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From the Red Carpet

In this season of so many red carpets we’re
saturated with superlatives -- some deserved
others . . . meh. It’s impossible to say, really,
exactly what makes one artist’s performance
the “best”. But we do it anyway, obsessively
and with a kind of certainty that belies the
fact they cannot be easily and objectively
represented on a spread sheet. But oh, how
we love to rank things, and people, and
institutions.

So it’s always intrigued me that while there is
plenty of data to support about how well a
non-profit is performing, for some reason, it’s
long been an anathema to crunch the
numbers and call out the performance
measures. It’s almost as if there’s a certain
decorum dictating that “good causes” not be
subjected to tough scrutiny. GuideStar is
useful in promoting transparency among
non-profits, but that organization clearly
states its mission is not as an evaluator or
watchdog, but rather to encourage philanthropic giving.

Still, no systematic way to genuinely evaluate non-profit ROI or outcomes.



A little over a dozen years ago, the Cultural Data Project, born at the Pew Charitable Trusts, put an
end to all that. Non-profits in Pennsylvania, Maryland and California began using the CDP’s tools to
measure a range of performance variables and viola -- it worked! To date, more than 14,000
organizations have filled out CDP reporting tools that assess organizational and operational
efficiency.

The CDP’s Trend reports and comparison reports are helpful, too.

But I say the CDP’s excellent tools are just a good start. I believe it is time to rank non-profits, so
donors and foundations can legitimately assess which are most likely to have impact. A ranking
system would eliminate a huge amount of clutter tolerated in the worlds of cultural and humanitarian
“causes” created by organizations with worthy missions and sloppy execution. Ultimately it means
wasted dollars, which would likely be better spent channeled through more efficient and
high-impact organizations directed to the best non-profits.

Why not rank non-profits the way we rank law schools or hospitals? To do so would be to
acknowledge that non-profits are serious businesses with a real role to play in the quality of life of
our communities.

Off with his perfectly coiffed head! I expect that might be the response to this somewhat radical
proposal of mine, but I’ll stand by it, right here on the red carpet.

Personal Brand Matters

If I had to name two obsessions, I’d have to say
impact and impression. My goal is always to do
something meaningful, and do it with an indelible
professional style that cannot be forgotten.

It’s been my privilege to work with world-class
arts, cultural and humanitarian institutions, and I
have come to realize that my approach is,
actually, more than an approach. It’s me, or what I
offer as the Christopher Clinton Conway brand.

Heard of the seven word mission statement? I’m
even more minimalist. My brand comes down to
three Ps.

Personal. Portable. Polished.

Personal

I gotta be me. In the non-profit, philanthropic
arena, it’s assumed that the cause trumps all, and
assertion of individuality may upstage the greater
good. I’m pretty much Exhibit A for controverting
that theory. I believe the relationships I enjoy,

cultivate and steward in my professional capacity are always more authentic and productive when I



am exactly who I am. The flip side of that is to care enough to be fully attuned to who you are
working with, and honor exactly who they are.

Getting the work done is a human interaction. Keep it totally human.

Portable

You can take it with you. Even at the senior-most level, jobs change while your career endures.
Remember that what you offer is a unique set of experiences and skills that no one else can match,
precisely. (See above) Do things distinctly, and true your own personal style, because your brand
telegraphs a very specific approach to the work, and that is yours to bring with you wherever you
go.

Polished

Do it perfectly, or not at all. In your correspondence and events, be consistently impeccable. The
details speak volumes about your style. Aesthetics and colors communicate for you, too. Have a
stylebook, even if it is in your head. Succeed, repeat, succeed again. Digital decorum: Use
Facebook, Twitter and Pinterest only when you have something keenly relevant to share.

Do you have a personal brand?

My theory: Whether you know it or not, you do.

A personal inventory can be a good place to start to identify your brand for yourself. This exercise is
critical, because understanding your brand allows you to best deploy your most valuable asset,
personal brand.

The good news is, it really is all about you!

Barak Ballet: CCC goes En Pointe in L.A.

When Barak Ballet entered the L.A. dance
scene last year, the immediate response was
Bravo!

As Los Angeles dance landscape evolves,
choreographer Melissa Barak’s Barak Ballet
signals the arrival of a seriousness about
original dance programming and
performance here. After many years in the
dance world myself, I know that visionary
ballerinas are a rare breed and ballet culture
is competitive and conformist.

Melissa Barak’s moves are bold, and I am
delighted to be part of the effort to grow and stabilize this exciting new company headed by a
world-class choreographer, who happens to be a woman, a rarity in the dance world.

If you missed the much-praised performance of the group at the Broad Stage last fall, check out the



rave reviews and previews here and here.

Right? Melissa Barak knows what she is doing. As a ballerina with the New York City Ballet for nine
years, she mastered that world, and then landed back at home with the L.A. Ballet for another four
years before launching Barak Ballet last year.

Barak’s says there’s a gap in the offerings in the L.A. dance scene that her 17-member ballet and
neoclassical dance company was created to fill.

“So much of what L.A. audiences see are the big name companies that come in to the Music Center
. . . and leave after a few days,” says Barak. “We are here to stay, and we are looking for the
supporters who want to grow something special and permanent that reflects L.A. and belongs to
L.A.”

Barak says she’s aware the challenges are real: The cultural landscape here is crowded, and the
crowds here demand a certain caliber of entertainment. “I know L.A. I have that pulse and we are
already delivering.” Barak says she knows her brand will attract a certain audience. “It takes
courage to support something new.”

Barak Ballet has already demonstrated a capacity to present extraordinary dance and genuine
audience engagement. I predict that is precisely how Melissa will attract foundational donors to
Barak Ballet as the company’s impressive performances earn respect and the demand for more.

In the News: CCC to Speak at CAM 2014

Christopher Clinton Conway will be speaking
about Social Media & Legal Issues at the
California Association of Museums
Conference on March 6th. Unravelling the
maze of external and internal legal concerns
associated with this internet phenomenon.
Conway was the world's first fundraiser to
ever secure a seven-figure contribution via an
online campaign for The Carter Center of

Emory University in 1999. He also made national news by dramatically increasing The Joffrey
Ballet's subscriber base by introducing Joffrey and other arts non-profits to daily deal site Groupon.
For more information click here.

Groupon is a registered trademark of Groupon, Inc.

Check out everything CCC and philanthropy on my website ChristopherClintonConway.com




