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For David and Robert




 


INTRODUCTION


Navigating the Storm


It looked so good at the beginning. A new approach to a problem, industry enthusiasm, millions of dollars in funding, good PR. And it took off like a rocket ship. Success led to success.


I’m not talking about a high-tech start-up or a new weight loss drug but the founding of Soles4Souls (S4S). The first few years were, by all accounts, remarkable. But all was not as rosy as it seemed. Soon, the rocket ship ran out of fuel, the good press morphed into investigative reporting, and let’s just say the industry enthusiasm cooled rapidly.


Like real physics, the same forces that launched S4S into orbit also put it in an existential nosedive. This might seem a little theatrical, but it’s how it felt at the time. This is the story of the journey from that tailspin to finding S4S’s tailwind.


You might be asking what S4S is. We are a 501(c)3 nonprofit organization, creating opportunities for people through shoes and clothing. Based in Nashville, Tennessee, we have about eighty employees spread across half a dozen countries and more than twenty states. As we often say, we are small but mighty!


The roots of this organization are in disaster relief, but we’re far more than that today. We focus on repurposing shoes and clothes to create economic, health, educational, service, and environmental opportunities. S4S was launched with a simple vision and a noble purpose. But five years after S4S was officially founded in 2006, the organization seemed to have lost its way. Things didn’t seem simple or, frankly, noble.


S4S was in a tailspin.


In 2012, the organization faced multiple serious obstacles, any one of which might have been enough to make us crash and burn. When I arrived as S4S’s new CEO in October of that year, after a career that included experience in the for-profit and not-for-profit worlds, our reputation was in the tank, and bankruptcy appeared imminent. Every metric that mattered was going in the wrong direction. On my very first day, as I was meeting everyone on the S4S staff, I asked them, “What’s going on?” The answer that stood out to me was from an employee named Nicole. She said, “I’ll tell you what’s going on. My nana called me and said, ‘I give money to you people. What in the hell are you doing down there?’” When someone’s grandmother calls to chew her out about the place she works, you don’t just have a reputational problem; you have a very personal problem. From the moment I walked in the door, it was clear that we were going to have to fix almost everything about S4S.


While there’s no agreement on who first used the quip “Never let a good crisis go to waste,” it was certainly on my mind as I left the office that day. Clearly, what had started with so much momentum wasn’t working. With a glass-half-full mindset, I saw the opportunity to change anything and everything. Right away, I knew we had to start talking honestly to each other about the why, the who, and the how of S4S. Over the years, by creating a shared sense of what was possible, we turned our biggest tests into our most important lessons.


We’ve done our best to answer Nicole’s nana. In 2024, we distributed more than 5.7 million pairs of shoes and 3.98 million pieces of apparel around the world, diverting 9.2 million pounds of potential waste from landfills while generating $69,549,921 in economic impact in the places we served. So, I don’t think tailspin to turnaround is hyperbole.


A part of the tailspin had to do with failing to provide transparent details so that the public, and our employees, understood the organization’s mission and the mechanics underpinning the operation. When those failures, among others, became public through an April 2011 investigative article published in Nashville’s daily newspaper—the article that made Nicole’s nana call her—they triggered another disaster; the reputational kind. This book details far more than how we went about transforming S4S’s reputation. I will talk in detail about how we used an entrepreneurial attitude, business discipline, and a focus on our mission to move from aspirational ideas about a better world to a high-functioning organization that delivers results that matter to those we serve. Our journey has been from disruption to opportunity, and that’s the spirit of From Tailspin to Tailwind. It is a story about the power of resilience in the face of adversity. This book examines how a struggling organization overcame significant challenges through innovative approaches, strong values, and effective partnerships. It highlights S4S’s journey from dealing with crisis to becoming a thriving organization and emphasizes the importance of adaptability, collaboration, and shared leadership. We’ll dive into strategies for transformation and growth by focusing on things like defining and living core values and a mission, implementing a robust operating system, building strong teams and a committed board, and developing strategic partnerships that fuel growth.


It is by applying such strategies intentionally and consistently that we now feel a tailwind pushing us into the future. I’m so proud of what everyone associated with S4S—team members, the board, partners, volunteers, and donors—has done to get us back to altitude and soaring once again.




LESSONS, NOT SERMONS: N = 1


One thing to share that is key to understanding me generally and this book specifically: I don’t pretend to have the answers. I only know the decisions and approaches that worked for us. For years I was an ultrarunner. This means mostly running distances of fifty kilometers or more, including a lot of fifty-mile and several hundred-mile races. I was a regular reader of a column called “N = 1” in Ultra Running magazine. N = 1 means a sample of one. When you’re running fifty or a hundred miles, you don’t get a chance to practice those full distances very often, so you’re always looking for informed advice that you can use. And this guy’s column was very smart, coming from the position of “Look, I have no idea if this applies to you. This is my training and this is what worked or didn’t work for me. But I don’t know if it will work for you in your race, on that day, in those conditions.” Everything in this book is N = 1.I don’t know if it’s going to relate to your exact circumstances, but I hope that some of it will and that the rest can inspire you to form new ideas. I’m not trying to be prescriptive, to give you a formula for success. The stories and lessons in From Tailspin to Tailwind chronicle the things that we went through and the strategies we applied. I hope you’ll take all our experiences in the spirit of N = 1.





From Tailspin to Tailwind acknowledges how much work, luck, and time it takes to transform a failing organization, as well as telling the stories of how new challenges constantly emerge—including, in our case, mourning the loss of people who were instrumental in building our organization. Then, there’s the even harder task of finding inspiration in their example, so that we can grow and improve in their absence. It is my intent that this book offers pragmatic approaches that any business or organization can use if they’re struggling to emerge from a trying set of circumstances.


Your version of a tailspin will be different from ours. Tailspins can look different in large organizations than in small ones, where the margin between success and failure might be measured in weeks. When facing a reputational crisis, a leadership vacuum, a market shift, or a financial catastrophe, organizations of any size can find themselves in crisis, leading to knee-jerk decisions that accelerate the tailspin. So often, one crisis leads to another. Sometimes, you don’t even see the problem until things have grown from a small spark to a full-blown fire. I’m mixing metaphors, but you get the idea. It’s hard to get out of a tailspin.


I hope you can learn from our experiences. Through features titled “Another Voice” in each chapter, you’ll hear from others who have contributed to harnessing the tailwind that continues to increase the impact S4S has on so many lives.


Perhaps you run a business or lead an organization that’s caught in a tailspin and you share the feeling we had in 2012 that “It can’t get much worse, so what have we got to lose by trying?” Maybe you’re an entrepreneur just getting started or trying to keep the plane level as you battle the energizing but dangerous wind shear of rapid growth. Maybe you see the glimmers of a future crisis on the horizon and want to strengthen your organization to stave it off. Wherever you are, I hope that what we’ve learned at S4S might provide you with lessons that can help you get, and stay, airborne.




 


CHAPTER 1


Getting Up to Speed


Because context matters, let me start this story of transformation from tailspin to tailwind with a nutshell version of what S4S is and what it does, and also convey why the organization was in free fall in 2012. My interest is in linking that complicated past to the bright present by sharing the things we did that enabled us to “regain altitude.” That’s the real story I want to tell. That’s the story that might help you map your way out of crisis or navigate from crisis to clarity.


In 2018, six years into my tenure as the CEO of S4S, I wrote Shoestrings, a book that chronicled the first steps of our transformative journey. For the most part, where that book ends is where this one begins. By 2018, not only had we finally climbed out of crisis management mode; we had evolved our mission from “Changing the World One Pair at a Time” to “Wearing Out Poverty,” and we were back in the black financially. We were focused on the entire organization living by the values represented in the acronym we had settled on to explain how we wanted to approach our work and treat everyone in our ecosystem: TEAM.


Transparent 
Entrepreneurial 
Accountable 
Meaningful


The story that still needed to be told after Shoestrings was twofold: one, how we put TEAM into practice, and two, how we met new challenges with a mix of steadfast values and new capabilities. If Shoestrings was essentially the story of survival and an explanation of our approach to reducing poverty, the goal of this book is to chronicle how we became more adaptive, collaborative, and innovative. There will be plenty of stories that bring those changes to life, and how could there not be when S4S is blessed with an abundance of inspiring, innovative partners working in what most of us would see as impossible situations?


Before I show you how we got out of our free fall, let me tell you a little bit more about S4S.


FROM NATURAL DISASTERS TO MANMADE CALAMITIES


The beginning of Soles4Souls is rooted in the events that occurred on December 26, 2004, in the Indian Ocean. A 9.2–9.3 magnitude earthquake spawned a tsunami that slammed into the west coast of Sumatra, Indonesia, killing nearly 230,000 people and displacing more than 1.7 million in fourteen countries around the region. The three founders of what would become S4S (one of whom—Wayne Elsey—came from the footwear industry) watched the coverage with heartache. Elsey was particularly haunted by a photograph of a single shoe left on a beach by the retreating tidal wave. Wanting to help those whose lives were torn apart by the tsunami, the three men organized a shoe drive. They collected a couple of hundred thousand pairs of shoes, shipped them to Indonesia, and succeeded in getting them distributed to those in need.


Less than a year later, Hurricane Katrina struck New Orleans. This time, Elsey, his colleagues, and hundreds of volunteers collected and distributed more than 750,000 pairs of shoes. Before long, S4S formally incorporated as a nonprofit. By 2010, S4S had become known for crisis response, which it put to full effect when a 7.0 magnitude earthquake literally flattened parts of Haiti.


By 2012, S4S had collected and distributed over thirty million pairs of new and gently used shoes to people in need and a similarly impressive amount of clothing (and these numbers have grown exponentially in the years since).
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Parallel to its disaster relief efforts, S4S gradually evolved to include providing microentrepreneurs in low-income countries with shoes and clothes—products that are always in demand—to create small businesses that could help them and their communities escape the grip of poverty. Totally redefined and entirely transparent today, the core idea of microentrepreneurship in 2010 was the same: to provide experienced partners on the ground in impoverished places around the globe with high-quality used shoes and apparel so that local entrepreneurs could sell them at affordable prices. We have not only transformed this model but renamed it 4Opportunity—a name that goes to the heart of how the program works, by creating opportunity for people to improve their standard of living—and that’s the nomenclature I will use from this point on. The entrepreneurs S4S works with benefit financially while providing practical products that contribute to their customers’ safety, health, and personal dignity. Rather than only providing relief after natural disasters, supporting 4Opportunity entrepreneurs has increased S4S’s impact in helping more people lift themselves out of poverty. A key reason is the nominal prices we charge for the products we provide to our direct partners. The revenue from those sales earns enough to cover collection, logistics, and labor costs, which significantly contributes to our organization’s sustainability. Because our prices are so low, our partners and the entrepreneurs they support can earn a meaningful income. Then, they plow that back into community improvements such as building schools or medical clinics, teaching workers new skills, and providing clean water supplies and better nutrition.


Selling shoes to entrepreneurs in the developing world is a hard concept to explain in a soundbite. We needed to address the kinds of questions we heard regularly: “Are nonprofits supposed to sell things?” “Why don’t you give them the shoes for free?” “What do you mean my donations go outside the US?” S4S’s leadership didn’t clarify how that model worked to the public—or to its employees—failing to explain or contextualize the “selling” part. Most people fill in the blanks themselves, however inaccurately, when communication is vague, and this led to a serious backlash when the truth came out. What should have been a shining example of a better model for helping people get out of poverty instead got lost in innuendo, accusation, and ego. We’ll come back to this—because it was from these depths that S4S rebounded.


The most important part of S4S’s journey was in this evolution. What started as a disaster relief organization is today a recognized pioneer of the nonprofit social enterprise model. In 2024, our vision—breaking the cycle of poverty in the very communities it grips most tightly, providing relief, lifting up homeless youth, and doing good for the planet—is at work around the globe. Since 2006, we have distributed shoes domestically and in more than 139 countries. We still distribute new shoes for free to people in need, but that’s just one facet of the work we undertake toward the wider goals of


• creating opportunity,


• serving those in need, and


• protecting the environment.


If we stopped the S4S story in 2009, or leapfrogged to 2018, the organization would look like an unqualified success.


But that’s not how time works.


After its formal incorporation in 2006, S4S began its shift toward supporting microenterprise in developing countries. It did so, however, without fully informing its stakeholders: the shoe donors, volunteers, and even staff who coordinated shoe drives to secure donations. But a 2009 investigative report in The Tennessean, the newspaper serving our hometown of Nashville, told everyone—describing the much-loved charity as “a middleman.” And it said far more. The reporting raised concerns about Elsey’s salary and close ties to the shoe industry. The Tennessean’s 2009 reporting also noted the incongruence of having the charity’s CEO as its board chair. While this is common practice in the for-profit world, the nonprofit universe sees it as a potential hindrance to the board’s first duty: scrutinizing the operation through independent eyes. In many cases, even having the CEO on the board is considered poor governance, let alone as chair.


Sixteen months later, The Tennessean published another exposé, this one focused on the practice of selling shoes to microentrepreneurs and implying that donations were not going to charity. Over a year had passed between the investigations. S4S could have spent those months educating supporters about how its model worked and how microenterprise created far greater economic impact in impoverished communities than simply giving away products. Perhaps S4S leadership feared people would stop donating. Perhaps they feared still-closer scrutiny. Whatever the rationale, the failure to put S4S’s house in order dealt a devastating blow to the public perception of the organization’s work.


There was more, and it was a mess. A very tangled separate charity not controlled by the board, an insanely expensive lawsuit over a lease dispute, personal loans from organizational funds that almost broke the law …


After months of public wrangling with The Tennessean, the organization backed down. But it was far too little, and much too late: The damage was done. Less than a year after The Tennessean’s second investigation, Elsey resigned, and a national search for his replacement began. Enter me. Enter Nicole’s nana. Enter other employees such as Kelly Modena, who, as she recounted in Shoestrings, recalls asking the questions “Tell me what I’m doing here? Where are our shoes going?” She was on the frontline, encouraging people to donate shoes, and she didn’t know what was happening?! The betrayal ran much deeper than I think anyone really understood.


In any business, including nonprofits, perception is everything. People who give time and money to causes they care about deserve to know, and we are responsible for showing them, that the people to whom they entrust these resources are good stewards. S4S’s individual donors, volunteers, and staff learned about all the bad stuff not from S4S but in their Sunday morning newspapers. Their confidence wasn’t merely shaken. It was shattered.


At least I could read about this before I accepted the job. And the board shared with me as much as they knew. However, it didn’t take long to figure out that the fiscal picture was much worse than anyone suspected. The year before I came to the organization, S4S reported a loss of $2 million on revenue of $4 million. It had never been profitable, but that was hard to see in the audited financials. The management team, using generally accepted accounting principles (GAAP), viewed all product donated as gifts in kind (GIK) as revenue. This is the right way to do the accounting, but it can mask real problems, most notably what’s happening with cash. Although common in the nonprofit world, this approach has no analog among for-profits because you have to put down sales as cash, not some totally arbitrary value. I had never heard of such a thing, and it blew my mind. That’s because GIK are not cash. You can turn them into cash, but when you value a pair of shoes at $30, then sell them for $1, well—it’s easy to see how no one really had a clear picture of how much money was gushing out of S4S. Another problem was that S4S “crept” from accepting shoes (and a little later, clothing) to accepting a diverse range of items—from wheelchairs to kitchen tile. Again, perfectly legitimate in terms of GAAP, but a veritable funhouse mirror that prevented us from getting a true picture of fiscal reality.


Beyond such financial and product concerns, when I was hired, two board members resigned; one because she wanted to bring my predecessor back and the other because he wanted to close the doors and liquidate the assets. They just didn’t believe it could be fixed. I respect that both acted on their convictions, but their departure left the board with only three active members. Team members were disillusioned. The microenterprise model S4S touted was giving most of the profit to the middlemen, not the entrepreneurs. We didn’t have true on-the-ground partners who understood local cultures, politics, and economics; and the reputational loss had sent many of the corporate partners scurrying.


CHANGE COURSE OR CRASH


In 2012, I didn’t know if S4S’s survival was possible. But I knew I wanted to try. There was an amazing idea at its core: using the best of capitalism to create opportunities for people to get out of poverty. By the end of 2013, we had cut the financial losses in half, refocused on our mission, created the tagline “Wearing Out Poverty,” and begun to put the pieces in place to make that tagline a reality. A critical element of doing so was leaning into what we now label 4Opportunity.


Despite the myriad problems we unearthed, I was inspired by S4S’s desire to help transform lives, the scale of the impact it had already accomplished, and the genuine passion people across the organization felt for its mission. While the lack of communication about the shift to an increased focus on microenterprise had helped to create the crisis and cement the appearance of impropriety in the public’s mind, I saw the enormous potential to increase our impact if we did it right. To get there would require a reduction in our dependency on third parties, and it would demand full transparency. But the core idea was sound. Small businesses offer an ability to expand economic impact in the communities they serve, something like the concentric circles that grow outward from a pebble dropped into a pond. A pair of shoes given away can improve the life of the wearer; a pair of shoes sold at a price that is locally affordable can still improve the life of the wearer but will also improve the circumstances of the person who sold the shoes, those dependent on them, and conceivably, the businesses where that seller in turn will spend money. Teaching people to fish rather than simply giving them fish is a well-known principle for a reason.


The beginning of S4S’s use of microenterprise dates to the organization’s inception. Brothers Nelson and Paul Wilson were founding board members. They had experience with faith-based humanitarian outreach in Central America. After seeing success in sending shoes to natural disaster zones and facing a stockpile of donated used shoes, they saw an opportunity to help in the fight against poverty by partnering with missionaries they knew. The missionaries identified single mothers as the most effective conduit. These women began to set up little shoe shops on street corners. They would sell the used shoes S4S had collected, which allowed them to earn a good living. S4S fronted the women the first shipment of shoes, but they had to retain some profit from their sales to purchase the next shipment. As this approach spread to other countries, it continued to prove successful, but it eventually was mired in the controversy that had sent S4S into its tailspin. At the center of that controversy was a reality that people didn’t fully understand: The fastest way to get donated products to potential buyers is by using for-profit distributors, which was the focus of the initial investigation conducted by The Tennessean. Internal differences in vision between the Wilson brothers and Elsey on the use of such distributors added to the problem.


Soles4Souls still responds to disasters with free, new shoes and clothes for people—and we always will—but it was through 4Opportunity that we could not only make the organization sustainable but also kickstart our own growth. If we were sincere about reducing poverty, 4Opportunity was how we would get there. Part of the value Elsey created at the outset was because of his contacts in the shoe industry. He was able to get shoe manufacturers to donate new shoes, often in large quantities. Sometimes models simply don’t sell as predicted, or a product has quality control issues such as the wrong color or a piece of trim that comes loose. When donating, companies specify markets where their products cannot be sold (usually where they have a commercial presence), so in parts of the world that are fair game, entrepreneurs can purchase donated products from S4S and realize good margins while still selling at prices that are affordable to those in their communities. S4S continues to receive donations (both new and gently used shoes and clothing, as well as financial contributions) from individuals, shoe drives, and elsewhere, but the largest volume comes from corporate donors. S4S is proud to count literally hundreds of brands that are familiar to people around the world as supporters, among them adidas, Allbirds, Bombas, Brooks, Caleres, Crocs, DSW, HOKA, New Balance, Nike, The North Face, Timberland, Uggs, Under Armour, Vans, and Zappos.


TURNAROUND


By the time Shoestrings came out in 2018, we’d pulled out of the tailspin. We listened to smart, experienced people. We took careful notes on what worked and what didn’t as we tried new strategies. Not only were we fully transparent about how and why entrepreneurs selling shoes worked; we also found that this openness forced us to improve the process.


In 2019, we “rebranded” microenterprise as 4Opportunity and our disaster relief efforts as 4Relief. Changing the names of these programs was far more than simply altering their titles. We had spent years learning what was required to accomplish our mission and to maximize our impact, setting us on a path of realistic, intentional growth.


The transformation that led to 4Opportunity is best demonstrated through an example of an early success story—one captured in Shoestrings—that taught us so many foundational lessons that we continue to apply every day. It also illustrates how we use mission-focused social enterprises (we call them direct partners) as the means to get product to entrepreneurs. It is the story of Samuel Darguin and his time in Haiti. The founder and director of the Haitian American Caucus (HAC) in Haiti, Darguin left New York City for Port-au-Prince to help rebuild the country of his parents’ birth after the devastating earthquake of January 2010. The disaster killed up to 316,000 people. After the immediate impacts of the earthquake had been “stabilized,” Darguin’s hands-on leadership brought renewed energy to the development of Haitian communities through sustainable solutions to the cyclical poverty that has plagued the nation since it won its independence in 1804.


After talking with the communities about the issues affecting their families, HAC focused on quality, affordable primary education, professional development, economic empowerment opportunities, and improved public health. Its economic development efforts focused mainly on extending microloans to aspiring entrepreneurs. Yet, even when HAC began offering very-low-interest microloans, this did nothing to change the hit-or-miss nature of entrepreneurship itself. This was because many of the businesses begun by loan recipients—such as agriculture, food, and beauty products/services—had low margins. Compounding this was the fledgling entrepreneurs’ lack of business skills or training, which increased the odds that their businesses would fail. Sam needed a solution that tipped the odds of a new business’s success in the borrower’s—and thereby HAC’s—favor.


The answer, of course, was shoes.


Sam was reluctant to get involved. It took some persuasion for him to recognize that this was a real opportunity—for his clients and for HAC—to generate a new revenue stream. “It took me some time to adjust and to really understand the market in Haiti, and how to really have the most impact on the most clients,” Sam told me. “After some trial and error, some mistakes, I think I finally got it … where I’m able to really fine-tune our model … to where the women that we are servicing can really go out and see a benefit from that to help their families.”


“For the first couple of months,” Sam continued, “we were certainly underestimating the potential of the shoe market … to really understand, in a country that doesn’t produce any shoes, the actual value of a pair of shoes—and what that does for the person that is selling it, for the person who’s buying it, and the impact that it could have on the entire country.” It also boosted HAC’s impact. Because of this targeted investment, the organization had the funds to build another floor on its school, which allowed it to accept 250 kids a full year ahead of schedule. A year of education and a guarantee of at least one hot meal, five days a week, was a very big deal.


We continued to learn from Sam, and from other partners around the world. We still work with Sam, although HAC efforts are now coordinated out of the US and the Dominican Republic because the area around Port-au-Prince is simply too dangerous. However, HAC is still providing shoes to more than 250 women entrepreneurs across the country. Sam has also brought the 4Opportunity model to the Dominican Republic, creating economic opportunity for Haitians who are often shut out of the Dominican system. There is a lot more that should be said about what Sam is doing, but the circumstances in which he operates also offer a good reminder about how tenuous and difficult our mission is because of where we work. If it were easy, S4S wouldn’t need to be there. It is also a humbling reminder that our partners and the people they serve do the hardest work and take the greatest risks. Investing in them seems like the highest-return bet imaginable, by comparison. Supporting 4Opportunity with the help of organizations such as HAC isn’t all we do, but it has been central to maximizing our impact.







ANOTHER VOICE  |  Bernadette Lane









Bernadette Lane retired as principal and managing director at CCS Fundraising, which provides fundraising, development services, and strategic consulting to clients in all sectors of the nonprofit community. Bernadette is personally committed to and experienced at working in low-income countries with a focus on lifting people out of poverty. She is an emeritus board chair for Soles4Souls.


Balance Beam


When I first joined the Soles4Souls board in 2013, they were in a “hair on fire” moment. There was lots of work to do and few board members to do it. The board members had little hands-on experience of what the organization was doing. They’d never been to Haiti or anywhere else where the social enterprise program was based, which made it difficult for them to communicate the organizational mission with others and garner support. One of the first things I did was to go to Haiti. Even before meeting the entrepreneurs, just seeing the marketplace, which in those days was little more than street vendors selling shoes from blankets set out in the dust among masses of people, brought home how severe the need was. Hearing some of the entrepreneurs talk about the transformative difference of having extra income from selling shoes cemented my understanding that this work was making such a difference in people’s lives. By 2015, the board made the decision to go to Haiti, where we had our first-ever board meeting outside the US.


Even while still in Haiti on that first visit, Buddy, David Graben [COO], and I began having conversations about the social enterprise model and its impact. We asked ourselves whether it was important to focus on Haiti or expand to other places. Were we trying to go a mile wide and an inch deep or go a mile down and an inch wide? I thought we needed to greatly expand. But I also knew we didn’t have enough product to expand meaningfully. We had to form a plan that would get more people interested in hosting shoe drives and get the footwear industry more committed to donating product. Most importantly, we had to get the story out. Having spent my career guiding nonprofits with fundraising, including putting boots on the ground to assist them, I knew that Soles4Souls had to learn not to be afraid of asking others to join them.


There were other things Soles4Souls had to improve as well, including doing a better job of learning their limitations and understanding the core nature of the places they served. From the beginning, I was impressed not only by their passion and their ability to use that to drive the mission forward but also by the leadership that allowed them to be nimble. They are a risk-taking organization, which is valuable, even if there were times when, as a board, we had to help them walk the balance beam between taking too much risk and its natural presence in entrepreneurial thinking. No worthy missions can be accomplished without some degree of measured risk, adaptability, and passion. When I think about organizations I’ve worked with, those that have an enormous drive and vision combined with passion are the ones that are the most successful. I shared such passion as I first stood in a Haitian marketplace and watched the tenacity of spirit I saw there.
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