
EDITORS’ NOTE Prior to 
founding Madeira in 2012, 
Christina Alfonso served 
as Director of Sustainable 
Investments  for World 
Wide Investments Group, 
based in São Paulo, Brazil. 
Previously, Alfonso served 
as Senior Private Client 
Associate and Hedge Fund 
Liaison at AllianceBernstein, 
LP, in New York. She also 
served as a strategic consul-
tant for Grameen Bank in 
Dhaka, Bangladesh. She holds a B.S. in fi nance and 
management from Fordham University, where she 
graduated Cum Laude, and an M.B.A. from ESADE 
Business School in Barcelona, Spain. Alfonso is an 
advisor to the Centre for Social Innovation in New York.

Previously, Alexandra Cart served as 
Managing Director with G2 Investment Group 
in New York. She has worked with government 
agencies in the U.S., U.K., and Latin America, as 
well as the Council on Foreign Relations. For the 
City of New York, she worked on antipoverty ini-
tiatives and programs at the Center for Economic 
Opportunity (CEO) for the Offi ce of the Mayor. She 
also served as a research analyst to the founder and 
president of the Poliarquía Consultores. Cart holds 
a B.A. in international studies and political science 
from Middlebury College. She serves on the Global 
Advisory Board of WEConnect International.

COMPANY BRIEF Madeira Global (mgimpact.
com) provides impact investment advisory services 
to select private clients and family offi ces. Madeira 
optimizes the alignment of social and fi nancial re-
turns by crafting an investment strategy that com-
plements clients’ overall asset allocation and 
values-based investment philosophy.

How did the vision for Madeira Global develop?
Alfonso: We established the fi rm in 2012, after 

10 years in my previous career where I familiarized 
myself with the global challenges and the needs of 
the families I worked with. They sought profi t in 
their investments but also wanted to achieve some 
social objectives separately through their philan-
thropic initiatives.

Over the past fi ve years, we’ve seen a real 
rise in the creation of social enterprises – for-profi t 
social businesses. There is an increasing need in 
the marketplace for advisory services that pertain 
specifi cally to impact. 

Madeira, as a model, is 
a hybrid structure touching 
both the for-profi t and non-
profi t sides – tied by mission 
and seeking to achieve effi -
cient capital deployment.

Was the model well-
received early on?

Alfonso: The demand 
prompted us to start sooner 
than we had planned.

It began with individual 
engagements for some of the 
family offi ces that I previ-

ously worked with who were looking for guidance.
They had questions such as, what are impact 

investments? How do you identify, vet, and structure 
them? What are the options? You see these concen-
trated in the family offi ce space. Impact investing 
has been an attractive alternative for philanthropists.

How does the model work?
Alfonso: As a fi rm, we have developed a four-

step process.
The fi rst is creating an investment strategy spe-

cifi c to impact. Clients typically either have a tradi-
tional philanthropist profi le or are looking at this as 
social venture capital. Where you are on that spectrum 
dictates your expectations for this type of investment.

Once we set these parameters, the second 
piece is search and selection. Our Madeira structure 
is designed to be similar to that of a private bank, so 
we have an advisory team but also a due diligence 
team. The purpose is to leverage their expertise 
either geographically or by industry in the fi eld to 
identify these investments.

The third step is structuring and capital de-
ployment. Once we have identifi ed a set of options 
that may be attractive to a client based on their 
original parameters, they will decide how to move 
forward – we are not discretionary managers in that 
sense. But keeping true to the advisory approach, 
we offer guidance based on what they’re looking 
for and can make suggestions on structuring.

The fourth step, once the capital has been de-
ployed, is being an active manager and providing 
ongoing reports. We respect the standardized social 
metrics, but the quarterly reports we prepare for 
clients are customized.

How broad is the focus?
Alfonso: The focus is on for-profi t social 

businesses.
There are many different types of business 

models that can be considered impact – like af-
fordable housing, health care, biotech.

Alexandra’s expertise lies in the types of fami-
lies and individuals who are interested in perfor-
mance-driven grants.

Cart: We have seen a lot of intergenerational 
approaches when it comes to interest on the phil-
anthropic side versus the impact investing side.

We have spoken to families that have older 
generations interested in traditional philanthropy 
while the younger generations are focused on im-
pact investing.

I focus a great deal on next gens – the conver-
sation regarding the comfort level with this alterna-
tive form of philanthropy is different depending on 
the generation.

Strategic, performance-driven grant making 
can provide a solution that bridges these genera-
tions. The older generations can maintain comfort 
through, and reap the benefi ts of, traditional grant 
giving, while millennials, interested in supporting 
social ventures, are afforded the opportunity 
to exercise a sense of agency, supporting busi-
ness models that demand more accountability 
and can achieve greater scale and, therefore, im-
pact. Through our own hybrid for-profi t/nonprofi t 
structure at Madeira Global, we have watched the 
Madeira Global Foundation serve a similar role, 
acting as a platform for clients to transition from 
traditional philanthropy to impact investing.

Are you competing with traditional play-
ers in the space?

Alfonso: It’s hard to think of one bank that 
isn’t currently participating in global conferences 
or in creating conferences in-house to address the 
client-driven demand.

Where, historically, you have seen govern-
ments and NGOs responsible for catalyzing social 
change, you’re now seeing that interest shift to pri-
vate investors who have substantial capital to deploy.

Banks want to keep them happy and show 
that even if it’s 1 to 5 percent of their overall asset 
base that is being allocated to impact, it’s some-
thing they need to be able to show clients they are 
knowledgeable about.

What gives us fl exibility is being a boutique fi rm 
with a strong due diligence arm. We have the global 
access and also have the ability to customize and cater.

Alexandra, what excited you about this 
opportunity?

Cart: There is an advocacy component to 
what we do. As social business models increase in 
number and popularity, family offi ces and multi-
generational philanthropists alike are drawn to the 
unique and compelling characteristics inherent in 
impact investments.•
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EDITORS’ NOTE In 2011, Thomas 
Miller was appointed by Secretary of 
State Hillary Clinton to be the Chair 
of the Board of the International 
Commission on Missing Persons. In 
2009, he was President and CEO 
of the United Nations Association 
of the U.S. From 2005 to 2008, he 
served as CEO of Plan International. 
From 2001 to 2004, he served as U.S. 
Ambassador to Greece and, ear-
lier, he was the U.S. Ambassador to 
Bosnia and Herzegovina and 
Special Coordinator for the Cyprus 
negotiations (rank of ambassador). He was also 
posted to Thailand, Greece two other times, and 
the State Department in Washington, where he fo-
cused on North Africa, the Middle East, and coun-
terterrorism issues. He serves on the boards of 
D.A.R.E., Partnership for a Secure America, and 
Lampsa. He was also selected two years ago to serve 
on AARP’s National Policy Council. Ambassador 
Miller has fi ve degrees from the University of 
Michigan: a Ph.D. in Political Science, Masters 
in both Political Science and Asian Studies, and 
a B.A. in Political Science. In addition, in 2003, 
he received an Honorary Doctor of Laws degree 
when he was also the commencement speaker.

ORGANIZATION BRIEF Washington, D.C.-
based International Executive Service Corps 
(iesc.org), is a nonprofit that furnishes exper-
tise to the developing world to train in best 
business practices. They support and catalyze 
the development of private enterprises, busi-
ness support organizations, financial institu-
tions, and public institutions. Over the years, 
they have implemented more than 25,000 
short-term projects and 200 programs in 130 
countries.

What is the history of the International 
Executive Service Corps and how has its 
mission evolved?

It was set up a few years after the Peace 
Corps by David Rockefeller and a number of 
well-known Fortune 500 executives. They 
thought that we could use the tremendous res-
ervoir of talent that was reaching retirement age 
around the world – and especially in the devel-
oping world – to develop something similar to 
a Peace Corps for retired business executives.

Is there strong awareness of the 
organization?

Top-level senior executives al-
ways have things to do after they retire 
that will keep them productively oc-
cupied, but at the levels beneath that, 
the awareness of other opportunities 
is not out there. There are 76 million 
baby boomers and we’re starting to 
retire, and baby boomers are living 20 
years longer than their grandparents.

We live in a society where you’re 
largely defi ned by your job, so there is 
a psychological dimension to this that 
is extremely important. There is even 
a U.S. budgetary dimension to this, 

because there are all kinds of studies that say 
people who are productively engaged are hap-
pier and healthier.

The single largest drain on the U.S. budget 
today is entitlements – Medicare, Medicaid, and 
Social Security. If we could get a better handle 
on fi nding opportunities for the baby boom-
ers – of which we’re a small part – we could 
make a dent in those entitlements.

How does the process work?
Once someone contacts us, we drive him 

to our Web site and he registers with us. When 
we fi nd opportunities, we go through the skills 
bank and set up matches.

Companies hear “volunteers” and assume 
it’s free – it’s not free. We’re a nonprofi t, so you 
need someone to cover the costs of travel, lodg-
ing, and meals as well as the overhead.

However, it’s a lot cheaper and better to 
get someone with 35 to 40 years of experience 
rather than a newly minted M.B.A. who has 
never worked in the sector.

How did the organization’s involve-
ment in China come about?

The Chinese have told me that, about a 
decade ago, they realized they needed help 
with a lot of their state enterprises at the sub-
provincial level on the managerial and entre-
preneurial side. At this level, a lot of the 
officials who were running these state com-
panies were brought up under the communist 
system, so they didn’t have a background in 
market economics.

A number of years ago, the Chinese began 
going to France, Germany, and the U.S. to get 
help. They decided they weren’t going to go 
approach governments because this was private 
sector based.

In the U.S., they went to the largest 
organization that was not political or religious, 

which is the 37 million-member AARP. At the 
time, AARP said they weren’t implementers and 
could not help.

The Chinese went back to AARP a year ago 
to try again, and they said they could still not do 
it but knew an organization they could partner 
with, and that was us.

We signed a partnership agreement with 
AARP and the Chinese, so we’re now starting 
a program with China that could ultimately in-
volve thousands of volunteers.

As a nonprofi t, where does the funding 
come from?

For the fi rst 30 years, we were fantastically 
successful – we ran 25,000 individual volunteer 
missions and created over one million jobs.

We got core funding from the governmen-
tal organization USAID to pay the expenses, and 
we got companies to cover some other things. 
In the mid-’90s, USAID wanted to move on, so 
we had to change our business model.

The demand for volunteers was still strong, 
but the funding wasn’t there. So over the past 
15 or so years, we’ve been operating largely 
through U.S. government contracts.

Our two biggest projects today are in 
Afghanistan, but you can’t send volunteers 
there. We still send volunteers to a number of 
projects in Africa and the Middle East, but the 
number of volunteers we have been sending 
out is way down from what it was before. 

What kind of impact has this organiza-
tion made?

These volunteers are fantastic ambassadors 
for the U.S. as human beings who just want 
to do good things. This is helpful in particular 
areas of the world where the reputation of our 
country is not so positive.

For the volunteers, it gives them a sense of 
worth. Many of these volunteers stay in touch 
with the families they have assisted and con-
tinue to help – it often goes beyond the initial 
mission.

Is the U.S. losing its competitive edge?
I don’t think so – we just need to refocus. 

Where we still have the competitive edge is 
with managerial and entrepreneurial talent. This 
is in our DNA.

I don’t care how much money you put 
into it; you have to develop it over time. It has 
taken us a couple hundred years to develop. 
I think that’s why people still look to America 
and want volunteers from here more than any-
where else.•
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