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Communicating Your Case 

in a Competitive Environment



The real title of this session:



ÁA quick overview of the current fundraising environment

ÁSome thoughts about the role of the case 

ÁKey elements of the case

ÁHow and why to manage the case development process

ÁUse of the case

ÁCommunicating the case through various channels

Á15 ς20 minutes of questions, commiseration, and 
vigorous debate

²Ƙŀǘ ²ŜΩǊŜ DƻƛƴƎ ¢ƻ /ƻǾŜǊ
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Arguably the toughest in recent history, due to competition and, of course, economic 
factors

Canadian tax filers reported making charitable donations totaling $8.5 billion in 
2006, up 8.3% from 2005

22.2 million Canadians (85% of the population aged 15 and over) made a financial 
donation in 2004

A perspective on the competition:

ÁCanada (2003) ς161,200 charities

ÁOntario (2003) ς45,000 charities

The Current Fundraising Environment

Sources:
Statistics Canada and 
National Survey of 
Nonprofit and Voluntary 
Organizations
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The Current Fundraising Environment

Source:
Susan Raymond, Ph.D.
Changing Our World, Inc.
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The Current Fundraising Environment

Source:
Giving USA 
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ÁSome historical perspective (again, US data)

Charitable Giving: Year-To-¸ŜŀǊ tŜǊŎŜƴǘŀƎŜ /ƘŀƴƎŜΣ Ωсс ςΩлс
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What we are seeing (anecdotally):

ÁMost foundations and corporations are in full retreat 
mode, in many cases limiting gifts to prior awardees only

ÁIndividuals are continuing to give, but

ÁIn some/many instances they are giving less

ÁIn some/many instances they are giving to fewer 
ƛƴǎǘƛǘǳǘƛƻƴǎΧǘƘƻǎŜ ǘƘŀǘ ŀǊŜ ƴŜŀǊŜǎǘ ŀƴŘ ŘŜŀǊŜǎǘ ǘƻ 
them, and those that have the strongest cases

The Current Fundraising Environment

7



A compelling fundraising case is 
more important than ever.

/ƻƴǎŜǉǳŜƴǘƭȅ όŀƴŘ hōǾƛƻǳǎƭȅύΧ

8



The Primacy of The Case

The Four Essential Components of Any Fundraising Effort:

ÁA compelling case

ÁCultivated prospects

ÁMotivated leadership

ÁA plan
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Secret #1: The Case is a Concept

While it will ultimately be articulated in documents and 
through other means and media, it is essential that the 
case be thought of in conceptual elements:

ÁWhat do you do?

ÁWhat critical need are you addressing? (i.e., how are 
individual human beings affected by your work?)

ÁHow does your institution differ from your peers?

ÁWhat would happen if your organization disappeared 
from the face of the Earth tomorrow?
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Secret #1: The Case is a Concept

The Case is not:

ÁThe Mission Statement, which sets the gross 
parameters around the programs and services of the 
institution

ÁThe Elevator Speech, which in a sentence (maybe two) 
provides an abbreviated overview of what you do

Rather, it is an explanation of the vital impact you make on 
ǘƘŜ ǇŜƻǇƭŜ ȅƻǳ ǎŜǊǾŜΧŀƴ ŜȄŜǊŎƛǎŜ ƛƴ ŎƻƴŎƛǎŜ ǎǘƻǊȅ-telling 
that must touch both the heart and the head.
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Secret #1: The Case is a Concept

Mission Statement:
We protect and restore vision among underserved children 
living in urban areas.

Elevator Speech:
We operate 20 clinics in poor neighborhoods throughout 
the country where our team of skilled ophthalmological 
professionals treat over 5,000 children with blindness and 
vision problems each year.

Case:
Let me tell you about a little girl who came into one of our 
ŎƭƛƴƛŎǎΧ
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Secret #1: The Case is a Concept

ΧŀƴŘ ƛǘ ƛǎ ƳƻǊŜ ƛƳǇƻǊǘŀƴǘ ǘƘŀƴ ŜǾŜǊ ǘƘŀǘ ȅƻǳ ōŜ ŀōƭŜ ǘƻ 
boil it down and express it concisely:

Á²ƘŀǘΩǎ ƛǘ ƎƻƛƴƎ ǘƻ ƭƻƻƪ ƭƛƪŜ ƻƴ ŀ ƳƻōƛƭŜ ŘŜǾƛŎŜΚ

ÁAnd what about Twitter = 140 characters?

In an era of media/message bombardment, you have one 
quick shot to make your case.
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Secret #2: The Case Must Touch the Heart 
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Secret #2: The Case Must Touch the Heart 

άCrisis Mentalityέ ςby Keith Epstein in the Spring 2006 
Stanford Social Innovation Review

Á¢ƘŜ ά{ŀǾŜ ¢ƘŜ /ƘƛƭŘǊŜƴέ ǘŜǎǘΥ

a) The story of one hungry child in Africa only

b) The story of one hungry child in Africa and
statistics about poverty/hunger in Africa

c) Statistics about poverty/hunger in Africa only

²ƘƛŎƘ ƻƴŜ άǿƻƴέΚ
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Secret #2: The Case Must Touch the Heart 

²I¸Κ !ŎŎƻǊŘƛƴƎ ǘƻ 9ǇǎǘŜƛƴΧ

We are motivated by behaviors that developed deep in our 
evolutionary past:

ÁhǳǊ άƛƴǎǘƛƴŎǘƛǾŜέ ōǊŀƛƴ όŜƳƻǘƛƻƴŀƭΥ ƻƴŜ ŎƘƛƭŘύ ǊŜŀŎǘǎ 
ōŜŦƻǊŜ ƻǳǊ άǊŀǘƛƻƴŀƭέ όƭƻƎƛŎŀƭΥ ōƛƎ ƴǳƳōŜǊǎύ ōǊŀƛƴΦ 

ÁAs evidence, he points to the fact that there is usually 
an inverse relation between the number of 
ƛƴŘƛǾƛŘǳŀƭǎ ŀŦŦŜŎǘŜŘ ōȅ ŀ άŎǊƛǎƛǎέ ŀƴŘ ǘƘŜ ŀƳƻǳƴǘ ƻŦ 
money raised.
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Secret #2: The Case Must Touch the Heart 

For example:

Hurricane Katrina - ~1.6 million affected

AIDS - ~ 40 million diagnosed

Private donors gave approximately $1,800 per person 
ŀŦŦŜŎǘŜŘ ōȅ YŀǘǊƛƴŀΧōǳǘ ŘƻƴŀǘŜŘ ƻƴƭȅ $10 per person 
diagnosed with AIDS
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Secret #2: The Case Must Touch the Heart 

But what about foundations, corporations, and 
sophisticated individual donors, whose interests are:

ÁImpact

ÁOutcomes

ÁReplicability

ÁScalability

The human factor is still critical.
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Secret #2: The Case Must Touch the Heart 

As a result, while a Case Statement will generally need to 
Ŏƻƴǘŀƛƴ άǇǊƻǇƻǎŀƭ-ǘȅǇŜέ ŜƭŜƳŜƴǘǎ όƘƛǎǘƻǊȅΣ ǎǘŀǘƛǎǘƛŎǎΣ 
expected outcomes, etc.), these must be couched within a 
άǎǘƻǊȅέ ǘƻ ǿƘƛŎƘ ǘƘŜ ǊŜŀŘŜǊ Ŏŀƴ ŜƳƻǘƛƻƴŀƭƭȅ ǊŜǎǇƻƴŘΦ

CǳǊǘƘŜǊΣ ǘƘŜ ŎŀǎŜ ƴŜŜŘ ƴƻǘ ōŜ ŜȄƘŀǳǎǘƛǾŜΧƛǘ ǎƘƻǳƭŘ ƛƴǾƛǘŜ 
discussion ςwhich will lead to the deepening and 
fortification of relationships.
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Secret #3: The Case Is As Important Internally
!ǎ Lǘ Lǎ 9ȄǘŜǊƴŀƭƭȅΧŀƴŘ {ƻƳŜǘƛƳŜǎ aƻǊŜ

Every Fundraising Case has at least three audiences:

ÅExternally, prospects for financial support

ÅInternal leadership at the Executive and Board level

ÅStaff who, in various capacities, are charged with 
getting the message out.

The case statement and the case development process 
present an opportunity to build enthusiasm and to get 
everyonereading from the same script.
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Secret #3: The Case Is As Important Internally
!ǎ Lǘ Lǎ 9ȄǘŜǊƴŀƭƭȅΧŀƴŘ {ƻƳŜǘƛƳŜǎ aƻǊŜ

5ƻŜǎ ǘƘŜ ŎŀǎŜ ǘƘŜƳŀǘƛŎŀƭƭȅ ǊŜŦƭŜŎǘ ȅƻǳǊ ƛƴǎǘƛǘǳǘƛƻƴΩǎ ŎǳƭǘǳǊŜΚ
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Secret #4: Case Development ςDone Correctly ς
Is An Extremely Subversive Activity

Worst Case Scenario:
One person is charged with writing the case statement, which 
is then reviewed, revised, and edited to death by a well-
intentioned committee of many. Original writer then seeks 
prescription for anti-depressant medication.

Best Case Scenario:
A limited set of interviews are conducted by the case-writer 
with key stakeholders and decision-makers; case-writer 
strategically incorporates their words and ideas into the case 
statement; final review and approval comes from a committee 
of few. Writer celebrates.
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