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The Case for a Case Statement

The “case for support” – sometimes called a “case statement” – is a document which outlines the strategic thinking behind your fundraising campaign.  While it may end up being printed as a fancy brochure with pictures and bold colors, the hardest and most important work is creating a 2 – 4 page written document with the key ideas.

The audience for the document will vary but you should think of it as making the “case for giving” to the camp.  The first audience will be internal stakeholders who aren’t necessarily donors – such as your board, staff, and Rabbis in the community.  You want to use the document to explain to them what you are thinking about doing and why, and get their input and support.  Ultimately, you will use the document in the process of cultivating donors and soliciting gifts.  Depending on the donor’s preference, you may give them the physical document, but in any case, the material in it will help structure the conversations with potential donors.

The case statement must be a motivational document that is persuasive and should attempt to accomplish the following:

· Serve to justify and explain the organization, its program and needs, so as to lead to advocacy and actual support.

· Attempt to win the reader with the nature of the vision that characterizes the leadership of the organization and to reassure the reader of the wisdom and responsible nature of the organization’s management.

· Characterize the organization so that it is distinctive in the eyes of the reader.

· Be positive, forward looking and confident, with all the facts and projections reasonable, clear, vital and accurate.

· Carefully set forth the fundraising plans in terms of policy, priority and enduring benefits.  The following questions must be anticipated from the reader:  Why this institution?  Why now?  Why me?  How?

· The case must be clear and concise, even though it may in fact be lengthy.

· Be a substantial plan for the future, not a burdensome revisiting of the past, no matter how honored or glorious.  In a real sense it is a prospectus, which should invite investment.

· A case is a reasoned argument for the organization to receive the support it can demonstrate it needs in order to continue living and flourishing as an essential community and education resource.

· The organization’s case poses its mission, goals, plans and programs in terms of the role these play or can play in the life of the larger community.

· Provide a view of the organization and a brief history.  It should create a statement about the perspective the organization takes on the issue being addressed by the expanding fundraising effort.

Uses for the Case Statement

· It is used by the organizational family as an internal document to resolve, sharpen and focus planning and policies into a written statement that interprets the organization to others.

· An abbreviated form of the case statement should be used in testing the market, in the form of a market survey or feasibility study.

· The statement serves to rally present leaders around the policy, planning and sales story.  It is the expression of the organization’s policies and of the plans that have been agreed upon by the board of directors and that are being aggressively promoted by leadership.

· The case statement serves as a vital campaigning tool for the organization’s fundraising leadership.  It is easier to enlist new members for leadership when there is a case for support that argues the case for stability and security as well as for leadership and campaign support.  Communicating the case will enhance the ability to recruit high quality staff when the time comes.

· The case statement serves as a supporting tool in the solicitation of large annual, capital and special gifts, through tailored appeals to selected prospects that have considerable gift potential.

· The case statement serves as a basic reference guide for proposed publications and communications of various kinds that will be distributed to the organization’s various constituencies.

· A thorough, honest case statement will transform apathy toward an organization into a sense of mission that encourages people to act.

· The case statement, properly prepared, can challenge the entire organization to provide greater service and engenders enthusiastic support for this direction.

Case Statement Outline

There is no one formula for a successful case for support but the following are the key topics that should be covered:

	Topic
	Questions to address

	1. History and current situation
	- What impact has the camp had to date on the Conservative movement, the Jewish world and beyond?

- What is the current status of the camp (particularly for those who haven’t been in touch recently)?

- Potential to include quotes from interviews with those who have benefited from the camp (past and current campers, staff, parents, etc.)

	2. Vision for the future
	- What is your vision for the future of the camp?

- What is and will be unique about the camp that will make an essential contribution to the world?

- What will the camp and the broader world look like when you succeed in realizing this vision?


	3.  The needs to reach this vision
	- What is the gap between the vision for the future and today’s reality?

- What are the key strategic initiatives that you propose to adopt to close this gap?

- How much will it cost to implement these initiatives? 

	4. Campaign goal and target pyramid
	- What is the goal and timeline for the campaign?  What is the range of total funds you need to raise for these needs?

- What is the breakdown of gifts needed to succeed? 

- For example, for a $1 million capital campaign you could choose from:

- 1 $500K, 1 $250K, 2 $100K, 1 $50K

- 2 $250K, 3 $100K, 4 $50K 

- 5 $100K, 8 $50K, 4 $25K

- 10 $50K, 12 $25K, 20 $10K

- 100 $10K

- 1000 $1K

- For example, for a $100K annual campaign, we could have:

- 2 $25K, 4 $10K, 10 $1K

- 50 $1,000, 50 of $500, 100 of $250



	5. Target audiences and prospects

Criteria for likely prospect: 

a. Already has warm feelings for camp

b. Has made donations of your target size to other institutions
	- Who is the key audience for the campaign? (Of course, we will take gifts from anyone but who are we targeting – such as alums from specific years or current parents.)

- How many prospects do we need for each level of gifts? (For example, for the 2 $100K gifts, we would need 4 serious prospects with 50% probability of giving.)

- Who are our prospects by name for each level?

- Do we have enough to succeed?


	6. Cultivation plan
	- What is our plan for cultivating these donors? For example, how many in-person meetings do we want to target for each major donor?  For smaller donors, how are we going to communicate through email, mail and phone?

- Who is going to open the door to these donors, who will call them to setup the meeting, who will go in person to see them, who will follow-up with them?

- Based on this plan, how many in person meetings do we need to have?

	7. Staffing/leadership
	- Who will provide the leadership for the campaign from staff and lay leaders and how will we divide up the responsibilities
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