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chances of success, 43-44; mak-
ing adjustments if necessary,
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ory of change and, 276-277

Performance metrics: challenges

and obstacles to, 272—273; im-
plementation and establishment

of, 210, 217-218; measurement
challenge and, 290-292; non-
profit enterprise considerations,
273-275; reasons to use, 270-271
Personal dynamism leadership
dimension, 31-33
Personnel decisions, 256-259
Pew Charitable Trusts, 282
Philanthropic tax credits, 118
Pioneer Human Services, 126
Pioneer Industries, 152, 294
Pitching your venture: components
making up, 131-132; developing
effective, 139-145; importance
of, 130—-131; investor expecta-
tions for returns, 133-134; key
questions/answers to include,
136-139; understanding the

investor’s mind set, 132. See also

Financial capital investment;
Nonprofit business ventures;
Space Museum Café pitch

Planet Access Company, 230

The Positive Power of No (Demotte),
150

Posta Bank, 154-155

Powering Social Change: Lessons on
Community Wealth Generation for
Nonprofit Sustainability (Commu-

nity Wealth Ventures), 115-116
PRI (program-related investment):

described, 120-121; The Suc-
cess for All Foundation use of,
121-123

Price bundling: membership form
of, 72-74; packaging products
form of, 72, 74-75; two types
of, 72

Price discrimination: defining, 68;
designing structure of, 69-70;
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