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

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

Amazon.com’s 2005 challenge on, 188
benefi ts of organizational, 101–103
building capacity for, 107–115
building social capital through, 12
challenges for nonprofi t, 103–107
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