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Editorial 

Special Issue on Published Research 
Dear students, instructors, sponsors, and friends of the WSKF USA® Foundation, 
 
Our second research study on Fundraising has been published (Quevedo, F. 2019, “Testing Kuschman, Khun 
& Pfaerrer’s (2012) Communicative Framework on a Global NGO: The Case of the WSKF Sports 
Foundation”,	 International Journal of Recent Advances in Multidisciplinary Research, Vol. 06, Issue 10, pp. 5248
-5256,October, 2019 http://www.ijramr.com/sites/default/files/issues-pdf/2698.pdf). As promised, we will dedi-
cate a special edition to summarizing its results, as they are applicable not only to non-profit organizations, but 
to many business enterprises and government agencies as well. 
 
Abstract: Kuschman, Khun & Pfaerrer’s (2012) “Communicative Framework of Value in Cross-Sector Partnerships” 
represents a model for optimizing performance of NGOs. This paper presents the case of the WSKF Sports Founda-
tion, which is part of a million-strong Japanese federation that spans over 20,000 clubs in more than 100 countries 
throughout all the continents except Antarctica, with cross-sectional illustrations of how the meaningful participation 
of members, the centripetal forces generated by the organization, and the consolidation of an institutional image 
through a coherent narrative, worked on the basis of authoritative texts, generated external influences and indeed 
led to substantially more revenues for the organization. Purpose: To explore the applicability and success of Kusch-
man et al.’s (2012) model in a global non-profit organization, and its implications for theory building on texts and 
institutional development. Design/methodology/approach: Case study, with internal data and interviews from a 
sample of country leaders to compare the degree of application of Kuschman et al.’s (2012) model, and the results 
obtained between the US, Canada, Ireland, Spain, Panama and Venezuela. Findings: Meaningful participation, ex-
pressed as collaborative networks, centripetal forces, and text adoption generate momentum and contribute in rais-
ing resources for the organization. The lack of such networks and internal forces, and/or the lack of a coherent nar-
rative, working through authoritative texts, will negatively affect external influences and capitalization. Research 
limitations & implications: The impressive results of the WSKF Sports Foundation in Venezuela were institution-
alized through that country’s 2011 Sports Development Law. Since 2009, it had already achieved 100% coverage of 
its championship costs and expenses. Nonetheless, there were differences in sister organizations located in countries 
that lack such socialist incentive. Also, the majority of the leaders in WSKF are college-trained, instead of only for-
mer athletes, a factor that should be controlled for in cross-sectional studies. Practical implications: An integral 
and integrating communicative framework, which according to Kuschman et al. (2012), requires a coherent narra-
tive evolving from authoritative texts, is necessary to optimize the effectiveness of NGOs. Internal and external net-
working activities are of the essence in such development. Originality/value: Non-profit revenue depends on Dis-
posable Personal Income and Public Awareness (as to any social cause). NGOs, however, can only influence one of 
these two variables, public awareness, and that can be best achieved through a coherent communicative framework 
and network. 
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Introduction 

Numerous authors have researched the performance of non-government organizations (NGOs), from 
Gray’s (2000) idealized definition of a single organizational entity that has the capacity to act, to exhibit 
agency, or to otherwise “make a difference”, to Kuschman, Khun & Pfaerrer’s (2012) “Communicative 
Framework of Value in Cross-Sector Partnerships”, which in itself represents a clear, simple and well-
defined model for optimizing performance. They define cross-sectional partnerships (XSPs) as that in-
teraction of business, government and NGOs that make up a unique form of social organization, and 
found that their overall value is not based solely on networking with interested stakeholders but, ra-
ther, in their capacity to influence people, public opinion, institutions, and over key issues that ulti-
mately affect their social cause. This capacity puts into effect the old Gestalt theorem, “the whole is 
greater than the sum of the parts” (Koffka, 2013) by way of integrating organizational forms that are 
different from their members’ and that constitute what they call a “collective agency” —that is, an abil-
ity to influence a range of significant outcomes that are beyond the reach of individuals and beyond 
what the founders can accomplish, based on what they define as generating centripetal forces and the 
consolidation of an image worked through “authoritative texts”, to exert influence and capture capital.  

Kuschman et al. (2012) proposed that increasing members’ “meaningful participation” enhances the 
potential of any collective agency and its capacity to generate value; that centripetal forces, like grant 
writing and special projects, draw people together; that a coherent narrative increases the distinctive-
ness, and the sustainability of an organization’s brand identity; that an organization will be more likely 
to be qualified as valuable to the extent that its “authoritative texts” justify its existence to members, 
home organizations, and to external stakeholders, that is, give it meaning, insofar as these also influ-
ence accounts of higher-order effects; and as long as that influence is capable of generating and trans-
forming capital.  

Graphically, the model looks as 
shown on the figure on the right. 

The remainder of this paper is a case 
study of the WSKF Sports Foundation 
(https://www.wskf-venezuela.com/
fundacion-deportiva-wskf/), which 
illustrates how meaningful participa-
tion, centripetal forces, and consoli-
dating an institutional image through 
a coherent and cohesive narrative, 
around authoritative texts, that is, in 
essence, following Kuschman et al.’s 
(2012) model on the right, will lead 
to substantially more revenues for 
any such organization, using Moog, 
Spicer & Bohm’s (2015) template for 
case analyses in this field.  
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Review of the Literature 

WSKF operates as what Waddock (1991) calls a “federative” organization, composed of different local 
federations from over 100 countries, spanning over 20,000 clubs and close to one million members, 
some local federations have separate philanthropic arms, following Albert & Whetten’s (1985) con-
cept of the “dual organization”. The WSKF Sports Foundation, in turn, is by its statutes and by defini-
tion a “cause-based partnership”, as characterized by Parker & Selsky (2004), dedicated to the pro-
motion of karate-do and the funding of championships and events throughout the world. Its partner-
ship with the Venezuelan Sports Ministry and close to 200 firms would also qualify under Kuschman 
et al.’s (2012) definition of a Cross-Sectional Partnership (XSP). 

Lindahl & Conley (2002) present an extensive literature review of the topic of NGO and non-profit 
management, and confirm that NGO’s have come of age. Lewis, Isbell, & Koschmann (2010) state 
that NGOs offer tremendous promise, and are assumed by policy makers to be the best way of work-
ing on certain specific social problems. Matsunaga & Yamauchi (2004) state that non-profits have a 
critical, substantive and distinctive role in contemporary society. Quevedo & Quevedo-Prince (2019) 
state that non-profits contribute almost $1 trillion to the US economy, representing 5.4% of gross do-
mestic product (GDP), generating over 12 million jobs in 2017. According to List (2011), the NGO 
market revolves around three types of players: (1) the donors, who fund charities, churches, founda-
tions and similar organizations. Donors can be individuals, corporations, government agencies, and 
non-government organizations; (2) charities, churches, foundations and similar organizations, which 
promote their causes to attract resources and allocate them accordingly; and (3) the government, 
which may support such causes directly or indirectly, depending on the way it taxes or exempts dona-
tions, by approving grants, and deciding which public goods it may provide directly. This triumvirate 
fits Kuschman et al.’s (2012) definition of a Cross-Sector Partnership (XSP). Many non-profits operate 
under Seitanidi & Crane’s (2009) concept of institutionalized business–NGO partnerships, as corporate 
philanthropic appendices that carry the brand name and support their institutional image. Wymer & 
Samu (2003) indicate that this practice “has grown tremendously” in recent years. Milne, Iyer & 
Goodwin-Williams (1996) include strategic alliances in this definition of business–NGO partnerships, 
but extend the concept to include government agencies and inter-NGO alliances. Froelich (1999) ana-
lyzed three major revenue strategies in non-profit organizations: private donations, government fund-
ing, and commercial activities. Quevedo & Quevedo-Prince (2019) found that fees from commercial 
activities like tuition in colleges and universities, ticket sales in museums, or in-patient charges in hos-
pitals, account for almost half of total non-profit revenues, government sources reach one third, and 
private donations add close to 14%, the remainder coming from investments and other sources of 
income, especially considering new crowd-funding methods. 

Indeed, Eikenberry & Drapal Kluver (2004) came to discuss what they called then the marketization 
of non-profit activities, given by the introduction of marketing practices like sales of POP and different 
goods and services, competing for consulting contracts, donor relations management (the philan-
thropic version of CRM), and social entrepreneurship. Herman & Renz (1999) say that non-profit or-
ganizational effectiveness is related to the use of correct management practices. Kendall & Knapp 
(2000) suggest there are eight domains of NGO performance: “economy, effectiveness, efficiency, 
choice/pluralism, equity, participation, innovation, and advocacy”, with twenty-two separate metrics, 
in line with Herman & Renz’s (1999) concept of multi-dimensionality, while, in trying to define a mod-
el of performance, Kania & Kramer (2011) showed  that the success of initiatives that have a collect - 
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ive impact is subject to five conditions that altogether produce effective process align- 
ment, and lead to unquestionable results: (1) a common agenda, (2) shared metrics, (3) mutually re-
inforcing activities, (4) constant communication, and (5) the support of backbone organizations, fol-
lowing Wood & Gray’s (1992) model.  Alfirević, Pavičić & Najev-Čačija (2014) suggest that the effec-
tiveness of mining depends on the mine you choose to mine. And Joyaux (2011) stated that plans 
must include wide organizational development goals. Wide-reaching, metrics-centered management 
tools such as Kaplan & Norton’s (1996) balanced score card and strategy map, have been widely in-
strumented in non-profit management, as we will prove with the WSKF Sports Foundation.  

All in all, supporting Kuschman et al.’s (2012) concept of a coherent narrative, and Quevedo & Que-
vedo-Prince’s (2019) predictive model of the non-profit sector which highlights the vital importance of 
communication, a clear stream of research concentrated on the communicational foundations of NGO 
effectiveness (Hardy, Lawrence & Grant, 2005; Kuhn, 2008; Ashcraft, Kuhn & Cooren, 2009), as the 
backbone support their three main revenue streams, commercial activities, government sources, and 
private donations. It would seem as if NGOs need a bible, a code or a map to guide them and to align 
the actions of their many stakeholders. Kuhn & Deetz (2008) found that marshaling consent and con-
sensus is the means by which the organization’s authoritative texts are most effective. 

Like branding, which is based on consistency, Allen (2000) would suggest that any “text can only ev-
er be understood in relation to other texts; no work stands alone but is interlinked with the tradition 
that came before it and the context in which it is produced…” In NGOs, the collective, the “we” takes 
over. Beech & Huxham (2003) stress the importance of organizational identity in nurturing any col-
laborative process. Tsoukas (2009) says that a more richly communicative conception portrays dia-
logue as implicit in communication, such that meanings, identities, and agendas are always construed 
but open to reconsideration. Communication is thus seen as a central organizing process (Ashcraft, 
Kuhn & Cooren, 2009). But, communication is a two-way street; Heath (2007) speaks of a dialogue 
amongst stakeholders as necessary to consolidate productive collaborative partnerships. Le Ber & 
Branzei (2010) spoke of a “beneficiary voice” in three dimensions: voice-receiving, voice-making and 
voice-taking, pointing to a dialogue with stakeholders. Instead of being the mere transmission of in-
formation, communication is understood as a continuous process of negotiation and construction of 
ultimate means and meanings that guide and control their activities and the accumulation of 
knowledge (Ashcraft, Kuhn, & Cooren, 2009). Mc Phee (2004) talks about “texts”, and views them 
along three lines, their symbolism, their internalization and relational capacity as being instrumental 
in the creation of an organizational identity. Texts are thus the expression of a collective identity.  
 
Research Methodology and Results 
 
In line with Kuschman et al.’s(2012) model we posit the following proposition: 

P1: Meaningful participation, centripetal forces, and consolidating a solid institutional image through 
a coherent narrative that is based on authoritative texts will lead to exerting greater external influ-
ence and will generate more capital for the organization. 

To test the model, and to prove our proposition, we set out to interview a group of relevant and rep-
resentative international leaders of the organization to ascertain to what degree they have applied, 
construct by construct, Kuschman et al.’s (2012) model, or not, and how much were their results af - 
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fected by their deviations. The interviewees included, for Venezuela, Sensei Fouad Korban, 7th degree 
and Vice-President of the world organization, Chief Instructor, and President of the WSKF Sports 
Foundation, as ground zero for this case analysis; the author, as Trustee of the WSKF USA® Founda-
tion, Sensei Juan Osuna, WSKF Canada’s Chief Instructor; WSKF Ireland’s Colette Mc Corry, who has 
been Club Secretary and reports on international events; WSKF Panama’s President, Kaiser Ponce, and 
his sidekick, Sensei Tomas Hernandez; plus Sensei Francisco Astudillo, an industrial engineer, who is 
promoting the Spanish delegation, adding cross-references from other non-profit organizations as 
well. We asked them twelve specific questions to cover the application of Kuschman et al,’s (2012) 
model, construct by construct, from networking to communication and fundraising, finding that any 
deviation from the model affects fundraising. 

Sawhill & Williamson (2001) say that every non-profit organization should measure its progress in ful-
filling its mission, its success in mobilizing its resources, and its staff’s effectiveness on performance. 
WSKF has stuck to Kania & Kramer’s (2011) five conditions to produce true alignment and lead to 
powerful results: (1) a common agenda, their strategy map; (2) shared metrics, the balanced score 
card, (3) mutually reinforcing activities, particularly in grant writing and channeling sports funds, (4) 
constant communication, and (5) the support of a backbone organization, its Sports Foundation. Pin-
pointing which element of Kuschman et al.’s (2012) model is most important proves hard. It may be 
like asking which of a car’s four tires is more relevant, or which organ of the human body, matters 
most. The sequence acts as a whole: meaningful participation > centripetal forces > coherent narra-
tive > authoritative texts > external influence > capitalization, and any weakness in the chain will af-
fect the process.  

WSKF Venezuela applied the model in full 
detail and has served an example to follow 
for sister organizations around the world; 
Panama was a bit weak on communication, 
which could account for the lower participa-
tion and effectiveness of the athletes’ par-
ents there, but it showed strong organiza-
tional forces which were able to influence 
corporate donors; Ireland was strong on 
participation but weak on that organization-
al force, and showed capital surplus. Lastly, 
as Wiepking & Handy’s (2016), Santos & 
Pinzon (2016), and McGee & Donoghue 
(2009) let us see, each country presents 
cultural and legal challenges that must be 
addressed by all non-profit organizations 
which operate worldwide. No one is to 
blame for an adverse environment, but if 
we look at the Venezuelan situation, it 
seems like staying the course and taking 
advantage of any opportunity that arises proves to be the most successful strategy. 
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The graph on the left shows 
the detailed fundraising 
flowchart followed by the 
WSKF Sports Foundation. 

Limitations and Further 
Study 

Wolff (2017) stated that revo-
lutionary organizations depend 
to an extraordinary extent on 
the ebb and flow of fundrais-
ing. Indeed, it must be point-
ed out that the impressive re-
sults of the WSKF Sports 
Foundation in Venezuela were 
perfected over that country’s 
socialist-oriented 2011 Sports 
Development Law, and its 
0.5% tax on corporate profits. 
However, by 2009, the Foun-
dation was already achieving 
100% coverage of its champi-
onship costs and expenses, so 
it cannot be said that the law 
was the sole essence of its 
success. Nonetheless, this 
must be taken into account 
when comparing results with 
sister organizations located in 
countries that lack such incen-
tive. Another element which 
may act as a moderator is the 
professional nature of the 
leadership. This moderating 
influence should be controlled 

for in comparative, cross-sectional studies to account for differences between countries and delega-
tions.  

See full text, questionnaire and cited references in  
http://www.ijramr.com/sites/default/files/issues-pdf/2698.pdf 
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