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WHAT IS A CASE FOR SUPPORT?

Compelling 
story

1
Tool to 

connect to 
your donors

2
Call to action

3



REAL  EMPOWERING 
PERSUASIVE

BOLD       CLEAR   
ASSERTIVE MOBILIZING  

TELLING      TIGHT
CONCISE



WHAT’S THE SCOPE?

• Annual Giving or Campaign?

• How will you use your case for    
support? 
➢ Internal communications plan 

for staff, board + volunteers
➢ Donor cultivation
➢ Major gifts fundraising tool 



ELEMENTS OF A STRONG CASE

• The Problem to Address
• Your Solution + Vision
• Qualifications + Track Record
• Plans, Impact + Urgency
• Call to Action
• Thank You



WHAT’S THE PROBLEM?

• Describe your organization’s purpose
• Define the problem/need as simply as possible
• Identify beneficiaries + impact
• Focus on the key elements that will resonate



❝If I were given one hour to 
save the planet, I would 
spend 59 minutes defining 
the problem and one minute 
resolving it. ❞

―  Albert Einstein



THINK BIG PICTURE.

How will the world 
be better when 

you achieve your 
goals?

Why is your 
organization 

worthy of your 
donor’s $$$?





WHO WILL HELP 
TELL YOUR STORY?

•  Who are the critical thinkers? 
•  Who are your visionary storytellers?
•  Who has unique insight?
•  Who are your stakeholders?



TALK TO PEOPLE

• Board, volunteers, staff, donors
• Members
• Peer organizations
• Community leaders
• Founder(s)
• Veteran board members or volunteers
• Beneficiaries 



 
ASK QUESTIONS .  .  .

 
.  .  .  and Listen. 



PROCESS WHAT YOU’VE HEARD

•  Identify the common threads in your notes
➢ How do these relate back to your organization’s 

goals?
➢ Organize your information to define the key 

elements of focus 
•  Collect relevant quotes + anecdotes



❝… the arts provide a safe haven in a 
world that is sometimes harsh and 
unwelcoming … ❞

❝Through the arts, [students] learn 
focus, determination and dedication.❞

❝...they learn they can soar … and 
demand change in the world ...❞

Problem

Solution

Vision



MAKE THE CASE

• What’s your 
organization’s role 
in solving The 
Problem?

• How do you 
include your reader 
in The Solution?



WHY YOU? 

•Track record + 
experience?
•New or innovative 

approach? 
•Access to critical 

resources or leaders?

What differentiates 
your organization? 



WHY NOW? 

➢ Is there an opportunity driven by timing?
○ Leveraging a major donor’s gift
○ Unique chance to purchase property
○ Organization’s anniversary or founder retirement

➢ Are there major challenges on the horizon you are 
trying to address?
○ Big shifts in government agency support

Why are you embarking upon your campaign at this time? 



IMPACT.

What action 
is your 
organization 
taking to 
effect 
change?



ADDRESS CHALLENGES

• Internal struggles (e.g.  
leadership transition)
• External factors (e.g. 
world events, political 
climate)
• Common questions (e.g. 
mission-related 
activities?)



WHO IS YOUR STORY ABOUT?

The donor.      
(Every. Single. Time.)



THE DONOR’S ROLE IN YOUR STORY

• What role does the donor 
play in the Solution?

• Does your language appeal 
to the donor’s sense of 
self?

CHAMPIONS or CHANGE-MAKERS?

PHILANTHROPISTS or ACTIVISTS?



Because of 
you, we will 

save the world.



❝We support a charity . . . 
because it gives us a chance 
to love something about 
ourselves. ❞

Source: Seth’s Blog, 2013 

―  Seth Godin, Renowned Marketing Guru



WHAT FEELINGS 
DOES YOUR STORY EVOKE?

 

PRIDE? 
COMPASSION?   

EMPOWERMENT?  



❝... every time someone donates to a good 
cause, they're buying a story, a story that's 
worth more than the amount they donated. 

It might be the story of doing the right thing, 
or fitting in, or pleasing a friend or honoring 
a memory, but the story has value. For 
many, it's the story of what it means to be 
part of a community.❞

Source: AFP Presentation by Tom Ahern, 2017

―  Seth Godin, Renowned Marketing Guru









CALL TO ACTION

What does the donor need to know 
to take the next step?

•What is the financial goal?
• Is there a clear timeline?
•So I want to make a gift, now what?



SAY THANK YOU



LOOKS MATTER.

• What look + feel are you going for?

• Does the piece reflect your brand?

• Is your copy “skim-able?” 



USE YOUR CASE AS A TOOL

• Test your draft with donors + stakeholders
• Refine the concept 
• Share the final product
• Incorporate the copy into other communication vehicles



GROUP 1: Defining the Problem/Need

GROUP 2: Defining Solution + Demonstrating Impact

GROUP 3: Defining Your Call to Action
  

Break Out Sessions 



THANK YOU!
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