. 

The following data focus on the country as a whole as well as the three target states—Michigan, 
Mississippi, and New Mexico (see Figure 20). 

Figure 20. Map of the United States and Kellogg Foundation Target States 
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Demographic Snapshot 

Table 8. Some Key Demographic Indicators for the US, Michigan, Mississippi, and New Mexico 

Indicator US Michigan Mississippi New Mexico 
Population 310,232,863 9,809,700 2,867,200 1,967,900 
HDI* 0.902 0.936 0.927 0.867 
Life Expectancy (years) 78.8 77.7 73.9 77.7 
Median Age 36.6 38.5 35 35.6 
Infant Mortality Rates (per thousand live 
births) 5.5 7.6% 9.9% 7.1% 
Population below poverty line 12% 19% 28% 25% 
Median Income $46,436 $48,888  $36,650   $43,719  
High School Grad rates 87.6% 62.7% 59.6% 58.0% 
GDP (millions) $14,582,000  $383,544   $91,782   $79,910  
Labor Force 153.4 million 4,200,200 1,181,800 876,700 
Unemployment rates 8.3% 12.8% 9.7% 8.4% 

*HDI—Defined and calculated by the United Nations Development Program, the Human Development Index is a composite 
measure of three dimensions of human achievements—health, knowledge, and standard of living.  

 

The States 
Other important demographic data not summarized above include the following. 

 Populations of the three states differ significantly by race and ethnicity (see Figure 21).  

 The three states are similar in their distribution of age (see Figure 22). 
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Figure 21. Population by Race and Ethnicity—Michigan, Mississippi, and New Mexico 
 

 

Figure 22. Age Distribution—US, Michigan, Mississippi, and New Mexico  
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Education 

High school graduation rates are similar in the three states and the country.  Dropout rates and 
advanced degrees are higher in New Mexico than the other states or the country as a whole, while 
Bachelor’s degrees in Mississippi are lower and higher in Michigan than the other states or the country 
as a whole (see Figure 23). 

Figure 23. Education Levels in the United States and the Three Target States 

 

The WSC and CREC’s Labor Market Gap Analysis Studies for Michigan, Mississippi, and New Mexico 
(November 2010) provide more in-depth 
analysis of education levels by race and 
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What is Food Insecurity? 

The US Department of Agriculture defines food security as 
families or individuals that at times during the year do not 
have access to adequate food due to lack of money and 
other resources. 

When at times during the year the food intake of 
household members is reduced and normal eating 
patterns are disrupted because households lack money 
and other resources for food, then USDA defines those 
conditions as “very low food security” (or “food insecurity 
with hunger”). 
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Figure 24. Food Insecure and Very Food Insecure Households in US and Three Target States 
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analyses on the distribution of economic activity, the largest and fastest growing sectors, and the fastest 
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 Local governments lost about 45,000 jobs between 2005 and 2010, representing a decrease of 
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• State government (175,476 jobs). 

• Full-service restaurants (133,073 jobs) and limited-service eating places (125,538 jobs).  

 Industries that gained employment between 2005 and 2010 included: 

• Education and health services grew the most with 68,962 net new jobs statewide. 

• Agriculture and mining was another sector that gained net employment, adding 2,200 jobs 
between 2005 and 2010.  

 Future growth sectors include: 

• Professional and business services industry sectors are expected to grow 2.1 percent annually 
between 2010 and 2020.  

• Education and health services sectors (1.8 percent growth), the financial activities sector (1.7 
percent), and the construction sector (1.5 percent).  

 The manufacturing sector is expected to continue losing employment at a rate of 0.8 percent over 
the next 10 years. Manufacturing-related industries, such as manufacturing machinery or products 
to support the automotive industry, include 11 of the 20 fastest declining industries in the state.  

Mississippi 

 More than 35,000 net jobs have been lost in manufacturing over the past five years, declining from 
181,950 jobs in 2005 to 146,618 jobs in 2010. Consequently, the manufacturing sector shrank from 
12.6 percent of the state’s total employment in 2005 to 10 percent in 2010. 

 Education and health services industry sectors added almost 20,000 net new jobs between 2005 and 
2010.  

 Current jobs: 

• Local government, by far the state’s largest industry, employs almost 158,000 people in 2010. 
State government, with almost 69,000 workers, and the military, with more than 30,000 
workers, are also large employers. 

• Other large employers include health care (e.g., general medical and surgical hospitals, offices of 
physicians), food service (e.g., limited-service eating places, full-service restaurants), and food 
production (e.g., crop and agricultural production, animal slaughtering and processing).  

• Financial activities were another source of job growth, as they grew by almost 18,000 net new 
jobs during this time period. Other growth sectors include government and professional and 
business services. 

 Future employment projections look more optimistic:  

• The professional and business services industry is expected to have the fastest growth between 
2010 and 2020, reaching an annual growth rate of 2.5 percent and creating 37,850 net new jobs. 
Other industries that will have annual growth rates higher than the state rate include financial 
activities (2.3 percent), education and health services (2.3 percent), and construction (2.2 
percent). 

• Combined, local and state governments are projected to add more than 15,000 net new jobs 
over the next decade. Growth will also occur in industries that will be responding to Mississippi’s 
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aging population. These include nursing care facilities and services for the elderly and people 
with disabilities, which will be two of the state’s fastest-growing industries.  

 

 Job declines: 

• One of the state’s largest industries, animal and crop production, is expected to lose almost 
6,000 net new jobs between 2010 and 2020.  

• Other declines will be seen in areas such as department stores, which are being crowded out by 
the fast-growing warehouse clubs and superstores. Manufacturing is another area in decline, as 
seven of the 20 fastest declining industries are related to manufacturing. 

New Mexico 

 New Mexico gained 29,000 net new jobs between 2005 and 2010, a one-half percent growth rate. 

 Majority of job growth occurred in the following industry sectors: 

• Professional and business services added more than 15,000 net new jobs. 

• Education and health services added almost 14,000 jobs.  

• Construction, manufacturing, and trade, transportation, and utilities combined lost more than 
18,500 jobs. 

 Current jobs: 

• Three of the largest industries are related to government. Local governments in New Mexico 
provided the largest employment (107,907 jobs) in 2010, followed by state government (60,199 
jobs). Federal civilian jobs are also a large source of employment (31,284).  

• Food service is another significant source of employment as limited-service eating places 
(39,599 jobs) and full-service restaurants (38,203 jobs) are two of the state’s largest single 
industries. 

 Future growth: 

• Employment projections estimate an increase of more than 147,000 net new jobs between 2010 
and 2020, representing an annual rate of 1.3 percent.  

• Many of the industries projected to grow the most over the next decade are service industries 
such as restaurants and warehouse clubs and superstores that tend to pay relatively low wages. 
Financial activities sector is projected to have the fastest growth between 2010 and 2020, with 
an annual growth of 2.2 percent, creating an additional 18,749 jobs.  

• Education and health services sector is projected to grow by more than 30,000 jobs, translating 
into a 2.1 percent growth rate.  

• Local government will add more than 17,800 net new jobs between 2010 and 2020.  

 Job declines: 

• The semiconductor and other electronic component sectors of the manufacturing industry 
(high-paying jobs), which experienced the most job losses between 2005 and 2010, are 
projected to lose another 2,000 jobs between 2010 and 2020.  
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• Department stores, wired telecommunications carriers, drinking places, and engineering 
services have also experience declines in jobs. 

                                                        
i.Physicians for Human Rights (2006). Excluded People, Eroded Communities. El Colegio de la Frontera Sur, and 
Centro de Capacitación en Ecología y Salud para Campesinos—Defensora del Derecho a la Salud. ISBN: 1-879707-
49-7. 
ii Ibid. 
iii This includes repairs and maintenance, personal services, and organization and associations. 
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Appendix B 
Cross-Border Issues and Opportunities 

We examined the potential for business to engage in poverty alleviation and economic development in 
the US-Mexico cross-border region—an extremely poor area with multiple needs, part of which includes 
the target state of New Mexico. It was a cursory review, and we looked at needs and investment 
opportunities in the cross-border region as a standalone rather than integrating them into the body of 
the report. Our investigation convinced us that there are many potential partners among philanthropy 
and corporations. (See the last section in this appendix for a list of potential funder and corporate 
partners.)  

Snapshot: The Cross-Border Region 
The 2,000-mile-long border between the US and Mexico poses a particular challenge for alleviating 
poverty and improving future life prospects among vulnerable children. This shared region between the 
southwestern US and northern Mexico encompasses parts of four US states, six Mexican states, 24 
border counties, and 15 pairs of “twin cities.” The largest of those, El Paso, Texas–Ciudad Juarez, 
Mexico, also shares a metropolitan region with Las Cruces, New Mexico, and is the world’s largest urban 
border agglomeration.i The population of the four-state border region is 14 million, 90 percent of which 
lives in the 15 urban areas. It is estimated that 1.5 million residents in 23 of the 24 US border counties, 
or 40 percent of the Hispanic population, live in informal colonias that lack infrastructure such as 
electricity, water, and sewers and pose a particular challenge for public and social services.ii (Note that 
the presence of San Diego County, whose wealthy coastal communities gave it a median household 
income of $62,820 in 2008, somewhat skews the picture presented by the rest of the border region. For 
that reason, data cited below exclude San Diego County where indicated.)iii  

Ethnicity 

The Hispanic proportion of the population in the four Border States of Texas, New Mexico, Arizona, and 
California is greater than in the rest of the US; 23 of the 24 border counties have more Hispanic 
population than the rest of their states. iv Latinos comprise 35.5 percent of Border States and 52.1 
percent of border counties. v New Mexico has the highest concentration of Latinos (44 percent).vi 

Closer to the border, ethnicity is stronger: 75 percent of school districts 41-100 miles from the border 
report that the majority first language of the communities they serve is English; only 20 percent of 
school districts 1-10 miles from the border reported the first language of their communities as English. 

While Latinos are the majority minority in the border region, the region also holds 25 Indian nations and 
125 tribes, totalling approximately 900,000 people.vii  

Immigration/Transmigration 

According to the La Fe Institute, 41 percent of the US noncitizen population lives in the four Border 
States; Hispanics are 73 percent of the noncitizen population in those states. Every day 132,000 persons, 
250,000 vehicles, 523,000 passenger vehicles, 12,000 commercial trucks, and 2,000 rail containers cross 
from Mexico into the United States.  

Ayon summarizes the dilemma of in- and outmigration along the border thus: “most of the region is 
poor and has few options, but is growing; Mexican migration (past and present) contributes to both the 
region’s growth (directly and through a higher natural rate of increase among Mexican Americans) as 
well as its poverty; growth and cross-border traffic with Mexico are among the few sources of dynamism 
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in the region’s economy, yet they also contribute to severe fiscal strains on local government.”viii 

The cross-border relationships between Mexico and Latin America and the US are long and deep. The 
high proportion of Mexican immigrants in New Mexico and the rest of the US Southwest and the 
relationship between the Mexico and the US, including New Mexico, as economic trading and 
manufacturing partners with great potential despite a shared problem of poverty and lack of economic 
opportunity, are outlined below. 

 

 

 

 

 

2006 Facts on Mexican Immigrants 

 More than 11.5 million Mexican immigrants resided in the United States, accounting for 30.7 
percent of all US immigrants and one-tenth of the entire population born in Mexico. 

 Mexican immigrants represented the largest single immigrant group residing in the US. 

 More than 83 percent of the Mexican born resided in 10 states, primarily the Southwest. 

 More than seven in 10 immigrants residing in the state of New Mexico were Mexican born. 

 Three-quarters of Mexican immigrants were adults of working age. 

 One in five Mexican immigrants became naturalized US citizens. 

 Nearly 75 percent of Mexican immigrants had limited proficiency in English. 

 Three in five Mexican immigrants had no high school degree. 

 Mexican immigrant men were more likely to participate in the civilian labor force than foreign-
born men overall and Mexican immigrant women. 

 Almost nine in 10 Mexican-born lawful permanent residents were family-sponsored immigrants. 

 More than half of all unauthorized immigrants in the United States were from Mexico. 

 Approximately 10 percent of New Mexico’s population is foreign born—nearly three-quarters of 
whom came from Mexico. 

 45 percent of New Mexico’s population is Hispanic/Latino; 28 percent trace their family origins 
to Mexico. 

 New Mexico ranks 49th
 of the 50 states in poverty and more than 760,000 New Mexicans, 

representing 39 percent of the population, are low-income. 

 Half of children under 18 are low-income—nearly 250,000 children and nearly two-thirds of 
children living with at least one foreign-born parent are low-income. 

 Hispanic/Latino and Native American residents of New Mexico are more than twice as likely to 
be impoverished as White residents. 

Source: Migration Information Source 
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Age 

The border ranks second among all states in the percentage of the population under 19, with 31 percent 
of the border population 19 or younger; 64 percent of those children are Hispanic.ix In border counties 
in the US, the median age of Hispanics is 26.9 (for women, peak childbearing age), compared to a 
median age of 40 for Anglos. The Hispanic population is growing at a rate of 17 percent, compared to 3 
percent for non-Hispanics. One-fifth of children less than 1 year of age are Hispanic.x 

Poverty 

Despite the fact that the US and Mexico are strong economic partners, with $151 billion in trade flowing 
from the US to Mexico and $216 billion from Mexico to the US in 2009,xi economic inequality between 
the two is profound: in Mexico, 18.2 percent of the population lives in poverty using a food-based 
definition, and more than 47 percent live in poverty using an asset-based definition.xii In addition, 
Mexico has an estimated 5.7 percent unemployment, and an estimated 25 percent of the population is 
underemployed.xiii GDP per capita is $13,200 in Mexico compared to $46,000 in the US.  

Though wealthy compared to their counterparts in northern Mexico, communities north of the border 
are poor by US standards. If the border counties were a fifty-first state, it would rank last in access to 
health care and per capita income; second in deaths due to hepatitis and third in deaths due to 
diabetes; and first in number of children living in poverty and children uninsured.xiv 

In New Mexico, 40 percent of Latino children and 17 percent of Anglo children in the border counties 
live in poverty.xv 

Education 

In 2000, 73 percent of border residents older than 25 had completed high school, compared to 80.4 
percent nationally; without San Diego County, that number would be lower. Latino students are more 
likely than non-Latinos to drop out of high school—15 percent are likely to drop out, versus 5 percent of 
non-Latino students. xvi  Educational attainment is worse for migrants living north of the border: 
according to the Inter-American Development Bank, in 2008 60 percent of adults 25 or older living in the 
north-of-the-border region that had been born in Mexico had less than a high school education.xvii 

Employment 

In 22 of the 24 border counties, unemployment was double the national average (10 percent vs. 5 
percent) in 2005. Border counties in the US have an extremely low percentage of professional/technical 
jobs in the private sector (except San Diego County, for reasons noted above). On the US side of the 

Poverty Data on Mexico 

 Of Mexico’s 110 million people, 36 percent are children under 17, and 42.6 percent of them live 
in poverty. Many of these children between 12 and 14 years old work for low wages to help 
support their families, and their education often ends after primary school. 

 Using the food-based definition of poverty, 18.2 percent of Mexico’s population lives below the 
poverty line; asset based poverty amounted to more than 47 percent.  

 In 2008, approximately 4 percent of Mexico’s population lived below the international poverty 
line of US$1.25 per day—equalling more than 4 million people. More than 8 percent, close to 9 
million people, lived on less than US$2.00 per day.  

Sources: CIA and World Bank 
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border, the public sector is a significant source of employment; in New Mexico, the Bureau of Labor 
Statistics estimates that the federal government is a major force in the economy, with approximately 12 
percent of total employment—primarily scientific and technical or professional jobs—coming directly or 
indirectly from military spending.xviii Other major sectors of employment in New Mexico are health care, 
protective services, food preparation and serving, and building maintenance. However, median 
household income in the border counties of New Mexico rose only 1.9 percent from 1989 to 1999, and 
unemployment in the border counties of New Mexico was 9.4 percent overall in 2000 (compared to 5.6 
percent for the nation as a whole). KidsCount estimated that 19.4 percent of Latino children in the 
border communities in New Mexico lived in families with no working parent.xix 

Maquiladoras—foreign-owned factories where the inputs come from the US (primarily) and are 
assembled into finished products that are then reimported to the US to be sold —account for one-third 
of manufacturing in Mexico, or 1.2 million workers.xx Mexico created the Border Industrialization 
Program in 1965 to promote maquiladora activity, and the plants were restricted to a 20-km strip along 
the border. Though this geographic restriction has been relaxed, 11 of the 17 cities where maquiladoras 
are principally concentrated are on the US-Mexico border. Industrialization of the region took off in the 
wake of the North American Free Trade Agreement in the mid 1990s, and because production is 
dominated by electronics, transportation, and electrical machinery, the downturn in the US economy 
caused a comparable downturn in activity in this region, which has since stabilized. 

Maternal-Child Health 

Though infant mortality and low birth weight babies occur at a lower rate than the national average (if 
the border region were a state, it would rank 39th in infant mortality and 37th in low birth weight), the 
percentage of births to teenage mothers is high: compared with a 12 percent proportion in the US 
overall, 14 percent of births in the Southwest border region, 17 percent of births in the Texas border 
region, 19 percent of births in the Arizona border region, and 15 percent of births in the New Mexico 
border region are to teen mothers.xxi 

Philanthropy in the Cross-Border Region 

 Foundations and Community Foundations. One effort to address these entrenched systemic issues 
is the US-Mexican Border Philanthropy Partnership (BPP), in which a set of foundations joined 
together in 2002 to build the capacity for philanthropy in the border region. The initial funders, 
Annie E. Casey Foundation, California Endowment, Ford Foundation, Fundacion Gonzalo Rio 
Arronte, Hewlett Foundation, Houston Community Foundation, Inter-American Foundation, J. P. 
Morgan Chase, the W.K. Kellogg Foundation, the McCune Charitable Fund, the Meadows 
Foundation, the C. S. Mott Foundation, and Pfizer, were joined by others until today the BPP has 45 
institutions and is an independent 501c3. BPP has incubated and built the capacity of 20 community 
foundations to offer leadership and mobilize community resources to address the needs of poor 
populations throughout the border region.

xxiii

xxii It has spun off a freestanding entity, the Frontera Asset 
Building Network, which supports projects to build family economic security, including filing income 
taxes and claiming Earned Income Tax Credit; Individual Development Accounts accompanied by 
financial services and education; and help in starting and expanding businesses.  

 Corporate Giving.xxiv Among important corporate donors in the border region are Johnson and 
Johnson, Cemex, GE, and Medtronic Mexico; there has also been corporate philanthropic leadership 
from Mattel, Sony, Sanyo, Kyocera, and GM. However, the maquiladora industry has been less likely 
to give—BPP found that corporate charitable giving in Mexico is substantially lower than in the US. 
Of companies surveyed, 65.5 percent gave less than $10,000 per year in the communities in which 
they were located, and 25.5 percent gave nothing. The BPP’s report identified several factors: 
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maquiladora managers rarely have the authority to give more than $10,000 in charitable 
contributions; the factories are often far from the company’s headquarters; Mexican rules governing 
charitable giving are a barrier; maquiladoras are less likely to give in smaller communities or to 
smaller NGOs, and are more likely to give to education and health than to environmental or social 
justice causes; and NGOs often don’t do enough to reach out to maquiladora managers, seek their 
participation on boards, etc. Contribution intermediaries such as community foundations and Fondo 
Unido (United Way) are improving their capacity to serve as a conduit for corporate contributions.  

Potential Philanthropic and Corporate Partners 
Following are several lists of potential partners, including: US-Mexico Border Philanthropy Partnership 
Members, GIFE Members with a Focus on Northeastern Brazil, potential business partners, and other 
potential funder partners. 

US-Mexico Border Philanthropy Partnership (BPP) Members 

The following list is illustrative of partners in the initiative and not comprehensive: 

 Accion Social En Red 

 Arizona Community Foundation 

 Bay Vista Fund 

 Border Women's Development Fund 

 Brownsville Community Foundation  

 Brush Country & South Texas Foundation/Laredo 

 The California Endowment 

 The Annie E. Casey Foundation 

 Cochise Community Foundation 

 Community Foundation for Southern Arizona  

 Community Foundation of Southern New Mexico 

 El Paso Community Foundation 

 FECHAC 

 Ford Foundation 

 Frontera Women’s Fund  

 Fundación Comunitaria de la Frontera Norte 

 Fundación Comunitaria de Matamoros  

 Fundación Comunitaria de Tecate  

 Fundación del Empresariado Chihuahuense-Juárez  

 Fundación del Empresariado Chihuahuense-Ojinaga  

 Fundación del Empresariado Sonorense-Nogales 

 Fundación Gonzalo Río-Arronte  
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 Fundación Internacional de la Comunidad 

 Fundación Tichi Muñoz 

 William and Flora Hewlett Foundation  

 Houston Endowment  

 Inter-American Foundation  

 International Community Foundation 

 JPMorgan Chase 

 W.K. Kellogg Foundation 

 Laredo Area Community Foundation 

 Mascareñas Foundation  

 The McCune Charitable Foundation  

 Meadows Foundation  

 Charles Stewart Mott Foundation  

 New Mexico Community Foundation 

 Pfizer Inc. 

 The San Diego Foundation 

 Santa Cruz Community Foundation  

 Tejas Foundation  

 Texas Valley Communities Foundation  

 Yuma Community Foundation 

GIFE (Group of Institutes, Foundations, and Enterprises) Members with a Focus on 
Northeastern Brazil 

 Amanco Brazil 

 BASF 

 Braskem 

 Bridgestone Brazil 

 Carrefour 

 Citigroup 

 Fersol 

 Abrinq Foundation 

 Ana Lima Foundation 

 ArcelorMittal Brazil 

 Avina Foundation 

 Bank of Brazil Foundation 
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 Bradesco Foundation 

 Bunge Foundation 

 Cargill Foundation 

 Clemente Mariani Foundation 

 Cultural Foundation Oboe 

 Democrito Rocha Foundation 

 DPaschoal Education Foundation 

 Ford Foundation 

 Iochpe Foundation 

 Itaú Social Foundation 

 Fundação José Silveira 

 Lemann Foundation 

 Nestlé Foundation Brazil 

 Boticário Foundation 

 Odebrecht Foundation 

 Fishing Project Foundation 

 Roberto Marinho Foundation 

 Santillana Foundation 

 Vale Foundation 

 Fundação Victor Civita 

 W.K. Kellogg Foundation 

 Christian Children Fund 

 Gerdau 

 BrasilCred Group 

 IBM Brazil 

 Algar Institute 

 Arcor Institute Brazil 

 Avon Institute 

 Ayrton Senna Institute 

 BM&F Bovespa Institute 

 C & A Institute 

 Camargo Corrêa Institute 

 Coca Cola Brazil Institute 

 Ecofuturo Institute 

 HSBC Solidarity Institute 
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 Invepar Institute 

 Itau Cultural Institute 

 Instituto Lina Galvani 

 Institute Sugarloaf 

 Instituto Paulo Montenegro 

 Profarma Institute 

 Razão Social Institute 

 Ressoar Institute 

 Robert Bosch Institute 

 Ronald McDonald Institute 

 Souza Cruz Institute 

 Unibanco Institute 

 Vivo Institute 

 Votorantim Institute 

 Wal-Mart Institute 

 Intel 

 Ismart 

 Klabin 

 Lojas Renner 

 Microsoft 

 Natura 

 Future Hi 

 Petrobras 

 Philips 

 Politec 

 Santander 

 Serasa Experian 

 TIM Brazil 

 TNT 

 TV Globo 

 Xerox Brazil 
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Potential Business Partners 

Below are top multinational corporations working in the US, Mexico, and Brazil, many of whom have a 
significant track record in corporate social responsibility and sustainability and also have relationships 
with business school partners. All companies would be assessed for their economic, social, and 
environmental practices and policies. In addition, smaller and mid-sized companies would be identified.  

Largest multinationals working in the US, Mexico, and Brazil: 

1. Royal Dutch Shell 

2. Exxon Mobil 

3. Wal-Mart Stores 

4. BP 

5. Chevron 

6. Total 

7. ING Group 

8. Sinopec 

9. Toyota Motor 

10. General Electric 

Other leading companies: 

 ADC  

 Alcoa  

 Amway  

 Baxter  

 Cemex  

 Citigroup  

 Comercial   

 Dole  

 Dow  

 Eaton Corporation  

 Eddie Bauer  

 Femsa  

 Fluor Corporation  

 Grupo Carso  

 Grupo Gigante  

 Grupo Imsa  

 Hewlett Packard  

 IBM  

 Intel Corporation  
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 Johnson & Johnson  

 Koch Industries Inc.  

 Kodak  

 Kraft Foods  

 Medtronic  

 Merck 

 Microsoft  

 Nike  

 Olin  

 Owens Corning  

 Petrobras  

 Petrobras Distribuidora  

 Procter & Gamble 

 Tele Norte Leste  

 Telecom Carso Global  

 Telemar  

 Telesp  

 Telmex  

 UPS 

Potential Funder Partners 

Below is a list of foundations working cross-border as well as a list of the top ten largest funders in the 
US, Mexico, and Brazil. 

Top Ten Largest Funders in US, Mexico, and Brazil 

Foundations Total Assets Total Giving 

Bill & Melinda Gates Foundation $33,912,320,600 $3,055,067,596 

Howard Hughes Medical Institute $16,013,482,000 $101,000,000 

The Ford Foundation $10,881,598,073 $468,301,444 

The William and Flora Hewlett Foundation  $7,377,414,000 $358,100,000 

W. K. Kellogg Foundation $7,238,160,845 $270,011,667 

John D. and Catherine T. MacArthur Foundation $5,237,796,061 $298,527,310 

Charles Stewart Mott Foundation $2,080,000,000 $112,542,064 

Open Society Institute $1,102,893,795 $71,335,004 

Alcoa Foundation $392,033,495 $26,193,332 

The Kohlberg Foundation, Inc. $278,597,906 $14,449,083 
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Foundations Working Cross-Border 

 Actionaid  

 Agilent Technologies  

 Aid to Artisans, Inc.  
 Akzo Nobel  

 Alpha One Foundation, Inc.  
 American Jewish World Service  

 America's Development Foundation  

 Americas Society  
 Amigos de las Americas  

 The Angelica Foundation  
 AstraZeneca  

 Francois-Xavier Bagnoud Foundation  

 Canadian International Development Agency  
 Center for International Private Enterprise  

 The Commonwealth Foundation  

 Compton Foundation  
 Conservation, Food and Health Foundation, Inc.  

 Cottonwood Foundation  
 Diageo  

 The Earth and Space Foundation  

 EDS  
 Engineering Information Foundation  

 European Community Humanitarian Office  
 Foundation for International Community Assistance (FINCA)-Americas  

 Ford Foundation  

 Foundation for Deep Ecology  
 Fundacion Acceso  

 Fundación Banco Popular  

 Fundaçao Roberto Marinho [Brazil]  
 Fundación México Unido [Mexico]  

 Bill and Melinda Gates Foundation  
 General Service Foundation  

 GlaxoSmithKline  

 Global Fund for Women  
 Richard and Rhoda Goldman Fund  

 Green Mountain Coffee Growers  



HEADWATERS| A38 
 

 The Heifer Project International  

 Hewlett Foundation, William and Flora  
 Hispanic Community Foundation  

 Institute of the Americas  
 Inter-American Foundation  

 Intercultural Center for Research and Education  

 International Centre for Human Rights and Democratic Development  
 International Community Foundation  

 International Women's Health Coalition  

 International Youth Foundation  
 Izumi Foundation  

 Jean Jaures Foundation  
 Juvenile Diabetes Foundation International  

 The J.M. Kaplan Fund  

 Lyondell  
 John D. and Catherine T. MacArthur Foundation  

 The John & Mary Markle Foundation  
 Medicins Sans Frontieres  

 Andrew W. Mellon Foundation  

 George Cedric Metcalf Charitable Foundation  
 Netherlands Organization for International Development Cooperation  

 Novartis Foundation for Sustainable Development  

 Open Society Institute  
 David and Lucile Packard Foundation  

 Pan American Development Foundation  
 Phelps Dodge Corporation  

 Pioneer  

 The Prospect Hill Foundation, Inc.  
 SC Johnson  

 Schlumberger  
 The Stewardship Foundation  

 Summit Foundation  

 The Tinker Foundation, Inc.  

 Weeden Foundation 
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i Evaluation of the Border Philanthropy Partnership Phase II by Renee Berger and Diana Bermudez, September 
2009, www.sfteamworks.com/engsum.pdf 
ii Ibid. 
iii From US Census data by state, quickfacts.census.gov/qfd/states/06/06073.html 
iv David R. Ayon, “Developing the US-Mexico Cross-Border Region for a Prosperous and Secure Relationship,” Baker 
Center white paper (Rice University, March 29, 2007), p. 6 
v Ibid. 
vi US-Mexico Border Fact Sheet: Demographic Profile (San Antonio: La Fe Policy Research and Education Center, 
2010). 
vii US Mexico Border Health Commission, “The Border at a Glance.” 
viii David R. Ayon, “Developing the US-Mexico Cross-Border Region for a Prosperous and Secure Relationship,” 
Baker Center white paper (Rice University, March 29, 2007), p. 5 
ix CHC Border Health Policy Forum, “The U.S./Mexico Border: Demographic, Socio-Economic, and Health Issues 
Profile I” (Albuquerque: La Fe Policy and Advocacy Center, December 2006). 
x UCSD international demographic center 
xi BPP evaluation 
xii CIA World Factbook, Mexico, https://www.cia.gov/library/publications/the-world-factbook/geos/mx.html 
xiii Ibid. 
xiv US Mexico Border Health Commission. 
xv KidsCount (Annie E. Casey Foundation), A Snapshot of Children on the New Mexico Border, p. 2.  
xvi CHC Border Health Policy Forum. 
xvii IADB, May 2010, http://www.migrationinformation.org/feature/display.cfm?ID=784 
xviii Bureau of Labor Statistics, 2010, http://www.bls.gov/oes/current/oes_nm.htm#00-0000 
xix KidsCount, “Snapshot of Kids on the New Mexico Border,” p. 3. 
xx All data in this section come from Jesus Canas and Robert W. Gilmer, “The Maquiladora’s Changing Geography,” 
Federal Reserve Bank of Dallas, http://www,dallasfed.org/research/swe/2009/swe0902c.cfm 
xxi Ibid. 
xxii http://www.borderpartnership.org/ourstory/history.html 
xxiii Border Philanthropy Partnership Phase II.  
xxivAll data in this section come from a 2006 report commissioned by the BPP on corporate giving trends in the 
border region, www.synergos.org/knowledge/06/bordercorporategiving.pdf 
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Appendix C 
Advisory Group Members 

 Graziella Comini, Universidade de São Paulo 

 Ligia Maura Costa, Escola de Administração de Empresas de São Paulo da Fundação Getulio Vargas 

 Catherine Dolan, University of Oxford 

 Antonio Lloret, Instituto Tecnológico Autónomo de México 

 Sendhil Mullainathan, Harvard University 

 Rafael Ramirez, University of Oxford 

 Diego Sánchez-Ancochea, University of Oxford 

 Peter Tufano, Harvard Business School 
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Appendix D 
Interviewees 

 Jawdat Abu-El-Haj, Federal University of Ceará 

 Elsy Alcalá, Socia de Grupo de Economistas y Asociados 

 Gabriel Berger, Universidad de San Andrés 

 Anthony Berkley, W.K. Kellogg Foundation 

 Beatrice Briggs, International Institute for Facilitation and Change 

 Juan Pablo Calderón, Universidad Anáhuac 

 Jesus Campos, Grupo Jade 

 Enrique Cárdenas, El Centro de Estudios Espinosa Yglesias 

 Andy Carey, US-Mexico Border Philanthropy Partnership  

 Graziella Comini, Universidade de São Paulo 

 Ligia Maura Costa, Escola de Administração de Empresas de São Paulo da Fundação Getulio Vargas 

 Carlos Danel, Compartamos 

 Kriss Deiglmeier, Stanford Graduate School of Business 

 David Del Ser, Frogtek 

 Fernando Diez Torres, CiNiA 

 Catherine Dolan, University of Oxford 

 Sandra Dunsmore, Open Society Foundation 

 Jed Emerson, Blended Value 

 Fernando Fabre, Endeavor Mexico 

 Pablo Farías, The Ford Foundation 

 Hernán Fernandez, Angel Ventures 

 Rodrigo Gallegos, Instituto Mexicano para la Competitividad 

 Fausto Gurrea, Government of Mexico 

 C.R. Hibbs, The William and Flora Hewlett Foundation 

 Inocencio Higuera, Centro de Investigacion Ciencia de Yucatán 

 Stephen Huddart, The J.W. McConnell Family Foundation 

 Paula Hurtado, Ciudadania 2.0 

 Jaime Jimenez, National Autonomous University of Mexico 

 Fred Keller, Cascade Engineering 

 Didier Lambin, Danone 

 Kelly Lauber, Nike, Inc. 

 Antonio Lloret, Instituto Tecnológico Autónomo de México 
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 Lynn Lohr, TransFair USA 

 Gerardo Lozano, Instituto Tecnológico y de Estudios Superiores de Monterrey, EGADE 

 Pauline McKee, Wholesome Sweeteners 

 Rob Michalak, Ben & Jerry's 

 Israel Moreno, Cemex 

 Ricardo Mujica, Government of Mexico 

 Sendhil Mullainathan, Harvard University 

 Matt Nash, Duke University 

 Roberto Newell, Instituto Mexicano para la Competitividad 

 Francesco Piazzesi, ¡Échale! A tu casa/Ecoblock International 

 Lawrence Pratt, INCAE Business School 

 Rafael Ramirez, University of Oxford 

 Kash Rangan, Harvard Business School 

 E.J. Reedy, Ewing Marion Kauffman Foundation 

 Thomas Reis, W.K. Kellogg Foundation 

 Álvaro Rodríguez Arregui, IGNIA Partners, LLC 

 Katherine Rosenberg,  Grameen America 

 Fernando Rossetti, Grupo de Institutos, Fundações e Empresas 

 Judith Samuelson, The Aspen Institute 

 Diego Sánchez-Ancochea, University of Oxford 

 Stephanie Schmidt, Ashoka 

 Amy Shannon, Charles Stewart Mott Foundation 

 J. Anthony Sheldon, Yale School of Management 

 Nora Silver, University of California, Berkeley Haas School of Business 

 Martha Smith de Rangel, Fundemex 

 Maureen Smyth, Charles Stewart Mott Foundation 

 Amalia Souza, Centro de Apoio SocioAmbiental 

 Julie Sunderland, Bill & Melinda Gates Foundation 

 E. Miguel Szekely Sánchez, National Autonomous University of Mexico 

 Peter Tufano, Harvard Business School 

 Edmundo Vallejo Venegas, El Instituto Panamericano de Alta Dirección de Empresa 

 Nadir Vela, New Ventures Mexico 

 Michael Yates, USAID 
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Appendix E 
Interview Questions 

The following questions were used to guide conversations with interviewees. 

 What has been your experience with or observation of business roles or business practice in 
alleviating poverty in Mexico, Brazil, and the US? 

 What are examples of success? 

 How are business and business schools working effectively with communities? What are some 
examples? 

 What are your concerns around business engagement in social change? What are examples of 
failure and challenges? 

 What are opportunity areas for business and business schools achieving multiple bottom lines—
financial, social, environmental?  

 What do you believe is the intersection between business and social policy? What are some 
examples of this? 

 Who are thought leaders in the field? (Private, philanthropic, NGO, academic sectors, etc.) 

 What are the best ways to share our research? 
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Appendix F 
FES Interviewees 

Experts 

 Harvard University—Peter Tufano, Sylvan C. Coleman Professor of Financial Management and Senior 
Associate Dean for Planning and University Affairs 

 Independent Consultant—Jennifer Phillips 

 MDRC—Robert Ivry, Senior Vice President - Development and External Affairs 

 Michigan League for Human Services—Sharon Parks, President and CEO 

 Mississippi Economic Policy Center—Ed Sivak, Executive Director  

 New Mexico Voices for Children—Eric Griego, Executive Director 

 New York University—Larry Aber, Professor of Applied Psychology and Public Policy 

 Workforce Strategy Center—Julian Alssid, Executive Director 

 Workforce Strategy Center— Melissa Goldberg, Senior Associate 

 University of Minnesota—Jodi Sandfort, Associate Professor, Humphrey Institute of Public Affairs 

Funders 

 Ford Foundation—Amy Brown, Program Officer 

 Ford Foundation—Kilolo Kijakazi, Program Officer - Economic Development 

 Ford Foundation—Helen Neuborne, Director of Quality Employment 

 Gates Foundation—Jodi Nelson, Senior Officer - Impact Planning and Improvement, Global 
Development 

 Gates Foundation—Nisha Patel, Program Officer 

 Gates Foundation—David Wertheimer, Senior Program Officer 

 Joyce Foundation—Whitney Smith, Program Manager - Employment  

 Kresge Foundation—Wendy Jackson, Senior Program Officer 

 Lumina Foundation—Tina Gridiron Smith, Senior Program Officer 

 MacArthur Foundation—Craig Howard, Director of Community and Economic Development for the 
Program on Human and Community Development 

 Mott Foundation—Benita Melton, Program Officer - Pathways out of Poverty  

 Open Society Institute—Mimi Corcoran, Director - Special Fund for Poverty Alleviation 

 Surdna Foundation—Kim Burnett, Director for Community Revitalization 

Grantees 

 Calhoun County Guardian d/b/a Guardian Finance and Advocacy Service—Jacqueline DeHann, CEO 
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 Center for Economic Progress—Jackie Coleman, Director of Capacity Building and Training 

 Corporation for Enterprise Development—Andrea Levere, President 

 Harvard University—Sendhil Mullainathan, Professor of Economics 

 Local Initiatives Support Corporation—Kevin Jordan, Program Director - Family Income and Wealth 
Building 

 Los Angeles Alliance for a New Economy—Madeline Janis, Executive Director 

 Michigan Association of United Ways, Inc—Nancy Lindman, Director, Public Policy and Strategic 
Relations 

Kellogg Foundation 

 Melissa Bradley, Consultant to the W.K. Kellogg Foundation 

 Jessica Coloma, Program Manager 

 John Goldstein, Co-Founder and Managing Director, Imprint Capital, and consultant to the W.K. 
Kellogg Foundation 

 Hulian Yang Krenn, Program Officer 

 Anne Mosle, Vice President for Programs 

 Tom Reis, Director of Mission Driven Investments 

 Paula Sammons, Program Manager 

 Alicia Santiago-Gancer, Program Specialist 

 Marjorie Sims, Program Officer 

 Alandra Washington, Deputy Director 

 Ali Webb, Program Officer 

 Patti Wilson, Assistant to the VP for Programs 
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Appendix G 

Key Players by Business Strategy 

This appendix includes examples and illustrations of some key businesses and organizations in the US, 
Mexico, and Brazil engaged in microfinance and corporate social responsibility, and supporting 
cooperative businesses. These are names that kept emerging in our research and conversations. A more 
exhaustive list that could be compiled in future phases of research. Also included is a list of key 
individuals in philanthropy, business schools, and the private, public, and third sectors. 

Microfinance 
US 

 The Corporation for Enterprise Development (CFED), an organization devoted to expanding 
economic opportunity to alleviate poverty in the United States through work at the local, state, and 
federal levels, has been a key supporter of microfinance and microenterprise since its inception. In 
1983, it started the HUB Project on Women's Enterprise, which influenced the development of the 
microenterprise field in the US. Later, in 1991, it incubated the Association for Enterprise 
Opportunity, the trade association for microenterprise. 

 Opportunity Finance Network (OFN) is the leading network of private community development 
financial institutions (CDFIs) that identifies and invests in opportunities to benefit low-income and 
low-wealth people in the US. Its mission is to lead the opportunity finance system to scale through 
financing, knowledge sharing, and policy. 

 Association for Enterprise Opportunity (AEO) is a national trade organization and the leading 
proponent of microenterprise development in the United States. It supports the development of 
strong and effective US microenterprise initiatives to assist underserved entrepreneurs in starting, 
stabilizing, and expanding businesses and to foster greater understanding of the importance of 
microenterprise to the US economy. It accomplishes this through a mix of special initiatives focused 
on particular issues or interest groups (women, rural, capacity, etc.), advocacy, and research. 

 ACCION USA (AUSA) is one of the country's largest microlenders and has provided over $119 million 
in over 19,500 microloans since its inception in 1991. The domestic arm of ACCION International, it 
currently serves more than 3,000 active borrowers across 46 states through a combination of direct 
lending offices and a network of affiliate organizations. Its mission is to empower low- to moderate- 
income business owners through access to capital and financial education. In total, AUSA and its 
affiliates provide 75 percent of microloan services in the United States. 

 Grameen America (GA) was founded on the belief that the highly successful model of Grameen 
Bank in Bangladesh could be applied to communities across America. With operations in New York 
(New York City, Manhattan, and Brooklyn) and Omaha, Nebraska, and plans to expand to San 
Francisco, Boston, Washington, DC, Charlotte, North Carolina, and a few other locations, GA 
provides microloans and other financial services to individuals living below the U.S. poverty line who 
want to start or grow a small business. GA started operations in January 2008, in the midst of the 
financial crisis, and has since served more than 4,000 borrowers in New York City and Omaha, 
Nebraska, with more than $9 million worth of microloans.  
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Mexico  

 PRONAFIM (Programa Nacional de Financiamiento al Microempresario). Located within the 
Ministry of Finance and Public Credit (Secretaría de Hacienda y Crédito Público, SHCP), PRONAFIM is 
a federal program created to assist in the establishment and consolidation of the microfinance 
sector. It offers some small loans to microfinance providers and provides technical support and 
capacity training to the sector more broadly. 

 BANSEFI (Banco de Servicios Financieros) is a state-based bank that provides savings services to 2 
million customers in 500 branches across the country. After the 2001 regulatory changes, BANSEFI 
worked closely with the microfinance sector to help providers enter into the new regulatory 
framework. This created some confusion about BANSEFI’s role: they provided technical capacity to 
solidify the sector; were seen as partially enforcing the new regulations and thus as somewhat 
threatening to institutions that were not confident in their financial sustainability; and also as 
competition because they offered savings. BANSEFI’s multiple roles eroded its effectiveness in 
partnering with and strengthening the microfinance sector. 

 Compartamos. One noteworthy and sometimes controversial example of a successful Mexican MFI 
is Compartamos. Originally established as an NGO in 1990 by two former Harvard Business School 
students who were inspired by what they had learned about the Grameen Bank, Compartamos went 
public in 2007 with the region’s first IPO (initial public offering). The IPO was hugely successful, 
generated over $458 million, and—perhaps more important—drew investors’ attention to the 
microfinance sector. While Mexico had provided initial state-based funding, the policies that 
encouraged commercialization and the entry of private capital made this possible. 

Brazil 

 Ministry of Labor. The National Program of Productively-Oriented Microcredit (PNMPO, Programa 
Nacional de Microcrédito Produtivo Orientado) was established as part of the Federal Ministry of 
Labor in 2005. Under the policy of generating employment and income, the objectives of PNMPO 
are to make resources available for productively oriented microcredit and offer technical support to 
microcredit institutions, with an eye toward strengthening these institutions.  For the PNMPO, 
microentrepreneurs are those people (or their businesses) of productive activity with an annual 
gross income of R$120,000. 

 National Development Bank. From 1996 to 2003, BNDES (Banco Nacional de Desenvolvimento 
Econômico e Social) developed the PCPC (Programa de Crédito Produtivo Popular), which was 
essential to help the formation of the microfinance industry through OSCIPs and SCMs, helping with 
over R$44.6 million; from 2003 to 2005, and the Programa of Microcrédito (PM), which sought to 
coordinate various actors of civil society with the public sector with the ultimate goal of reducing 
the cost for the microentrepreneur. This program provided around R$7.6 million in credit.  

 State-owned banks. Banco do Brasil is a state-owned bank that offers microfinance services. Banco 
do Brasil established a subsidiary, Banco Popular do Brasil, to promote microfinance, but this 
institution has been reabsorbed into its parent due to failure to meet targets; rates of non-
performance were higher than expected. Caixa Econômica is also a state-owned bank that manages 
the country’s lottery network and distributes government benefits. Regulatory changes in 2004 
created a new type of savings account, called a simplified current account, in an effort to offer 
financial service to low-income individuals.  Most of these accounts, however, are housed in these 
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two state-owned banks; the high transaction costs associated with these accounts discouraged 
commercial banks from offering them. 

Cooperative Business 
US 

 U.S. Overseas Cooperative Development (OCDC) was formed in 1968 to coordinate activities of 
member cooperatives engaged in international cooperative development. Members represent 
diverse economic sectors including agriculture, finance, insurance, rural electrification, 
telecommunications, housing, and community building. In the US, member organizations encompass 
more than 22,000 cooperatives with approximately 100 million member-owners. International 
development activities by OCDC members provide expertise and support to nearly 5,000 
cooperatives serving 130 million people in 100 countries. The projects and activities of OCDC 
members are delivered in partnership with U.S. government agencies (75 percent), foreign 
governments (16 percent), and multilateral agencies, foundations, and corporations (9 percent). 

 National Cooperative Business Association (NCBA) was founded in 1916 (originally as the 
Cooperative League of America and later the Cooperative League of the USA), and was the first 
national organization for cooperatives. NCBA is dedicated to developing, advancing, and protecting 
cooperatives and demonstrating that cooperatives are a better business model for providing 
domestic and global social and economic progress. As the national voice for cooperatives of all types 
across all industries, NCBA helps cooperatives compete in a changing economic and political 
environment. NCBA’s programs to help cooperatives strengthen their businesses include: education, 
cooperative development, communications, public policy, member services, and international 
development. 

Mexico 

 DESMI—Desarrollo Económico Social de los Mexicanos Indígenas (Social and Economic 
Development of Indigenous Mexicans) is one of the oldest and most reputable community-based 
organizations in Chiapas. DESMI provides a variety of financial, organizational, and technical 
assistance to cooperatives and community groups. 

 K’inal Antzetik began in 1991 when a group of Indigenous women weavers came together to pool 
their skills and use joint marketing strategies to try to increase their income. In addition to providing 
technical support for community cooperatives, the group also conducts education and literacy 
programs and other leadership development trainings for women. One of the group’s largest 
projects is a weaving cooperative in San Cristobal, Chiapas, which provides 350 members with 
economic and educational opportunities. 

 Caja Inmaculada, S.C. de A.P. de R.L. de C.V. was the first cooperative savings and loan in Mexico, 
founded in 1955 by factory workers seeking an alternative to the usurious interest rates charged by 
moneylenders. They now operate 15 offices in states in central Mexico, offering a wide variety of 
financial services. 

Brazil 

 The Brazilian Cooperative Organization (OCB) was created in 1969 as a representative of national 
cooperative interests. In 1988, a new constitution included language that mandated the autonomy 
of and state support for cooperatives. In 1998, the National Cooperative Learning Service was 
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created which, along with the OCB, is responsible for the education, professional training, and social 
organization and promotion of workers, members, and employees of Brazilian cooperatives. 

Corporate Social Responsibility 
 AccountAbility is a leading global think tank and consultancy providing innovative solutions to the 

most critical challenges in corporate responsibility and sustainable development. Since 1995 it has 
helped corporations, non-profits, and governments embed ethical, environmental, social, and 
governance accountability into their organizational DNA. AccountAbility brings together leading-
edge research, widely-recognised standards, and strategic advisory services to deliver practical 
solutions for its clients.  

 The Aspen Institute’s Business and Society Program is dedicated to developing leaders for a 
sustainable global society. Through dialogues and path-breaking research, it creates opportunities 
for executives and educators to explore new pathways to sustainability and values-based leadership. 

 Founded in 1985, the Boston College Center for Corporate Citizenship is a membership-based 
research organization associated with the Carroll School of Management. It is focused on research, 
executive education, and partnerships with its 350 corporate members and is committed to helping 
business leverage its social, economic, and human assets to ensure both its success and a more just 
and sustainable world. 

 A leader in corporate responsibility since 1992, Business for Social Responsibility (BSR) works with 
its global network of more than 250 member companies to develop sustainable business strategies 
and solutions through consulting, research, and cross-sector collaboration. With offices in Asia, 
Europe, and North America, BSR uses its expertise in the environment, human rights, economic 
development, and governance and accountability to guide global companies toward creating a just 
and sustainable world. 

 The Business Civic Leadership Center (BCLC) is a 501(c)3 affiliate of the U.S. Chamber of Commerce, 
the world's largest business federation. BCLC is the U.S. Chamber's resource and voice for 
businesses and their social and philanthropic interests. Its mission is to advance the positive role of 
business in society. BCLC works with leaders from the business, government, and nonprofit sectors 
to address and act on shared goals. 

Brazil 

 Instituto Ethos (“Ethos Institute”): Brazil’s Ethos Institute is a not-for-profit organization established 
in 1998 with the mission to “mobilize, encourage, and help companies manage their business in a 
socially responsible way, making them partners in building a sustainable and fair society.” The 
organization has more than 1,300 member companies in Brazil, including most of the country’s 
largest firms. In 2002, the Institute developed the Ethos Indicators, which played a large role in 
propagating the concept of CSR throughout the private sector. The Institute was founded by the 
same individual who created the World Social Forum, an annual meeting of global leaders 
concerned with North-South equity and sustainable development that sees itself as the anti-Davos. 
Ethos creates and manages projects and tools intended to support the social role of business and 
have become prominent for its annual international conference which gathers thought leaders on 
CSR, social enterprise, and other aspects of business’ role in society. It is a focal point for CSR in all of 
Latin America and other emerging markets.   

 SustainAbility. A global corporation founded in 1987 with the mission of advancing sustainability, 
the organization has had an influence with its regular evaluations of CSR reports. SustainAbility 
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ranks corporations’ self-reporting based on governance, management, presentation (how well the 
report communicates), and accessibility and transparency, and has twice done country-specific 
reports on Brazil.  

 Brazil’s Centro de Empreendedorismo Social e Administração em Terceiro Setor (CEATS or “Center 
for Social Entrepreneurship and Third Sector Management”):  Brazil’s CEATS is an example of 
leadership by a Latin American business school. CEATS is a program of the prominent Fundação 
Instituto de Administração (FIA), which was founded in one of Brazil’s best business schools, the 
Universidade de São Paulo, to promote improved social management. CEATS has grown in 
prominence in Brazil and now develops case studies, research, and education programs as well as 
undertaking consulting and training on the management of sustainable development and social 
entrepreneurship for Brazilian firms.  

Mexico 

 Centro Mexicano para la Filantropía (CEMEFI): More than 20 foreign and Mexican organizations 
and networks are active in promoting CSR in the country, but the main NGO involved in CSR 
promotion is CEMEFI. Part of the International Development Bank-supported Forum Empresa, along 
with its general focus on expanding philanthropy in Mexico, CEMEFI provides advice and public 
information on CSR. CEMEFI is best known for its benchmarking and award program, through which 
firms that meet certain goals established by CEMEFI may pay for the its CSR benchmark and publicly 
receive the Empresa Socialmente Responsable (ESR) award. The award is valid for one year and 
allows businesses to advertise with the CEMEFI logo. Most CEMEFI members are MNCs operating in 
Mexico or members of the MEX-20. Critics point out that the companies report only on what they 
want to and that the self-reporting is not verified by a third party.  

 Unión Social de Empresarios de México (USEM): USEM works to promote CSR in domestically 
oriented Mexican firms, often working with SMEs. Using a broadly Catholic social doctrine, USEM 
works to promote ethical drivers for CSR among Mexican managers. The group also argues for the 
importance of extrinsic drivers such as certifications and standards in the Mexican business context. 
USEM’s perspective on CSR is less aligned to views of CSR as a core practice throughout the firm 
than is CEMEFI’s, and it reflects a more distinctively “Mexican” than global view of CSR standards. 
“The USEM works primarily with leaders, but within enterprises the social doctrine should be 
transmitted to employees at all levels. The organization does not provide a model to implement 
CSR, such as a normative standard or a set of requirements.” USEM’s emphasis on “soft” CSR 
promotion strategies centered on personal ethics and responsibility makes it unique, and this 
perspective has gained acceptance among many (particularly family-run) Mexican firms. 

Social Enterprise 
 The Skoll World Forum on Social Entrepreneurship is the premier, international platform for 

accelerating entrepreneurial approaches and innovative solutions to the world’s most pressing 
social issues. Each year since 2004, 800 delegates from the social, finance, private and public sectors 
convene in Oxford for three days of critical debates, discussions, and work sessions aimed at 
innovating, accelerating and scaling solutions to social challenges. The Forum is a program of the 
Skoll Foundation and is co-produced with the Skoll Centre for Social Entrepreneurship at the Saïd 
Business School, Oxford University. 

 Social Enterprise Alliance (SEA) is the leading membership organization in North America for social 
enterprises, service providers, nonprofit organizations, corporations, and venture capitalists that is 
actively building the field of social enterprise through networking opportunities, educational forums, 
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strategic partnerships, and impact legislation. SEA connects the growing community of social 
enterprise—including its nearly 700 members—by hosting learning and networking opportunities 
among social enterprises, foundations, lenders, educators, corporations, and service providers in 
regional hotspots throughout the United States and Canada. 

 SOCAP is a multi-platform organization dedicated to the flow of capital towards social good. Its 
event series connect innovators worldwide—investors, foundations, institutions, and social 
entrepreneurs—to build a market at the intersection of money and meaning. SOCAP has received 
global recognition as a leader in the social capital space. 

 The Social Enterprise World Forum (SEWF) engages social enterprises around the globe. The SEWF 
emerged from national social enterprise support agencies in the UK seeking a means to collaborate 
and advance social enterprise development throughout the world. First held in Scotland in 2008, the 
SEWF was the first international gathering of practitioners and support agencies dealing exclusively 
with social enterprise. It brought together social enterprise leaders and champions from all 
continents to collaborate, share best practices and plan future developments. The 2011 Forum is 
being held in South Africa with a theme of “social enterprise as a catalyst for sustainable 
development.” 

 Social Enterprise Knowledge Network (SEKN) was founded in 2001 by the Initiative on Social 
Enterprises at Harvard Business School along with business schools in Costa Rica, Mexico, Chile, 
Columbia, Argentina, and Brazil with a goal of “promoting vibrant social enterprise education 
programs in the leading Latin American business schools. SEKN has the vision of strengthening the 
capacity of Latin American business schools to leverage the power of social enterprises and make a 
global impact. 

Top Funders in Mexico and Brazil 
 Bill & Melinda Gates Foundation 

 Sylvia Mathews Burwell, President, Global Development Program 

 Geeta Rao Gupta, Senior Fellow, Global Development Program 

 The Ford Foundation 

 Pablo J. Farías, Vice President, Economic Opportunity and Assets 

 Frank DeGiovanni, Director, Financial Assets Unit 

 Kimberly Krasevac-Szekely, Program Officer, Mexico and Central America Team 

 Susan Bird, Program Officer, Mexico and Central America Team 

 Denise Dourado Dora, Senior Program Officer, Brazil 

 The William and Flora Hewlett Foundation  

 C.R. Hibbs, Program Officer and Managing Director for Mexico, Global Development 

 Linda Frey, Program Officer, Global Development 

 Guadalupe Mendoza Trejo, Program Officer, Global Development 

 Charles Stewart Mott Foundation 

 Douglas Patiño, Trustee 
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 Maureen H. Smyth, Senior Vice President, Programs and Communications 

 Jack A. Litzenberg, Interim Program Director, Pathways Out of Poverty 

 Benita Melton, Program Officer 

 Amy Shannon, Program Officer 

 Open Society Institute 

 Sandra Dunsmore, Regional Director, Latin America Program 

 David Holiday, Senior Program Officer, Latin America Program 

 Vonda Brown, Program Officer, Latin America Program 

 Cathy Ross, Program Officer, Latin America Program 

 Victoria Wigodzky, Program Officer, Latin America Program 

 Maryam Elahi, Director, International Women's Program 

 Alcoa Foundation 

 Scott Hudson, Manager, Global Initiatives and Program Development   

 The Kohlberg Foundation, Inc. 

 Renu Saini, Program Officer 

Other Funders Working Cross-Border 
 El Paso Community Foundation  

 Virginia Martinez, President 

 Janice Windle, President Emeritus 

 Eric Pearson, Executive Vice President 

 Conrad N. Hilton Foundation 

 Shaheen Kassim-Lakha, Director, International Programs 

 Braimah Apambire, Senior Program Officer, International Programs and Senior Advisor, WASH 

 Gregory Anderson, Program Officer, International Programs 

 The Inter-American Foundation 

 Jill Wheeler, Regional Director for Central America and Mexico 

 Wilbur Wright, Regional Director for South America and Caribbean 

 Medtronic Foundation 

 David Etzwiler, Executive Director and Vice President of Community Affairs, Medtronic  

 Heather Hudnut Page, Director, Medtronic Foundation and Community Affairs 

 Luc Giraud-Guigues, Manager, International Programs 

 Nike Foundation 
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 Maria Eitel, Founding CEO and President 

 Leslie Lane, Managing Director and Vice President 

 Caroline Whaley, Managing Director, Girl Hub  

 Other Funders: 

 Mercedes Aragones y Ruiperez, President of the Board, Centro Mexicano para la Filantropía 
(CEMEFI) 

 Manuel Arango , Director, Centro Mexicano para la Filantropía (CEMEFI) 

 Andy Carey, Executive Director, US-Mexico Border Philanthropy Partnership 

 Bob Giloth, Vice President, Center for Family Economic Success and Community Change,   

 Richard Kiy, President and CEO, International Community Foundation, The Annie E. Casey 
Foundation 

 Alejandro Legorreta, CEO, Sabino Capital and Fundacion Andar 

 David Myhre, Director, Microfinance, The MasterCard Foundation 

 Fernando Rossetti, Director, GIFE - Grupo de Institutos, Fundações e Empresas 

 Martha Smith de Rangel, Executive President, Fundemex 

 Amalia Souza, Executive Director, Centro de Apoio SocioAmbiental 

Hispanics in Philanthropy Affiliates 
 Isabel Allende, Founder, The Isabel Allende Foundation 

 Frank Alvarez, President & CEO, Hispanic Scholarship Fund 

 Lisa Arévalo, Vice President and Latino Remittance Acquisition Marketing Manager, Wells Fargo 
Bank 

 Andrea Bazan-Mason, President, Triangle Community Foundation 

 Aixa Beauchamp, Consultant and Individual Donor 

 Diana Campoamor, President, Hispanics in Philanthropy 

 Nelson Colón, President & CEO, Puerto Rico Community Foundation 

 Cristina Eguizábal, Director of the Latin American and Caribbean Center, Florida International 
University 

 Herman Gallegos, Retired Corporate and Foundation Director  

 John Govea, Senior Program Officer, Robert Wood Johnson Foundation 

 Sandra Hernandez, Chief Executive Officer, The San Francisco Foundation 

 Alberto Ibargüen, President and CEO, John S. and James L. Knight Foundation 

 Gara LaMarche, CEO, The Atlantic Philanthropies 

 Julio Marcial, Program Director, The California Wellness Foundation 

 Luz Vega-Marquis, President, Marguerite Casey Foundation 
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 Kica Matos, Program Executive & Head, U.S. Reconciliation and Human Rights Program, The Atlantic 
Philanthropies (USA) Inc. 

 Robert McKay, Executive Director, McKay Foundation 

 Ricardo A. Millett, Trustee, Association of Black Foundation Executives 

 Wenda W. Moore, Trustee, W.K. Kellogg Foundation (Co-Chair) 

 Marcela Orvañanos de Rovzar, Founder, Procura A.C 

 Janice Petrovich, Philanthropic Consultant 

 Arelis M. Rodriguez, Executive Director, Fundacion Falconbridge 

 Pablo Rodriguez, M.D., Chairman, The Rhode Island Foundation 

 Antonio Romero, Executive Director, American Civil Liberties Union 

 Robert Ross, President & CEO, The California Endowment 

 G. Albert Ruesga, Vice President for Programs and Communications, The Eugene & Agnes E. Meyer 
Foundation 

 Tara Sandercock, Vice President, Programs, Community Foundation of Greater Greensboro 

 Paul Spivey, Search Consultant, Phillips Oppenheim 

 Vivian Vasallo, Senior Director, AARP Foundation 

 Phillippe Wallace, CFO and Treasurer, College Access Foundation of California 

 Colburn S. Wilbur, Trustee, The David and Lucile Packard Foundation 

Business Schools 
 Instituto Tecnológico Autónomo de México (ITAM) 

 Joaquin Carlos Alcerreca, Dean  

 Michael Layton, Professor and Director of the Project on Philanthropy and Civil Society 

 Instituto Tecnológico y de Estudios Superiores de Monterrey (ITESM), Campus Monterrey  

 Gerardo Lozano, Associate Professor 

 Escola de Administração de Empresas de São Paulo da Fundação Getulio Vargas (FGV-EAESP) 

 Lauro Gonzalez, Coordinator, Microfinance Study Center (GVcemf) and Professor of Finance 

 Mário Monzoni, Founder and Director, Center for Sustainability Studies 

 Universidade de São Paulo (USP) 

 Graziella Comini, Professor 

 Maria Fischer, Professor 

 INCAE Business School  

 Lawrence Pratt, Director of the Latin American Center for Competitiveness and Sustainable 
Development (CLACDS) and Founder, Sustainable Markets Intelligence Center 

 Universidad de San Andrés 
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 Gabriel Berger, Professor 

 Jorge Forteza, Chairman of the Board of Directors and Professor of Business Competitiveness, 
Regions and Countries  

 Harvard Business School  

 James Austin, Eliot I. Snider and Family Professor of Business Administration, Emeritus 

 Michael Chu, Senior Lecturer, Initiative on Social Enterprise of the General Management Group  

 Kash Rangan, Malcolm P. McNair Professor of Marketing and Co-Chairman, Social Enterprise 
Initiative 

 Andrés Velasco, Professor of Development Finance, Harvard University    

 University of Oxford 

 Leigh Payne, Professor, Sociology of Latin America, St. Antony’s College 

 Other Schools 

 J. Lawrence Aber, Distinguished Professor of Applied Psychology and Public Policy, New York 
University 

 Sally Blount, Dean, Kellogg School of Management at Northwestern University 

 Douglas M. Brown, Dean, University of New Mexico - Anderson School of Management 

 J. Frank Brown, Dean, INSEAD 

 Magali Delmas, Associate Professor of Management, University of California in Los Angeles 

 Robert J. Dolan, Dean, University of Michigan Ross School of Business 

 Reynold Figueroa, Instituto Politécnico Nacional 

 Binglin Gu, President, Tsinghua University 

 Santiago Iñiguez de Ozoño, Dean, IE Business School 

 Valery S. Katkalo, Dean, St. Petersburg State University, Graduate School of Management 

 Sharon Oster, Dean, Program on Social Enterprise; Frederic D. Wolfe Professor of Management 
and Entrepreneurship, Yale School of Management 

 Thomas S. Robertson, Dean, The Wharton School of the University of Pennsylvania 

 Francisco Rosado May, Director, Intercultural University of Quintana Roo 

 Martha Cecilia Rodriguez, Director, Center for Strategy and Competitiveness, University of the 
Andes 

 Garth Saloner, Dean, Stanford Graduate School of Business 

 J. Anthony Sheldon, Executive Director, Program on Social Enterprise; Lecturer in Economic 
Development, Yale School of Management 

 Blair Sheppard, Dean and Professor of Management; Chair and Founder, Duke Corporate 
Education, Duke Fuqua School of Business 

 Edmundo Vallejo Venegas, Professor of Business Policy, IPADE 
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 Gustavo Yepes López, Director of the Area of Social Management of the Faculty of Business 
Administration, Universidad Externado de Colombia 

Private Sector 
 Roger Agnelli, CEO, Vale 

 Eike Batista, CEO, EBX 

 Carlos Brito, CEO, Anheuser-Busch InBev SA 

 Carlos Danel, Co-Founder, Compartamos 

 Gaia De Dominicis, Executive Director, Endeavor Colombia 

 Antonio del Valle, Jr., Chairman, Mexchem 

 Fernando Diez Torres, CEO, CiNiA 

 André Esteves, CEO, BTG Pactual 

 Hernán Fernandez, General Manager, Angel Ventures 

 José Sergio Gabrielli, CEO, Petrobras  

 Adrian Hodges, former Managing Director, International Business Leaders Forum 

 Hannah Jones, VP, Corporate Responsibility, Nike, Inc. 

 Didier Lambin, CEO, Danone Mexico, Danone 

 Roberto Irineu Marinho, Chairman and CEO, Organizações Globo 

 Pauline McKee, VP of Marketing, Wholesome Sweeteners 

 Rob Michalak, Director of Corporate Elations, Ben & Jerry's 

 Esteban Moctezuma, Executive Secretary and Executive Chairman, Fundación Azteca 

 Gabriel Monterrubio, CEO, Mexico, Paralife 

 Antonio Ermírio de Moraes, Chairman and CEO, Votorantim Group 

 Israel Moreno, Head, Cemex Patrimonio Hoy, Cemex 

 Marcelo Odebrecht, CEO, Odebrecht S.A. 

 Raul Perea-Henze, Senior Director, Pfizer Medical Humanities Initiative, Pfizer, Inc. 

 Lisa Quiroz, Senior VP, Corporate Social Responsibility, Time Warner, Inc. 

 Alvaro Rodríguez Arregui, Co-founder and Managing Partner, IGNIA Partners, LLC 

 Roberto Salas, CEO, GrupoNueva 

 Carlos Sales, Founding Partner, Cuasar 

 Roberto Setúbal, EVP, Itaúsa 

 Miguel Soto, Partner, Dalberg (Santiago, Chile) 

 Andrew Stern, Global Operating Partner, Dalberg 

 Zahid Torres-Rahman, Director of Business Action, Inspiris 
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 Jorge Villalobos Grzybowicz, Executive Chairman, Mexican Center for Philanthropy (Cemefi) 

 Claus-Peter Zeitinger, Chairman of the Supervisory Board, ProCredit Holding AG 

Public Sector 
 José Pablo Arellano, Chairman of the Board, Fundación Chile 

 Eduardo Bitrán Colodro, former Minister of Public Works and former President, National Innovation 
Council for Competitiveness, Chile 

 Louise Cord, Sector Manager, Latin America and the Caribbean Region Poverty and Gender Group, 
World Bank 

 Denise Dias, Head, Government and Policy Initiative and Regional Manager for Programs in Latin 
America and the Caribbean, CGAP (Consultative Group to Assist the Poor) 

 Gabriel Duque Mildenberg, Vice Minister of Foreign Trade, Industry and Tourism, Colombia 

 William Maloney, Lead Economist, Development Economics Research Group, World Bank 

 Carolina Roca, Ruano, Superintendent of Tax Administration, Technical Secretary of the Economic 
Cabinet, Vice-minister of Public Finance and Vice-minister of Energy and Mining, Guatemala 

 Antonio Vives, Principal Associate, Cumpetere 

Third Sector 
 Manuel Arango Arias, Founder, Mexican Center for Philanthropy 

 Rodrigo Arboleda Halaby, Chairman and CEO, One Laptop per Child 

 Percy Barnevik, Board member, Grassroots Development Business Fund 

 Iman Bibars, Director for the Arab World, Ashoka 

 Brizio Biondi-Morra, President, AVINA; Chairman, FUNDES; and Chairman, INCAE 

 Francisco De La Torre, President, Fundación para el Desarrollo Sostenible (FUNDES) Mexico 

 Isabel Escalle, Director, Cepas Program, Institute of the Americas 

 Fernando Fabre, CEO, Endeavor Mexico 

 Ulrich Frei, Executive Director, FUNDES International 

 Rodrigo Gallegos, Director, Instituto Mexicano para la Competitividad 

 Julio César Herbas Gutiérrez, Country Director, FINCA Mexico 

 Paula Hurtado, Coordinator, Ciudadania 2.0 

 Santiago Madriñan de la Torre, Executive Director, Consejo Empresarial Colombiano para el 
Desarrollo Sostenible (CECODES) 

 Sean McKaughan, CEO, AVINA 

 Paulo Augusto Oliveira Itacarambi, Executive Director, Ethos Institute for Business and Social 
Responsibility 

 Dante Pesce, Executive Director, Centro Vincular 
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 Anamaria Schindler, Co-President, Ashoka 

 Stephanie Schmidt, Country Director, Full Economic Citizenship Program in Mexico, Ashoka 

 Lee Tablewski, Director, Project Mexico and Professional Workshops, Institute of the Americas 

 Rodrigo Teles, President, Instituto Endeavor 

 Nadir Vela, New Ventures Mexico 

 Javier Torres Velasco, Executive Director, Centro Colombiano de Responsabilidad Empresarial (CCRE) 

 Rodrigo Villar Esquivel, General Director, New Ventures Mexico 
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Appendix H 
Business Schools Engaged in Social Change 

Top 10 US Business Schools 
Overall Top 10 US Business Schools:1 1) Harvard Business School (HBS); 2) Stanford University, Stanford 
Graduate School of Business (GSB); 3) Northwestern University, Kellogg School of Management; 4) 
University of Pennsylvania, The Wharton School; 5) Massachusetts Institute of Technology, Sloan School 
of Management; 6) University of Chicago, Booth School of Business; 7) University of California–Berkeley, 
Haas School of Business; 8) Dartmouth College, Tuck School of Business; 9) Columbia University, 
Columbia Business School; 10) Yale University, Yale School of Management. 

Best Business Schools—Nonprofit:2 1) Yale University, Yale School of Management; 2) Stanford 
University, Stanford Graduate School of Business (GSB); 3) University of California–Berkeley, Haas School 
of Business; 4) Northwestern University, Kellogg School of Management; 5) University of Michigan-Ann 
Arbor, Stephen M. Ross School of Business; 6) Duke University, Fuqua School of Business; 7) University 
of Pennsylvania, The Wharton School; 8) Columbia University, Columbia Business School; 9) New York 
University, Leonard N. Stern School of Business. 

Harvard University 
Harvard Business School (HBS) 
Social Change Program Summary 

HBS houses several social change programs, and is connected with others. These include the following: 

 Joint Degree with the Kennedy School: In 2007, Harvard Business School and Harvard Kennedy 
School (HKS) created two joint degree programs in business and government: the Master in Business 
Administration/Master in Public Policy (MBA/MPP) and the Master in Business 
Administration/Master in Public Administration-International Development (MBA/MPA-ID). The 
HBS/HKS joint degree programs serve a growing need of critical importance to global society: Their 
mission is to develop leaders, skilled in management and the shaping of innovative public policy, 
who will assume positions of influence spanning business, government, and nonprofit organizations, 
through which they will contribute significantly to the well-being of society. 

 The Entrepreneurship Initiative allows students to choose the Social Venture Track, which aims to 
educate HBS students in the process of creating and evaluating new ventures that have a central 
focus on the creation of social value. 

 The Global Initiative helps HBS faculty learn about the latest business developments and best 
practices wherever they occur and to contribute to these communities by studying emerging 
regional problems, developing a greater range of international cases, and aiding the development of 
educational and research institutions. 

                                                
1 US News and World Report, Rankings- Best Business Schools 2009: http://grad-
schools.usnews.rankingsandreviews.com/best-graduate-schools/top-business-schools/rankings 
2 US News and World Rep ort ,  Best Business Schools Specialty Rankings: Nonprofit 2009: http://grad-
schools.usnews.rankingsandreviews.com/best-graduate-schools/top-business-schools/nonprofit 

http://grad-schools.usnews.rankingsandreviews.com/best-graduate-schools/top-business-schools/items/01121
http://grad-schools.usnews.rankingsandreviews.com/best-graduate-schools/top-business-schools/items/01121
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 The Leadership Initiative contains the Community Values Program, which focuses on ethics and 
maintaining the human side of enterprise, as well as making value-informed decisions. 

 The Social Enterprise Initiative prepares students for leadership roles in nonprofit organizations and 
other social enterprises.   

Relevant Courses  

 Business, Government, and the International Economy 

 Business and the Environment 

 The Energy Business and Geopolitics 

 Field Study Seminar: Building Green Businesses 

 Half Course: Global Capital and National Institutions – Crisis and Choice in the International  
Financial Architecture 

 Entrepreneurship in Education Reform 

 Field Study Seminar: Affordable Housing in the United States 

 Leading and Governing High Performing Nonprofit Organizations 

 The Moral Leader 

 Managing Global Health: Design, Delivery, and Evaluation of Global Health Programs 

Additional Information 

Harvard University graduate schools, the Sloan School of Business at the Massachusetts Institute of 
Technology (MIT), and the Fletcher School of Law and Diplomacy at Tufts University permit HBS students 
to cross-register with their graduate programs for up to two courses. 

Contact 

 Nitin Nohria, Dean, HBS 

Stanford University 
Stanford Graduate School of Business (GSB) 
Social Change Program Summary 

GSB offers a wide range of Programs, Executive Education opportunities, and courses.  

 The Global Management Program track for MBAs within GSB has a required Global Experience 
component.  Students can choose from a Global Management Immersion Experience, a Global Study 
Trip, a Service Learning Trip, SAIL (a program with the Indian Institute of Management in Bangalore), 
or STEP (an exchange program with Tsinghua University in China).  

 The Public Management Program prepares students to work as government or, nonprofit socially 
responsible business leaders.  As part of the Center for Social Innovation, this program equips MBA 
students to apply management skills to social and environmental concerns.  A Certificate in Public 
Management is offered within the program. 

 The Center for Social Innovation (CSI) seeks to build and strengthen the capacity of individuals and 
organizations to develop innovative solutions to social problems. The Center’s vision is “A 
networked community of leaders actively building a more just, sustainable, and prosperous world.” 
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CSI continuously researches and evaluates what works and what doesn’t in our current era of social 
innovation, and publishes the quarterly Stanford Social Innovation Review. CSI offers programs to 
MBA students, alumni, faculty, and field practitioners.   

 Executive Education programs are offered for nonprofit, philanthropic, and socially responsible 
leaders in topics such as Strategy for Nonprofit Organizations, the Executive Program for 
Philanthropy Leaders, and the Executive Program in Social Entrepreneurship. 

Relevant Courses  

 Ethics and Management 

 Strategic Issues in Philanthropy 

 The International Economy: Policies and Theory 

 Initiating, Sustaining, and Monetizing Green Marketing 

 Strategic Management of Nonprofits 

 Entrepreneurial Design for Extreme Affordability 

 Environmental Science for Managers & Policy Makers 

Sponsors/Partners/Prominent Alumni 

Annual donors to GSB include: 

 Cemex, S.A. de C.V. 

 Reliance Industries Limited 

 Robertson Foundation  

 The Barrett Foundation 

 California Healthcare 

 Chilton Investment Company 

 General Motors Corporation  

 AT&T Foundation 

 Chevron Corporation 

 Eli Lilly and Company 

 The Goldman Sachs Foundation 

 The William and Flora Hewlett Foundation 

 PepsiCo, Inc.  

 Time-Warner, Inc.  

 Visa Inc.  

 Yahoo! 

Contact 

 Garth Saloner, Dean, GSB 
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Northwestern University 
Kellogg School of Management 
Social Change Program Summary 

The Kellogg School of Management has many opportunities for students desiring a social change 
component in their degrees:  

 Social Enterprise at Kellogg (SEEK) provides a rigorous, relevant experience for students interested 
in the intersection between management and society across all organizations and industries. SEEK is 
focused on building leadership skills and awareness to help Kellogg graduates be socially responsible 
global leaders. 

 Center for Nonprofit Management provides thought leadership to nonprofit organizations, enabling 
them to manage more efficiently and meet their missions more effectively. Uniting outstanding 
Kellogg School faculty and students with seasoned practitioners, the Center offers executive 
education, research, and technical assistance to nonprofit organizations worldwide. 

 Ford Motor Company Center for Global Citizenship draws on a diverse array of Kellogg School and 
Northwestern faculty and researchers to investigate the role of business and its interaction with the 
social and political environment. The Center's mission is to address through research and teaching 
the challenges faced by corporations who have become the main agents of global social and political 
change. 

 The Social Entrepreneurship Lab provides opportunities in the area of social entrepreneurship and 
creates an environment in which students’ ideas and initiatives can take shape and flourish. The 
experiential nature of the Lab’s offering will complement the academic aspects of the SEEK program 
and raise the visibility of the Kellogg School in the area of social entrepreneurship. 

Relevant Courses  

 Social Entrepreneurship 

 Board Governance of Nonprofit Organizations 

 The Education Industry 

 Values-Based Leadership 

 Public Economies for Business Leaders 

 Socially Responsible Business Practices 

 Corporate Social Responsibility 

 Sustainability and Finance 

 Environmental Management and Sustainability 

 Social Entrepreneurship in the Developing World 

 Nonprofit Financial & Budget Analysis 

 Microfinance & the Role of Financial Institutions in Development 

 Urban Public Finance 

Sponsors/Partners/Prominent Alumni 

Foundation donors include: 
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 Adler Foundation, Inc.  

 Chicago Community Trust 

 The Danielson Foundation 

 The Robert Wood Johnson Foundation 

 Marion Ewing Kauffman Foundation 

 Newman Foundation 

 Prairie Foundation 

 The New York Community Trust 

 The Schwab Fund for Charitable Giving 

 Silicon Valley Community Foundation 

Contact 

 Sally Blount, Dean, Kellogg 

University of Pennsylvania 
The Wharton School 
Social Change Program Summary 

Wharton offers many opportunities for international experience, as well as several tracks for students 
interested in social change fields, including: 

 Environmental and Risk Management Major is a choice for students pursuing careers that focus on 
sustainable business initiatives. It centers on the confluence between environmental management 
and "triple bottom-line" reporting. Electives in this area are popular for students in other majors 
who want to understand the sustainability debate, international environmental issues related to 
trade and emerging economies, and the intersection of business ethics, social responsibility, and 
managerial decision making. 

 Legal Studies and Business Ethics Major, which is connected to Wharton's Legal Studies and 
Business Ethics Department, researches and disseminates insights on the impact of law and ethics 
on business. Its faculty seeks knowledge on how law and social norms affect business and propose 
innovative changes in public and corporate policy to improve society. 

 The MBA/MA Lauder Program offers a joint degree in Business and International Studies. The MA in 
International Studies emphasizes cross-cultural and advanced-level language training through one of 
eight tracks: Arabic, Chinese (Mandarin), French, German, Japanese, Portuguese, Russian, and 
Spanish.  

 The MBA/MA Environmental Studies Program positions students for global leadership roles in 
environmental management, finance, and other business specialties. Students take business classes 
full-time for three semesters at Wharton and spend a year in SAS’s College of Liberal and 
Professional Studies.  

Relevant Courses  

 Ethics and Responsibility 

http://www.sas.upenn.edu/lps/graduate/mes
http://www.sas.upenn.edu/lps/graduate/mes
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 The Political Economy of the Public Sector 

 International Development Strategy 

 Urban Fiscal Policy 

 Political Environment of the Multinational Firm 

 Innovation, Change, and Entrepreneurship 

Sponsors/Partners/Prominent Alumni 

Wharton lists many sponsors, including: 

 Aetna 

 Barclay Associates 

 Charles Schwab 

 eBay 

 Honeywell 

 J.P. Morgan & Chase Co.  

 Lockheed Martin Corporation 

 NASA – Johnson Space Center 

 Reuters Group PLC 

 Time Warner 

 World Bank 

Contact 

 Thomas S. Robertson, Dean, Wharton  

Massachusetts Institute of Technology (MIT) 
Sloan School of Management 
Social Change Program Summary 

MIT Sloan Fellows Program in Innovation and Global Leadership is aimed at mid-career executives. It is 
a one-year MBA program to build knowledge, networks, global understanding, and personal leadership 
paradigms. Fellows come to the Institute from around the globe to work with the School's preeminent 
faculty, successful corporate and government leaders, and their talented peers. 

MIT Sloan Sustainability Certificate views sustainability as a function of the interdependent dynamics of 
economic, societal, and environmental systems, where success overall is influenced by success across all 
areas and not upon a single factor. The required core and elective courses in the Certificate Program 
explicitly leverage Sloan’s strengths in process improvement, organizational learning and adaptation, 
entrepreneurship and commercialization, the dynamics of organizational and social change, and the 
interactions of markets, firms and organizations, and links to MIT’s strengths in science and technology 
through implementation. 

Relevant Courses  

 Global Markets, National Policies, and the Competitive Advantages of Firms 
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 International Management 

 Special Seminar in International Management 

 China and India: Opportunities and Issues 

 Strategies for Sustainable Business 

Sponsors/Partners/Prominent Alumni 

 The Alliance for Global Sustainability 

 Just Supply Chains Project 

 Sustainable Food Laboratory 

Contacts 

 David Schmittlein, John C Head III Dean, MIT Sloan School of Management  

 Jason Jay, MIT Sloan Sustainability Initiative Coordinator; Lecturer, Sustainability 

University of Chicago 
Booth School of Business 
 The International MBA is designed for students who want to gain a deeper understanding of global 

business issues, spend some time studying abroad, and develop intercultural management skills as 
well as build cultural and linguistic fluency. It finds that recruiters view the degree as a serious 
indication of a student's commitment to a career in international business. 

 Joint Degree with the Booth School of Business - M.P.P./MBA The Harris School and the Booth 
School of Business at the University of Chicago offer a combined degree program leading to the 
M.P.P. and MBA degrees. Upon completion, students graduate with both a Master of Public Policy 
from the Harris School and a Master of Business Administration from the Booth School. 

 The joint degree program allows students who are interested in policy issues and business 
administration to have an integrated and comprehensive course of study. Students in this program 
take the seven required Harris School core courses plus six electives for a total of 13 courses, instead 
of the usual 18, with the Harris School. Ten of the 13 courses must be Harris School courses. 
Students also take 14 courses (instead of the usual 20) with Booth, thus earning both degrees in a 
total of three years. Both degrees must be awarded in the same quarter. Students who wish to 
participate in this program must be admitted to both the Harris School and the Booth School. 
Students already admitted to one of the Schools may apply during their first quarter for admission 
to the other. 

 MBA and MA in International Relations joint degree allows students to complement their business 
education with the study of the role of ideas, interests, and power in shaping international relations. 

 Students take theoretical and interdisciplinary courses in international relations and write a master’s 
thesis tailored to fit their specific interests and career goals. This program requires successful 
completion of 24 courses and an integrated master’s thesis. 

Sponsors/Partners/Prominent Alumni 

 Credit Suisse  

 Deutsche Bank 

http://www.chicagobooth.edu/
http://www.chicagobooth.edu/
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 Molex Incorporated 

 Bank of America 

 General Mills 

 Goldman, Sachs & Co. 

 HSBC Bank PLC 

 Wachovia Corporation 

 Bain and Company, Inc. 

 Barclays Capital 

 Bechtel Foundation  

 The Boston Consulting Group, Inc.  

 Ecolab Foundation 

 Exxon Mobil Corporation 

 Telephone and Data Systems, Inc. 

 Unilever 

Contact 

 Sunil Kumar, Dean (Effective January 2011), Booth School of Business  

University of California (UC)–Berkeley 
Haas School of Business 
Social Change Program Summary 

 Blum Center for Developing Economies’ mission is to increase the well-being of poor people in 
developing countries by designing, adapting, and disseminating scalable and sustainable 
technologies and systems and by educating and inspiring a new generation of global citizens. The 
Blum Center addresses the needs of the poor in developing countries by leveraging UC and LBNL 
expertise and preparing students with the theoretical understanding, applied skills, and experiential 
learning that enable them to become agents of change in the struggle against global poverty. 

 Center for Nonprofit and Public Leadership prepares leaders with the practical business skills to 
found, lead, manage, and govern nonprofit and public organizations for the public good. The Center 
for Nonprofit and Public Leadership provides MBA students an opportunity to augment the core 
business curriculum with specialized coursework, practical application, and career opportunities in 
public and nonprofit management. 

 The Berkeley Roundtable on the International Economy (BRIE) was founded on one simple 
premise: that there can be no long-term low-tech prosperity for the American economy. Continued 
leadership in the development, production, and use of new technologies here in the United States is 
the key to America's economic health. Through such landmark publications as Manufacturing 
Matters, BRIE research has shown that national comparative advantage is created not revealed, that 
high-tech trade patterns are massively influenced by domestic policies, that what a nation produces 
and trades—the composition of domestic production—matters mightily for its growth and security. 
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Relevant Courses  

 Poverty and Technology 

 Entrepreneurship to Address Global Poverty 

 Women, Poverty & Globalization 

 Issues in African Economic Development 

 Poverty and Peripheries in the Asia Pacific 

 Social Entrepreneurship 

 Economics of Philanthropy 

 Strategic Management of Nonprofit Organizations 

 Nonprofit Boards: Governance and Leadership in Nonprofit Organizations 

 Financial Management of Nonprofit Organizations 

 Leading and Managing Nonprofit Organizations 

Sponsors/Partners/Prominent Alumni 

Adult Day Health, Alameda County Foster Youth Alliance, Alameda Point Collaborative, Berkeley 
Community Fund, Berkeley Symphony, Berkeley Youth Living with Disabilities, Biotech Partners, 
Children's Council of San Francisco, Contra Costa Crisis Center, Destiny Arts Center, Donaldina Cameron 
House, Escuela Bilingue International, Family Emergency Shelter Coalition, Freight & Salvage 
CoffeeHouse – Berkeley, Society for the Preservation of Traditional Music, Giants Community Fund, 
Greater Bay Area Make-A-Wish Foundation, Hemophilia Foundation of Northern California, Housing 
Consortium of the East Bay, Junior Achievement of Northern California, Larkin Street Youth Services, 
Leadership High School, LifeLong Medical Care, Marin Theater Company, McCullum Youth Court, 
Museum of Children's Art, NAHC, Oakland Leaf Foundation, Oakland Small Schools Foundation, Oakland 
Youth Chorus Opportunity Fund, Planned Parenthood, Richmond District YMCA, Rubicon Programs 
Incorporated, San Francisco Chamber Orchestra, Seeds of Learning Society of St. Vincent de Paul of 
Alameda County, Swords to Plowshares, Tenderloin Neighborhood Development Corporation, The Bay 
Area Hispano Institute for Advancement, Inc. (BAHIA), The GreenHouse, The Stride Center, Toolworks 

Contacts 

 Nora Silver, Director, Center for Nonprofit and Public Leadership; Adjunct Professor, Haas School of 
Business  

 Kristiana Raube, Adjunct Professor, Haas School of Business; Executive Director, Graduate Program 
in Health Management  

Dartmouth College 
Tuck School of Business 
Social Change Program Summary 

 Allwin Initiative for Corporate Citizenship aims to prepare Tuck students for leadership in this 
increasingly complex, interconnected world. It works to ensure that the changing issues at the 
intersection of business and society are a key component of a Tuck MBA education and a part of 
Tuck's broader scholarly activities. 

http://blumcenter.berkeley.edu/global-poverty-education/global-poverty-courses/past-courses#GWS143
http://blumcenter.berkeley.edu/global-poverty-education/global-poverty-courses/past-courses#ECON172
http://www.haas.berkeley.edu/faculty/raube.html
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Relevant Courses  

 Business and Climate Change 

 Business and Society Partnerships 

 Corporate Responsibility 

 Entrepreneurship in the Social Sector 

 Ethics in Action 

 Social Marketing 

Contacts 

 Paul Danos, Dean  

 John H. Vogel Jr., Adjunct Professor of Business Administration; Associate Faculty Director for 
Corporate Citizenship, Allwin Initiative for Corporate Citizenship  

 Patricia Palmiotto, Director, Allwin Initiative for Corporate Citizenship  

Columbia University 
Columbia Business School 
Social Change Program Summary 

 Social Enterprise Program provides a framework for students to think in broader terms about their 
role in business and society, and prepares them with the knowledge and experience to respond to 
the challenges of a rapidly changing world. The Program supports a broad range of activities that 
help Columbia Business School students embrace the breadth and depth of social enterprise. 
Students develop a perspective on how to apply business skills to social enterprise endeavors and 
align personal and professional values in careers that result in social benefits to a broader 
community. The curriculum explores social enterprise within four focus areas: Public and Nonprofit 
Management; International Development and Emerging Markets; Social Entrepreneurship; and 
Corporate Social Responsibility and Sustainability. 

 Executive level Programs in Social Enterprise provide services to community-based nonprofits, 
other nonprofits, government agencies and businesses in New York City and also nationally and 
internationally. Nonprofit mid- and senior-level practitioners can also enroll in the four-week open 
enrollment Executive Level Program under the former Institute for Not-for-Profit Management 
(INM), which now comes under the umbrella of Programs in Social Enterprise in Executive Education 
at Columbia Business School. 

 The Institute for Not-for-Profit Management Program is designed to help nonprofit leaders 
successfully develop their organizations' directions, policies, and programs. It is a highly interactive 
20-day program (four non-consecutive weeks, each with specific objectives) for senior executives 
that explores the foundations of management, helping participants to sharpen their skills in 
strategic management, finance, fund development, marketing, and organizational behavior.  

Relevant Courses  

 Globalization and Markets: Reforming the International  

 Business in Society: Doing Well by Doing Good? 

http://www4.gsb.columbia.edu/execed/social-enterprise
http://www4.gsb.columbia.edu/execed/programs/detail/5618/Institute+for+Not-for-Profit+Management
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 Global Marketing Consulting for Social Enterprise 

 Sustainability and Investment Management 

 Business Innovations in International Development 

 Social Entrepreneurship: A Global Perspective 

 Social Entrepreneurship 

 The Nonprofit Sector & the City 

 Strategic Philanthropy 

 Private Equity & Entrepreneurship in Africa 

 Sustainable Development and International Entrepreneurship 

Contacts 

 R. Glen Hubbard, Dean; Russell L. Carson Professor of Finance and Economics  

 Raymond J. Fisman, Lambert Family Professor of Social Enterprise, Finance and Economics; Director, 
Social Enterprise Program  

 Raymond Horton, Frank R. Lautenberg Professor of Ethics and Corporate Governance, Management; 
Director of Social Enterprise programs in Executive Education; Founder, Social Enterprise Program 

Yale University 
Yale School of Management 
Social Change Program Summary 

 Program on Social Enterprise (PSE) supports scholars, students, alumni, and practitioners interested 
in exploring the ways in which business skills and disciplines can be harnessed to most effectively 
and efficiently achieve social objectives. PSE facilitates work on nonprofit and public sector social 
entrepreneurship as well as initiatives in private sector social enterprise. PSE is currently developing 
a strategy, with a focus on international social entrepreneurship, for how the School of 
Management and Yale can make the greatest contribution to this emerging field. 

Relevant Courses  

 Leadership and  Values 

 Greening Business Operations (FES) 

 Business Ethics: Succeeding without Selling your Soul 

 Global Social Entrepreneurship 

 Managing Social Enterprises in Developing Countries 

 Doing Business in the Developing World  

 Strategic Management of Nonprofit Organizations 

 Corporate Social Responsibility: Social Venture Management 

 Management and Environment: Issues and Topics 

 Financial Statements/Private Not For Profit Organizations 
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 Philanthropic Foundations 

Sponsors/Partners/Prominent Alumni 

 Goldman Sachs Foundation 

Contacts 

 Sharon Oster, Dean, Program on Social Enterprise; Frederic D. Wolfe Professor of Management and 
Entrepreneurship 

 J. Anthony Sheldon, Executive Director, Program on Social Enterprise; Lecturer in Economic 
Development  

New York University 

Leonard N. Stern School of Business 
Social Change Program Summary 

 Business and Society Program Area’s focus is necessarily interdisciplinary: it challenges students to 
look beyond their functional expertise and understand how their work affects the broader issues of 
a firm’s performance, culture, and capital structure, as well as market creation, function, and 
regulation. All Business and Society Program Area courses and events are designed to leverage 
Stern’s New York City location through the outstanding adjunct professors who teach in the program 
and the broad range of guest speakers who visit individual classes. 

Relevant Courses  

 Professional Responsibility 

 Corporate Branding and Corporate Social Responsibility 

Contacts 

 Peter Blair Henry, Dean, Stern School of Business  

 Bruce Buchanan, Director, Business and Society Program Area; C.W. Nichols Professor of Business 
Ethics  

Duke University 
Fuqua School of Business 
Social Change Program Summary 

 The Fuqua/Coach K Center on Leadership & Ethics (COLE) was established in January 2004 by The 
Fuqua School of Business in partnership with Duke University’s Kenan Institute for Ethics and Duke 
University. Through this dynamic partnership, the center leverages the intellectual resources and 
practical experiences of leading academic and practitioner institutions to respond to today’s need 
for ethical leaders and their leadership development. COLE’s mission is advance leadership and 
business ethics through research and education and to deepen and extend the way students, 
academics, and practitioners think about and practice business leadership and ethics in the 21st 
century. From supporting rigorous research to developing a leadership and ethics concentration for 
MBA students, developing a cadre of leadership fellows, offering cutting edge executive education 
courses and hosting the annual Fuqua School of Business & Coach K Leadership Conference (one of 

http://w4.stern.nyu.edu/mel/courses.cfm?doc_id=964
http://w4.stern.nyu.edu/mel/courses.cfm?doc_id=965
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COLE’s flagship programs for executive leadership development), the center is at the forefront of 
leadership and ethics education and research. 

 The Center for the Advancement of Social Entrepreneurship (CASE) is a research and education 
center dedicated to promoting the entrepreneurial pursuit of social impact through the thoughtful 
adaptation of business expertise. A recognized leader in the field of social entrepreneurship, CASE 
provides individuals and organizations with the knowledge and skills they require to address social 
needs effectively. Since CASE was founded in 2002, student initiative has been integral to its growth 
and success. Students spearhead new activities, identify and invite guest speakers to campus, 
provide input on course and program development, engage in the community, interact with 
prospective students, and help develop networks of Duke MBAs and alumni interested in using their 
business skills for social purposes. 

Sponsors/Partners/Prominent Alumni 

 ARAMARK 

 American Express 

 CNN 

 Credit Suisse Frist Boston  

 Cushman and Wakefield, Inc. 

 Financial Times  

 Heidrick & Struggles International, Inc.  

 MassMutual Foundation Group 

 Maxcor Foundation  

 Meriturn  

 Teradata  

 Wachovia Corporation 

 Wiley & Sons  

Relevant Courses  

 Leadership, Ethics, and Organizations (LEO) 

 Ethics in Management 

 Social Entrepreneurship 

 Corporate Social Impact Management 

 Global Consulting Practicum 

 Philanthropy, Voluntarism, & Not-For-Profit Management  

Contacts 

 Blair Sheppard, Dean, Fuqua School of Business; Professor of Management; Chair and Founder, Duke 
Corporate Education 

 Sim B. Sitkin, Professor of Management; Faculty Director, Center on Leadership and Ethics  

 J. Gregory Dees, Professor of the Practice of Social Entrepreneurship and Nonprofit Management 
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Michigan 
University of Michigan (Stephen M. Ross School of Business) 
Social Change Program Summary 

 The Frederick A. and Barbara M. Erb Institute for Global Sustainable Enterprise is a partnership 
between the Ross School and the University of Michigan’s School of Natural Resources and 
Environment. The institute fosters global sustainable enterprise through interdisciplinary research 
and education initiatives, including its acclaimed MBA/MS program. The MBA/MS Program is 
focused on harmonizing economic, environmental and social interests. The Program seeks to 
develop sustainability-oriented leaders who are widely respected as content experts, holistic 
thinkers, community builders, and catalyzing agents of change within large corporations, small 
businesses, nonprofit organizations, and government agencies. 

 The Nonprofit and Public Management Center (NPM) is collaboration among the University of 
Michigan's School of Social Work, Gerald R. Ford School of Public Policy, and Stephen M. Ross School 
of Business, each of which is perennially among the top-ranked schools in its field. The combined 
resources of these three graduate professional schools enable sophisticated educational 
opportunities for students and create a dynamic research environment for faculty and doctoral 
students and forge enduring, practical relationships with nonprofit organizations. 

Relevant Courses  

 Managing the Nonprofit Organization  

 Ethical Corporate Management  

 Social Entrepreneur: Business Tools for Enhanced Social Impact  

 Strategies for Sustainable Development 

 Systems Thinking for Sustainable Development and Enterprise 

 Solving Societal Problems Through Enterprise and Innovation  

 Projects in Solving Societal Problems Through Enterprise and Innovation  

 Topics in Global Sustainable Enterprise 

 Corporate Social Responsibility and Business Ethics  

Sponsors/Partners/Prominent Alumni 

 Dow Chemical Company  

 Holcim (U.S.) Corporation 

 McGraw Foundation  

 Molly Vincent Foundation  

 Alcoa Foundation  

 Pharmacia Corporation  

 Coca-Cola Company  

 Dupont  

 Friedman Family Foundation  

http://www.erb.umich.edu/
http://www.bus.umich.edu/CourseManagement/ViewCourseDescriptions.asp?course=519&division=BA&term=1
http://www.bus.umich.edu/CourseManagement/ViewCourseDescriptions.asp?course=512&division=BA&term=1
http://www.bus.umich.edu/CourseManagement/ViewCourseDescriptions.asp?course=675&division=BA&term=1
http://www.bus.umich.edu/CourseManagement/ViewCourseDescriptions.asp?course=565&division=STRATEGY&term=1
http://www.bus.umich.edu/CourseManagement/ViewCourseDescriptions.asp?course=566&division=STRATEGY&term=1
http://www.bus.umich.edu/CourseManagement/ViewCourseDescriptions.asp?Term=F08&Division=STRATEGY&Program=0
http://www.bus.umich.edu/CourseManagement/ViewCourseDescriptions.asp?Term=F08&Division=STRATEGY&Program=0
http://www.bus.umich.edu/CourseManagement/ViewCourseDescriptions.asp?course=736&division=STRATEGY&term=1
http://www.bus.umich.edu/CourseManagement/ViewCourseDescriptions.asp?course=531&division=LHC&term=1
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 Ford Motor Company 

 General Motors Foundation. 

Contacts 

 Robert J. Dolan, Dean, Ross School of Business 

 E. Han Kim, Fred M. Taylor Professor of Business Administration; Director, Mitsui Life Financial 
Research Center and East Asia Management Development Center; Professor of Finance and 
International Business 

Top European Business Schools 
HEC Paris, France 
Social Change Program Summary 

 MSc in Sustainable Development’s ambition is to train creative and determined managers who are 
conscious of the important challenges in the world and who have a thirst for learning. The role of 
business is indeed of primary importance. Making marginal changes is no longer sufficient: more 
radical changes are necessary at technological as well as organizational and strategic levels. A 
fundamental shift in the way we do business is needed. Anticipating these changes makes 
companies more creative and also offers them many professional opportunities. 

 Social Business Certificate’s aim is to contribute to training a new generation of managers, aware of 
societal challenges and aspiring to be part of the solution, regardless of their professional activity.  
The objectives of the certificate program are: To train students in innovative business approaches 
that reduce poverty, by offering new economic models in both developed and developing countries; 
to investigate new ways of co-creation and distribution of wealth to reduce poverty; and to allow 
students to incorporate their valuable experience in humanitarian associations into their 
professional life and to acquire key questioning skills on the role of business in society. 

Relevant Courses 

 Geopolitics of Humanitarian Issues 

 Global Business and International Human Rights 

 Corporate Strategy and Sustainable Development 

 NGO Management 

 Fair Trade 

 Financing and International Projects 

Sponsors/Partners/Prominent Alumni 

 MSc in Sustainable Development dual degree partners: Norwegian School of Economics (NHH), 
Bergen; Fundaçao Getulio Vargas, São Paolo 

 Muhammad Yunus 

 DANONE 

Contacts 

 Bernard Ramanantsoa, Dean  
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 Eloïc Peyrache, Associate Professor and Deputy Director  

 Pascal Chaigneau, Academic Director, Sustainable Development  

 Bénédicte Faivre-Tavignot, Academic Director Sustainable Development Specialized Master; 
Executive Director of the Social Business Chair  

London Business School, UK 
The London Business School offers a Global Executive MBA program which has its main offices in 
London, New York, Hong Kong, and Dubai. 

Relevant Courses 

 Corporate Social Responsibility (CSR) Course Description: This course is designed to inform and 
stimulate thinking on issues of ethics and social responsibility encountered in business. The material 
covered is intended to prepare students to recognize and manage ethical and social responsibility 
issues as they arise, and to help them formulate their own standards of integrity and 
professionalism.  

 The overall course objectives are: to increase awareness of the ethical dimension of business 
conduct, and of the responsibilities of business within society; to examine the values and 
assumptions brought to business decisions; and to develop analytical skills for identifying and 
resolving ethical and social responsibility issues.  

Contact  

 Sir Andrew Likierman, Dean  

INSEAD, France 
Social Change Program Summary 

Social Innovation Centre is an inclusive platform for cross-disciplinary research and engagement in the 
area of social innovation. Research groups and initiatives included in the centre are: 

 Africa Initiative aims at demystifying Africa and supporting its efforts to create leaders with a global 
mindset able to operate across multiple cultures and geographies, with different stakeholders. 
These leaders can better succeed when faced with unfamiliarity, ambiguity, complexity and risk. 

 Corporate Social Responsibility and Ethics:  

• CSR: How to strengthen the business case for CSR. How to reach the bottom of the pyramid 
through socially responsible distribution. How much is enough. How society views what business 
should do to reach their objectives.  

• Business and marketing ethics from a normative perspective: What is the right thing to do. 
How to make ethical marketing business decisions. 

• Ethical consumerism: How do consumers track CSR behaviors of firms? How do they act through 
ethical consumerism (through boycotts or bycotts)? 

• Ethics of defaults: Consumers are more likely to retain the default package they buy; until what 
point should marketing exploit their vulnerability? 

• The opening of firm boundaries: How companies should manage this challenge. How should 
they manage their internal and external workforce. 
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 Healthcare Management Initiative brings together faculty from operations management, 
marketing, strategy, and organizational behavior to examine how the healthcare value chain can 
enhance value for patients. 

 Humanitarian Research Group’s mission is to develop a science of humanitarian logistics which 
facilitates cross-learning between private companies and humanitarian organizations. Work is 
organized into three main themes: Disaster preparedness; Response coordination; and Inter-
sectoral collaboration.  Runs a five day executive education program called Management in the 
Humanitarian Sector (MHS). 

 Social Entrepreneurship program aims to organize INSEAD faculty and bring academic expertise to 
bear upon the unique challenges faced by social entrepreneurs. The research agenda aims to foster 
a two-way dialogue: advanced management thinking is applied to the challenges of social 
entrepreneurs while the innovative approach of social entrepreneurs is leveraged back into business 
research and corporate practice. 

 Sustainability: In order to be truly sustainable, corporations and entire industrial sectors need to 
simultaneously lower both economic and environmental costs while increasing consumer value and 
the overall benefits to society. 

Relevant Courses 

 Economics and Management in Developing Countries  

 Environmental Management in a Global Economy 

 Managing Business Ethics & Corporate Responsibility 

 Strategy, Ownership, and Governance 

 International Development Field Projects 

Sponsors/Partners/Prominent Alumni 

 Johnson & Johnson  

 National P&K Securities S.A., Dreyfus Sons and Co Ltd  

 Banquiers  

 Fundación Cultural Banesto 

 Apax Partners Foundation  

 The Entrepreneurs Fund  

 Anthos  

Contacts 

 J. Frank Brown, Dean 

 N. Craig Smith, INSEAD Chaired Professor of Business Ethics and Corporate Responsibility  

 Ebba Abdon, Associate Director, Social Innovation Centre  

IMD, Switzerland 
Social Change Program Summary 

 Evian Group is an international coalition of corporate, government, and opinion leaders, committed 
to fostering an open, inclusive, equitable, and sustainable global market economy in a rules-based 

http://www.jnj.com/connect/?flash=true
http://www.nbg.gr/wps/portal/%21ut/p/c0/04_SB8K8xLLM9MSSzPy8xBz9CP0os3jXIFNnSzcPIwN3fx8XAyMfVwtXXycfQwMfQ_2CbEdFACub6Z4%21/?WCM_GLOBAL_CONTEXT=/wps/wcm/connect/nbg-en/nbg+site/group/investor+relations/press+releases/2007/711-merger+of+national+securities+s.a.+%28already+national+pkaik+securities+investment+services+s.a.%29+with+pkaik+investment/
http://www.banesto.es/NonResident/index.htm
http://www.apax.com/en/1717.html
http://www.entrepreneursfund.com/
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multilateral framework. It advocates trade liberalisation to achieve growth and sustain the 
momentum of globalization. It also believes that international trade and investment has the great 
potential of uniting people through greater mutual understanding and common interest across 
countries, continents, cultures, and generations, rather than dividing them. 

 The Evian Group adheres to the view that poverty, inequality, injustice, and intolerance are the key 
moral issues of the 21st century, as slavery was in the 19th and fascism in the 20th. It believes that a 
market economy, founded on responsible capitalism, combining the critical role of government in 
providing public goods, a strong ethical base of good governance, and free enterprise are the best 
means for generating growth, employment, empowerment, and enrichment in terms of both wealth 
and welfare. 

Sponsors/Partners/Prominent Alumni 

Honorary Council: 

 Wu Jinglian- Bao Street, Professor of Economics, China Europe International Business School (CEIBS); 
Senior Research Fellow, Developmental Research Centre, State Council of the PRC 

 Amre Moussa- Secretary General of the League of Arab States 

 Haifa Al Kaylani- Chair, The Arab International Women’s Forum 

 Nand Kishore Singh- Former Cabinet Minister, Deputy Chairman of the Planning Commission, 
Government of Bihar 

 Ernesto Zedillo- Former President of Mexico; Director, Yale Center for the Study of Globalization 

 Peter D. Sutherland- Chairman BP plc; Chairman and MD Goldman Sachs International; Former 
Director General GATT/ WHO 

Contacts 

 Dominique Turpin, President 

 Caroline Perrot, Evian Group Coordinator 

IE Business School, Spain 
Social Change Program Summary 

 Social Impact Management is a platform that enables knowledge sharing and interaction among 
faculty, students, alumni and leading professionals to bring together different perspectives and 
blended value approaches. IE addresses Social Impact Management from three essential angles: 
knowledge, generated by research, and transferred through teaching and events; the engagement 
of IE’s MBA students, alumni, established professionals, and other members of the IE community to 
implement knowledge; and outreach, via strategic collaborations and social entrepreneurial 
alliances and initiatives whereby IE members interact with the community. 

Relevant Courses 

More than 60 courses address triple bottom-line issues not only on a horizontal basis (Finance, 
Accounting, Marketing, Operations Management, etc.) but also vertically, bringing added depth through 
elective courses (Social Entrepreneurship, Social Marketing, etc.). 

Sponsors/Partners/Prominent Alumni 

 Sumaq 

 PwC-Expansión: CR Tribune 
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 UN Global Compact 

 Aspen Institute 

 Net Impact  

 EFMD: CSR Case Study Award  

 AACSB  

 Club de Excelencia en Sostenibilidad 

Contacts 

 Santiago Iñiguez de Ozoño, Dean  

 Maximiliano Oliva, Associate Director, Social Impact Management  

Saïd Business School, University of Oxford, UK 
Social Change Program Summary 

 Institute for Science, Innovation and Society (InSIS) focuses on research, policy development and 
teaching programs which provide new approaches to understanding technological and social 
change. Addresses issues such as climate change or food security which are global, complex, 
seemingly intractable and socially messy—a tangled mix of tangible economic interests and 
intangible social and moral values, situated precariously between immediate returns and longer 
term considerations. The Institute encompasses a multidisciplinary engine room of world-class 
capabilities (both scholarly and practical) and combines research, practice and education in the 
following areas: science and technology studies; futures research; complex systems; governance, 
accountability and innovation. Teaching of the degree and executive programs of Saïd Business 
School educates present and future world leaders to help humanity shape a brighter future for itself 
and the natural environment on which it depends. Collaborations and events inform and inspire 
people to make decisions in the here-and-now that will transform our shared future. 

 Skoll Centre for Social Entrepreneurship is a leading academic entity for the advancement of social 
entrepreneurship worldwide. It fosters innovative social transformation through education, 
research, and collaboration. It accomplishes this by: developing talent; advancing research; and 
creating a collaborative hub. The Centre believes socially entrepreneurial approaches have much to 
contribute in creating this new market; for rather than pursuing activities that seek to maximize 
profits at society’s expense, these entrepreneurs put principles ahead of profits for society’s benefit.  

Relevant Courses 

 Social Entrepreneurship & Innovation 

 Social Finance 

 Social Enterprise Design 

Sponsors/Partners/Prominent Alumni 

 Procter & Gamble, L’Oreal, Omnicom 

Contact 

 Colin Mayer, Dean 

 

http://www.sbs.ox.ac.uk/centres/insis/research/Pages/sts.aspx
http://www.sbs.ox.ac.uk/centres/insis/research/Pages/futures.aspx
http://www.sbs.ox.ac.uk/centres/insis/research/Pages/complex-systems.aspx
http://www.sbs.ox.ac.uk/centres/insis/research/Pages/gain.aspx
http://www.sbs.ox.ac.uk/centres/insis/research/Pages/gain.aspx
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BRIC Nations – Business School Leaders 

Brazil 
Fundaçao Getulio Vargas (FGV), Sao Paulo 
Social Change Program Summary 

 Microfinance Study Center (GVcemf) was founded with the mission to serve as an entity oriented 
towards reflections, analyses, understanding, and the creation of strategies and proposals for 
institutional change in the sector, GVcemf's objectives are to: Carry out research on microfinance 
topics; attract international research institutions and support investors' interests in Brazil; 
Contribute to training human capital in the microfinance sector; Disseminate knowledge related to 
the sector and promote a public and private interest in microfinance; Support microcredit 
institutions' adhesion to the best business practices and corporate governance models; Support the 
consolidation of regulatory framework that better serves the interests of the sector’s agents, and 
support the expansion of new business models in line with the reality of each Brazilian region. 

 Sustainability Study Center’s (GVces) mission is to contribute to implementing sustainable 
development in many different aspects—equity, social justice, ecological balance and economic 
efficiency—through the study and dissemination of concepts and practices.  The challenge to GVces 
is to become a center of reference for the study of issues involving sustainability in the context of 
corporate and public policy, and thereby honoring FGV-EAESP's historical contributions to these 
areas.  The GVces objective is to provide answers that help economic agents—financers, 
stockholders, leaders, insurers, consultants and auditors—understand, measure, and evaluate risks 
and opportunities associated with traditionally non-financial impact areas, such as the environment, 
corporate social responsibility, and corporate governance. 

Sponsors/Partners/Prominent Alumni 

 Microfinance Study Center (GVcemf): Stanford University, Peking University, HEC Montreal, Gates 
Foundation 

Contacts 

 Ligia Maura Costa, Associate Dean, International Relations and Professor 

 Lauro Gonzalez, Coordinator, Microfinance Study Center (GVcemf)  

 Mário Prestes Monzoni, Coordinator, Sustainability Study Center (GVces)  

Russia 
St. Petersburg State University (SPbSU), Graduate School of Management 
Social Change Program Summary 

 PricewaterhouseCoopers Center for Corporate Social Responsibility (CSR) was established in 2008 
as a successor to the Program of the Business Ethics and Corporate Social Responsibility at the 
Institute of Management Research at SPbSU. The Center’s goal is to support the Graduate School of 
Management’s (GSOM) mission—to educate and advance the national managerial elite strongly 
committed to social responsibility and respecting interests of all stakeholders.  The Center‘s 
activities include research, outreach, knowledge sharing, and teaching/ training. 
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Relevant Courses 

The result of the CSR Center’s research activities will be applied across the board at GSOM for the 
benefit of current and future programs: 

 IEMBA—Globally Responsible Leadership course 

 EMBA and MBA—Business and Society course 

 MIB—International Business Ethics course 

 MITIM—Cross-cultural Management and Corporate Social Responsibility in the Information Age 
course 

 BBA—Business Ethics course 

Sponsors/Partners/Prominent Alumni 

 Russian Managers Association 

 Caux Round Table 

 European Academy for Business and Society—EABIS 

 European Business Ethics Network—EBEN 

 Global Responsible Leadership Initiative—GRLI 

Contacts 

 Valery S. Katkalo, Dean  

 Yury E. Blagov, Associate Professor, Department of Strategic & International Management; Director, 
PricewaterhouseCoopers Center for Corporate Social Responsibility  

 Anastasia Savchenko, Associate Professor; Manager, PricewaterhouseCoopers Center for Corporate 
Social Responsibility  

India 
India Institute of Management, Ahmadabad 
Social Change Program Summary 

 One-Year Post Graduate Programme in Public Management and Policy (PGP-PMP) is a full-time 
residential program in public management and policy with a sharp focus on governance and policy 
formulation and implementation, infrastructure development, and public enterprise management. A 
rigorous program, it has been designed to sharpen the skills and broaden the perspectives of civil 
servants; managers of government, public enterprises, NGOs; and executives of private sector firms 
engaged in public management. The program is open to bright and motivated mid-career managers 
as well as administrators/ professionals of NGOs and people with legislative experience of all 
nationalities who intend taking up challenging top management positions in governance, public 
management and policy. Candidates from Asia and Africa are especially invited to apply. The 
program has strong foundations in the conceptual and analytical dimensions of management and 
policy, and the curriculum is also designed to build on the experience of participants. 

Relevant Courses 

 Issues in Ethics and Leadership 
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 International Economic Relations 

 Infrastructure Development and Financing  

 Public Enterprise Management 

 Knowledge Management for Non-Profit Organizations 

 Public Policy & Management of Development Induced Displacement 

Contact  

 Samir K. Barua, Director  

China 
Tsinghua University, Beijing 
Social Change Program Summary 

 School of Economics and Management: International MBA Program is one of the most prestigious 
such programs in the People's Republic of China. The entirely English Program is offered in 
collaboration with MIT Sloan School of Management. Upon finishing their required courses, 
students can select from curricula of different tracks (enterprise management, finance and banking, 
enterprise innovation and management, accounting analysis and management control, e-commerce 
and international business administration, for example). 

 School of Public Policy and Management: Institute of International Development and Strategies 
(IIDS) Research at IIDS focuses on international development and strategic issues. Core research 
areas include national and regional development strategies and practices, national and regional 
diplomatic and security strategies, strategic theory, planning, and management. Research projects 
at IIDS are sponsored by national organizations, Chinese and overseas foundations, and enterprises. 

 NGO Research Center (NGORC): The NGORC was founded in October 1998 as the first research 
center on NGOs in China. The Center’s research focus on policy and management issues is related to 
NGOs. Its mission is to provide training for senior managers in NGOs, to promote research on 
Chinese NGOs, to contribute to effective formulation of related public policy, and to help build the 
capacity in NGOs and civil society. The Center has worked on projects related to legislation of NGOs 
in China, the creation of an evaluation system of NGOs, professional management of NGOs in the 
market economy, and the creation of community-based NGOs. 

Sponsors/Partners/Prominent Alumni 

 Omnicom Group 

School of Economics and Management: 

 MIT Sloan School of Management 

 Stanford Graduate School of Business (GSB) 

 Pontificia Universidad Católica de Chile 

Contacts 

 Binglin Gu, President  

 Lan Xue, Professor; Dean, School of Public Policy and Management  
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 Yongda Yu, Professor; Director, Institute of International Development and Strategies  

 Ming Wang, Professor; Director, NGO Research Center  

Other Schools 
Michigan State University – Broad College of Business (Broad) 
Social Change Program Summary 

 The Eli Broad Graduate School of Management “is considered one of the elite business schools 
(based on rankings by Business Week, Financial Times, U.S. News, and Wall Street Journal) and the 
premier school focused on organizations' global value chains in the world.”  Broad offers an 
International Business Specialization intended for “students who plan careers with an international 
orientation and who wish to add an international breadth to their major.”  While the focus isn’t 
primarily on social change, the program offers several relevant courses (see below).  The program 
also offers global study abroad and internship opportunities. 

Relevant Courses  

 Globalization and International Management 

 Economics of Developing Countries 

 Survey of International Economics 

 Economic Analysis of Russia and the Commonwealth of Independent States 

 Issues in the Economics of Developing Countries 

 Economic Analysis of Latin America 

 Economic Analysis of Asia 

 Economic Analysis of Sub-Saharan Africa 

 International Trade 

 Globalization and International Management 

Sponsors/Partners/Prominent Alumni 

 National Science Foundation  

 U.S. Department of State Bureau of Educational and Cultural Affairs 

 State of Michigan 

 W.K. Kellogg Foundation 

 U.S. Small Business Administration 

 U.S. Agency for International Development 

 Michigan Consolidated Gas Company (Consumers Power), 

 U.S. Information Agency 

 Ford Motor Company Fund 

 The Chrysler Foundation 

 General Motors Foundation 
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 Frederick L. & Margaret F. Hubacker 

 Japan Study Abroad Endowment Fund 

 Broad China Business Society 

Contact  

 Stefanie Lenway, Dean  

New Mexico 

University of New Mexico – Anderson School of Management 

 Policy & Planning (P&P) concentration is oriented toward cross-functional problem solving and 
analysis. Careers and employment resulting from the P&P concentration include strategic planning, 
public sector and nonprofit management, public affairs, policy analysis, environmental affairs, and 
other cross-functional positions.  

 The business school is also well known for its entrepreneurship programs.  

 International Management & International Management in Latin America Concentrations are also 
offered. 

Relevant Courses  

 Nonprofit Management 

 Environmental Sustainability in Business 

 Accounting for Not-for-Profit Organizations 

 International Strategy 

 International Entrepreneurship 

Contact  

 Douglas M. Brown, Dean 

 Raul Gouvea, Associate Professor; Department Chair, International Management 

http://www.bus.umich.edu/CourseManagement/ViewCourseDescriptions.asp?course=519&division=BA&term=1
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Appendix I 
 Resources and Examples of Community Partnership 

In this section, we shift to ways in which business and business schools can work effectively to engage 
and give voice to community whether as targets of charity, the customers or neighbors of a corporation, 
or other stakeholders who may be affected by programs and policies. Many of our interviewees stressed 
the importance of designing a community-based participatory process in any future collaborative 
project. One interviewee who has long experience with philanthropy pointed out some of the problems 
with the current way many foundations engage community: “The way we approach communities is 
wrong. Often we are driven by our own deadlines and needs and we ride into communities, stand 
before them, and tell them what they need to do to solve their problems. Then we ride out, expecting 
programs to be scaled and sustained. Third, we ignore the unbalanced power dynamic that we create 
that includes the ongoing cycle of NGOs dependency. We need to find a better way.”  

Below are examples of approaches that were described by interviewees as valuable in creating equal 
partnership with community. In addition, we provide a vignette from our research as an illustration. The 
common element in these approaches is identified by Jaime Jimenez, of the National Autonomous 
University of Mexico: “People themselves designed and implemented their concept of development.” 
Community self-development is illustrated using Positive Deviance, the model of the International 
Association for Public Participation, and a SPE (systemic, participative, prospective) Community 
Education Process developed organically in a rural community in Northern Mexico. A model for 
participation in local economic development is included at the end of the appendix. There are many 
other community-based processes used to engage community including Open Space and Move the 
Mountain Leadership Center. One interviewee summarized, “Key to any successful community process is 
the quality of the facilitator, trust, and long-term commitment. Outside funders must be willing to step 
out of the conversation and be willing to accept a community decision to not participate.”  

Positive Deviance 
Positive Deviance (PD) is an approach that allows the community to address crucial problems built on 
successes they identify from within. Developed by Monique Sternin, founder of the Positive Deviance 
Institute at Tufts University with her husband Jerry Sternin, has been used internationally both to 
improve business performance and to address profoundly complex social issues. It has been used 
successfully for more than 20 years to end childhood starvation in Vietnam, infant mortality in rural 
Afghanistan, female genital mutilation in Egypt, and deadly infections in hospitals. It builds on successful 
practices—the shining stars of success in the grimmest situations.  

The guiding principles for PD include facilitating conversations and tapping community behavior and 
action that can lead to positive results: 

 Tap knowledge that was already present and make it visible and socially acceptable.  

 Invest in a commitment to authentic learning and discovery. 

 Seek wisdom to solve problems that exist and discover wisdom within every community.  

 Recognize that individual communities are more likely to implement their solutions. 

 Understand that the attitude of discovery requires humility and a quest for learning about the 
unknown, rather than reassurances based on what is already known.  
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 Be aware that interventions unleash unforeseen second- and third-order consequences and they 
must be deciphered and nudged in different directions before they have undesirable consequences. 

 Stay alert to the unforeseen.  

 Amplify and support positive deviants rather than attack problems—or certain elements of them.  

The approaches PD hopes to avoid are more traditional among powerful stakeholders, including 
foundations, corporations, and development agencies, and do not lead to sustainable practices. These 
include:  

 Come with prescribed solutions and instructions on how to scale up a solution.  

 Bring experts to instruct on the solutions that are often politically objectionable and economically 
unsustainable.  

 Do not take the time to listen to the community because it takes too much time.  

 Implement nationwide (or worldwide) with one win.  

 Impose a faster solution—without community ownership. 

 Send in experts to intrude on other cultures and customs. 

 Presume a script of expected outcomes and become blind to what is actually unfolding.  

International Association for Public Participation 
The International Association for Public Participation process has been used worldwide and includes 
core values that guide the public participation process:  

 Believes that those who are affected by a decision have a right to be involved in the decision-making 
process. 

 Supports the promise that the public’s contribution will influence the decision. 

 Promotes sustainable decisions by recognizing and communicating the needs and interests of all 
participants, including decision makers. 

 Seeks out and facilitates the involvement of those potentially affected by or interested in a decision. 

 Seeks input from participants in designing how they participate. 

 Provides participants with the information they need to participate in a meaningful way. 

 Communicates to participants how their input affected the decision. 

Example of Community Engagement 
The challenge of the principles of community engagement outlined above is putting them into practice. 
Some corporate and corporate-government partnerships have demonstrated the value of successful 
engagement with the surrounding community. Below we offer an illustration of a project in which 
community members were allowed to design and implement their own solution, which led to a robust 
and sustainable product. 
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Education in Surutato, Mexico 

 For approximately 30 years, Professor Jaime Jimenez has been involved in the evolution of a 
rural community self-development process taking place in Surutato community in the state of 
Sinaloa, a mountain range region in Northern Mexico. The participatory process was one of 
reflection-design-action, with the assistance of external consultants. However, the participative 
planning is now a part of the community and both young and old participate. They have created 
a culture within the community that is capable of modifying its own future through collective 
decisions and actions and the results of which improve the quality of life within the rural 
community.  

 The issues facing the Surutato community were complex and serious. Children in the community 
were getting a poor education and there were no alternatives in town for continuing education 
after finishing sixth degree. Typically, if a student wished to continue his/her education, they 
would need to move to a neighboring urban center and leave the community and family. 
Moreover, when leaving the community children often encountered drugs. Ultimately, the 
community created its own alternative school system that led to the launching of the 
Universidad de la Sierra.  

 The participatory planning methodology introduced by the Federal Educationa helped the 
community improve the quality of education and includes a production cooperative run by 
students.  
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