




Common Ingredients for the Case
• The Why - The Big Picture Vision of the Campaign

• The When - Why is this moment so necessary for this campaign?

• The What - Defining campaign featured objectives that are specific

• The Who -School leaders who will make this vision become a reality.

• The Why 2.0  - Summarize the Big Picture, and how this campaign will

And necessary for whom?

enough to be compelling and broad enough to appeal to many.

this campaign will be conducted.

• The How - A concrete plan and timeline to serve as a blueprint for how 

Transform your school now and in the future.



The Case for Support
• Begin with the Mission - what do we stand for?

• Focus on Vision - what do we seek?

• Rally the Community - how will we get there?



The Case for Support

Fluency with the CASE:

● Help leadership, staff, and volunteers find their own words to tell the 

story of the school and the campaign.  It can’t feel scripted.  It needs 

to come from the heart.  It is your anthem. 

● This is an ongoing, generative document – refreshing the narrative 

with up-to-date data, information, progress and “heroes” telling their 

stories keeps the campaign alive. 



The Case for Support

Articulate why someone should make a major gift 

to support your school.



The Case for Support

What makes for an effective case:

Not
A list of needs
Can be done at any time
Incremental improvements
Nice, but not donor’s passion

They are
Bold and visionary
Urgent
A leap forward
Aligned with donor interest





Relevant











Authentic







The Case for Support

What does your school do educationally (a unique academic resource, 

program, learning opportunity, etc.) that sets it apart from other 

schools?  

Something that is:

● Relevant

● Differentiated 

● Authentic









Case Disruptions:

Campaigns are multiple 
year events.  As such, a 
lot can happen internally 
to disrupt the campaign 
plan.

Internal Examples:  

• Unexpected transition of head 
and/or board chair

• Parent donors with deep pockets 
and difficult children

• Over-involved and under-investing 
board members or volunteers

• Unexpected transition of chief 
advancement officer

• Challenges with hiring 
development staff

• Difficult challenges with keeping 
faculty and staff on the team and 
not derailing the campaign effort



Case Disruptions:

Campaigns are multiple 
year events.  As such, a 
lot can happen externally 
to disrupt the campaign 
plan.

External Examples:  

• A major financial 
downturn/recession

• Negative PR story on the 
school and/or its 
leadership

• Geopolitical tensions 
impacting international 
donors

• A Pandemic



Flexibility is the key 
• Timeline – keep the timeline flexible between campaign stages 

(planning phase, leadership phase, community phase)

• Keep the campaign featured objectives as fluid as possible for as long 
as possible.

• Keep the overall campaign goal quiet until the community (public) 
stage.

• Have a strong Campaign Committee that can respond to the 
unexpected  (Unexpected can be a good thing as well as a bad)!  



The Case for Support

Putting it all together…an impactful case:

Is anchored in the school’s Mission and Values

Presents a compelling Vision for the Future

Rallies the community through emotional story telling…

“Sentiment rules the world and he who fails to take that into account 

can never hope to lead.”  

-Napoleon Bonaparte
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